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R.O.P. or Else... 


Use Color or 
Bow to Other 
Media: Spitaleri 


Knight Newspapers’ 
Research Head Speaks at 
Ist Annual R.O.P. Meet 


(For other r.o.p. color news see 
Pages 2, 8, 53 and 136.) 

Cuicaco, Sept. 27—In this age of 
color, admonished Vernon R. Spi- 
taleri, research director of the 
Knight newspapers, those publish- 
ers who fail to use r.o.p. color—or 
who use it badly—can expect to 
watch other newspapers and other 
media gobble up their advertisers’ 
business. 

His comments were a feature of 
the first annual newspaper r.o.p. 
color conference here this week. 

Mr. Spitaleri emphasized the 
widespread use of color in nearly 
all products today, and added that 
if advertisers couldn’t get good 
color reproduction in daily news- 
Papers, then, surely, they would 
concentrate a good part of their 
advertising money in magazine 
color pages and in the newest color 
medium—television. 

Everybody, he said, is ahead of 
newspapers in the use of color. But 
he warned against “any color is 
better than no color” thinking. 

(Continued on Page 8) 


Paper Will Be 
in Short Supply, 
MPA Is Warned 


Rye, N. Y., Sept. 27—The supply 
of magazine paper stock will con- 
tinue tight next year and in 1958, 
the fall meeting of the Magazine 
Publishers Assn. was told today. 

A report by Louis T. Stevenson 
to the paper committee of the MPA 
indicated that individual paper 
makers today “are obliged to allo- 
eate tonnage among customers in 
order to effect fair and reasonable 
distribution.” 

Pointing out allocation is “both 

(Continued on Page 135) 


FC&B Opens 
Full-Scale Detroit 
Operation for Ford 


Detroit, Sept. 26—Foote, Cone 
& Belding today officially opened 
an office in the National Bank 
Bldg. here, which will be used 
primarily to service advertising 
for the special products division 
of the Ford Motor Co. 

The agency will create and han- 
dle advertising for a new auto- 
mobile which is being designed by 
Ford’s special products division. 
FC&B picked up the new account 
last January. 

The new office will be fully 
staffed with account executives, 
copy department, art department, 
media department and research 
and broadcast personnel. 

About 70 persons eventually 
will be employed here, under the 
direction of Charles S. Winston 
Jr., vp and office manager, and 
Clyde E. Rapp, also a vp, who will 
serve as associate manager and 
account supervisor. Both men 
moved here recently from Chi- 
cago. 


® The local staff will work in 
close liaison with a Chicago cre- 
ative group headed by Fairfax M. 
Cone, FC&B president and man- 


(Continued on Page 135) 


the turn to greater prosperity. 


family is doing; case histories 
farm market. 


Farm Marketing: Slow Upturn in 1956 


Starting on Page 79, ADVERTISING AGE presents its second an- 
nual report on the farm market. Lagging profits have softened 
farm buying for three years. But at mid-year, 1956, farm in- 
comes are up, and some pundits predict farmers have rounded 


Four every 10 farms in 1950 there are nine today. Yet the re- 
maining farms are larger, have higher productivity and a high- 
er per capita income. More farms today are owner-operated 
than ever before in history, and as hand labor fades into the 
past, more and more mechanization takes over. 

Included in this issue is a farm outlook story by True D. 
Morse, Under Secretary of Agriculture and president, Com- 
modity Credit Corp.; a report on the future of electricity on 
the farm, by Ellis N. Christiamson, Pella Electric Cooperative, 
Pella, Iowa; a five-year progress report on how a young farm 


and charts, tables and graphs to illustrate various phases of the 


of successful farm marketers, 


Matthews 

NEWCOMERS—Detroit agency executives welcome Foote, Cone & Bel- 

ding office to their city. Shown at reception Sept. 26 in new FC&B 

Detroit office are Fairfax M. Cone, president, and Charles S. Win- 

ston Jr., manager of the Detroit office, FC&B; C. J. Corbett Jr., 

Geyer Advertising; W. E. Matthews, Young & Rubicam, and Clar- 
ence Hatch Jr., Campbell-Ewald. 


Competition Controls 
Affiliation Contracts, 
Say Sarnoff, Stanton 


New York, Sept. 28—The House 
anti-trust subcommittee wound up 
its 10-day hearing in federal court- 
house this week with Robert W. 


Set Makers Too... 
Join in ‘Crash’ 


UHF Effort, Lee 
Urges NARTB 


OKLAHOMa City, Sept. 28—FCC 
Commissioner Robert E. Lee en- 
tered an argument for an ali-in- 
dustry research corporation to 
“crash” through the problems of 
converting all or most of the tele- 
vision industry to uhf operation. 

Addressing a National Assn. of 
Radio & Tv Broadcasters regional 
meeting here last night, Commis- 
sioner Lee had several significant 
arguments in favor of a corpor- 
ate structure which has already 
aroused objections in the industry. 

(Last week, Elmer Engstrom, 
RCA vp, argued that anti-trust is- 
sues might be raised if the tv set 
makers pooled their research ef- 
forts. On the broadcaster side, 
there were mutterings tnat an “au- 
tonomous” corporation might be 
susceptible to “pressure groups.”) 

One of Mr. Lee’s arguments for 
the corporate setup, however, was 
that it is “all-inclusive,” as op- 
posed to the “exclusive” committee 
form, and “will furnish a vehicle 
through which all interested par- 
ties can participate.” 

Another argument was that the 
corporation would be capable of 
receiving and dispensing gifts and 
grants “on an equal status with all 
other business enterprises.” 


Hatch Winston 


Edward T. Tate to 
Succeed Mason as 


FTC Commissioner 


WASHINGTON, Sept. 27—President 
Eisenhower today paved the way 
for termination of Lowell Mason’s 
colorful career at the Federal 
Trade Commission by designating 
Edward T. Tate as his successor. 

Mr. Tate is 36, a Republican 
from Ross Township, Pa., and a 
former member of the staff of the 
White House and the Securities 
Exchange Commission. 

Although Commissioner Mason’s 
term officially expired today, he 
remains in office until his succes- 
sor is confirmed by the Senate. 

Mr. Tate’s nomination cannot be 
acted on until the Senate recon- 
venes in January. 


® Probably the most popular and 
best known FTC commissioner in 
history, Commissioner Mason cap- 
tured attention soon after he was 
appointed by former President 
Harry Truman in 1945 by rebelling 
against FTC’s stodgy and legalistic 
procedures. 

His colorful speeches at business 
meetings blasted the commission 
for getting itself involved in 
lengthy hair splitting litigation 
over remote and questionable legal 

(Continued on Page 135) 


Last Minute News Flashes 


Monarch Foods Division Names D'Arcy Agency 

Cuicaco, Sept. 28—Monarch Finer Foods Division of Consolidated 
Foods Corp. has named the Chicago office of D’Arcy Advertising Co. 
to handle national and regional advertising for existing and new lines. 
Coincidentally, D’Arcy will occupy additional space in the Prudential 
Bldg., and James B. Wilson, vp, will devote full time to supervision 
and development of new business, while William C. Edwards, vp and 
Chicago manager, will assume full responsibility on the Standard Oil 
Co. (Indiana) account. 


Sullivan, Stauffer Reportedly Gets Lambert-Hudnut 

New York, Sept. 28—The Lambert-Hudnut division of Warner- 
Lambert Pharmaceutical Co., which earlier this week left Kenyon & 
Eckhardt after a 14-year association, reportedly is moving to Sullivan, 
Stauffer, Colwell & Bayles. 


Pyrene Names Gaynor Colman Prentis & Varley 
Newakk, Sept. 28—The Pyrene C-O Two division of Fyr Fyter Corp. 
has named Gaynor Colman Prentis & Varley, New York, to handle 
advertising and public relations. There is no previous agency of record, 
although three agencies have handled the account in the past. 
(Additional News Flashes on Page 135) 


s As Mr. Lee saw it, the new 

corporation, which might be called 

Television Industry Research 
(Continued on Page 135) 
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Networks Score in Testimony; Now 
Celler Committee Will Think It Over 


Sarnoff, NBC president, and Frank 
Stanton, CBS president, as head- 
line witnesses. 

At the end of the sweeping 
probe, which touched on every- 
thing from Walter Winchell’s bat- 
tle with ABC to the size of Procter 
& Gamble’s discounts, Rep. Eman- 
uel Celler (D., N. Y.), chairman of 
the group, indicated that the hear- 
ings may resume later in Wash- 
ington. He told AA he could not 
say at this time whether the study 
has uncovered any industry prac- 
tices of the sort that require 
remedial legislation. 

The committee’s activities, how- 
ever, already have produced re- 
sults of a sort in at least one spot- 
lighted area—the music field. The 
top executives of CBS and NBC 
both told the congressmen they 
will re-examine the situation to 
see if they should retain their 
stock interest in Broadcast Music 
Inc. They attached two conditions 
to the promise: (1) That it will be 
carried out after the songwriters’ 
lawsuit against BMI and the 
broadcasters has been terminated 
and (2) there must be assurance 
of competition in the music licens- 
ing field 


= Messrs. Stanton and Sarnoff 
differed on another major point 
under consideration by the com- 
mittee. Mr. Stanton said he would 
not object to direct FCC regulation 
of the networks, as opposed to the 
present indirect controls, provided 
the areas of supervision were spec- 
ified. 

Mr. Sarnoff warned that such a 
move would “put the government 
into the broadcasting business” 
and that the “regulation would also 
have to extend to the program 
sources on which networks draw— 
the talent agencies, the packagers 
and the advertising agencies.” 

Though the areas of inquiry 
were substantially the same for all 
three networks, the head of NBC 
and his aides got the sharpest 
prodding from Rep. Celler, who 
criticized their “quibbling,” lack 
of information and “unsatisfac- 
tory” answers. However, at the 
end of their testimony, he thanked 
the NBC executives for their “val- 
uable contribution to the inquiry” 

(Continued on Page 131) 


At Dearborn, Up 86%... 


Ford, Chevvy Set 
Record Budgets 
in Battle of ‘57s 


Detroit, Sept. 28—Both Ford 
and Chevrolet have begun running 
pre-announcement ads to warm 
consumers up for the most inten- 
sive new-car promotions in their 
histories. 

While Chevrolet has not dis- 
closed how much it will spend, ex- 
cept to say it will be “more” than 
before, Ford disclosed its budget 
in the first three months for its - 
new cars will run as high as $18,- 

(Continued on Page 4) 
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Hansen Says He'll 


Than Barnes as U. 


Mergers Accorded Top 
Priority as He Bones Up 
on Backlog of 97 Cases 


WASHINGTON, Sept. 25—Assistant 


U.S. Attorney General and anti-' 


trust chief Victor Russell Hansen, 
who has thrown down the gaunt- 
let to the tv networks, was acute- 
ly aware of the delicacy of the 
situation when he went before the 
Celler committee’s tv investiga- 
tion in New York (AA, Sept. 17, 


24). 

As a newcomer, only’ two 
months on the job, he was making 
his initial public appearance. 


Aside from its effect on the ulti- 
mate outcome of the tv investiga- 


TOIT NR tO 


Victor Hansen 


tions, he knew his statement 
would be carefully analyzed by 
all who wondered whether his ar- 
rival would signal any let-up in 
anti-trust prosecutions. 

He had three deliberate pur- 
poses for hitting so hard in his ap- 
pearance before the Celler com- 
mittee, he told AA. 


e The first was purely tactical. 
As a newcoiner holding his first 
federal job, he was frankly un- 
easy about the prospect of facing 
a hard-hitting Congressional in- 
vestigating committee. 

“I spent 10 days reading every 
document I could get my hands 
on, including the briefs which the 
networks filed with the Magnu- 
son committee,” he said. “In all 

(Continued on Page 72) 


McCann (Canada) 
Gets Christie, Brown, 
Chesebrough Pond’s 


Toronto, Sept. 25—Evan W. 
Hayter, president of McCann- 
Erickson (Canada) Ltd., has an- 
nounced the agency’s acquisition of 
two new accounts. 

Late last week, Christie, Brown 
& Co. Ltd. announced it had ap- 
pointed McCann to handle its 
advertising. George A. Meen, ad- 
vertising manager, stated that 
McCann would take over part of 
the account immediately and a 
portion at the end of 1956. Mac- 
Laren Advertising Co. is the bak- 
ing company’s previous agency of 
record. 

Mr. Hayter said the agency 
would undertake a fall and winter 
campaign for the former part of 
the account. 


= Also announced was the move of 


Be ‘No Less Tough’ 
S. Anti-Trust Chief 


Improve Color 
Scheduling, ]WT's 
Ensrud Urges Dailies 


Cuicaco, Sept. 27—The prob- 
lems that still beset users of r.o.p. 
color are not typical in the sense 
|that they are representative of 
what happens in a majority of 
| instances. But they do crop up too | 
often, said A. G. Ensrud, associate 
media director of J. Walter) 
Thompson Co., Chicago, at the 
| first annual Newspaper R.O.P. 
Color Conference that started to- 


| Mr. Ensrud alternately shook an. 
admonishing finger and rendered 
a gentle pat as he reviewed the 
|faults and accomplishments of the 
668 daily newspapers, of a total 
of 1,602, that now print some form 
| of r.o.p. color. 
| “Most space buyers would 
agree,” said Mr. Ensrud, “that) 
availability and reproduction are 
the most important problems in| 
buying r.o.p. color space... Con-| 
trary to what might have been as- 
sumed, it is approximately as dif-| 
ficult to get definite insertion 
dates for black and one color and 
black and two colors as it is for 
black and three colors.” 

According to Thompson’s calcu-. 
(Continued on Page 136) 
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Eaton 


AGATE TONIC—Commander Edward Whitehead, president of Schwep- 
pes, U.S.A., told the Agate Club of Chicago about the marketing 
of Schweppes tonic water at a meeting Sept. 24. R. C. Eaton of 


Holiday, president of the club, is 


at left. Hidden behind the micro- 


phone is Robert Mason, British consul general. 


Cmdr. Whitehead Was Reluctant Schweppes 


Ad Model! at First, He Tells Agate Club 


Cuicaco, Sept. 25—Schweppes- 
manship hit the Agate Club of 
Chicago yesterday in the hirsute 
form of its foremost practitioner— 
Cmdr. Edward Whitehead. 

The effervescent British execu- 
tive—he’s president of Schweppes 
(U.S.A.) Ltd. and director and 
general manager of Schweppes 
(Overseas) Ltd.—doubles in brass 
as a model in the brilliant series of 
ads appearing initially in The 


From 12 Bidders, C2W 
Won All Consumer Ads, 
Basford All Industrial 


New York, Sept. 25—Texas Co.’s 
long-awaited decision on the re- 
alignment of its $12,000,000 adver- 
tising account was revealed today. 
It has been in the works for the 


All Texaco consumer advertising 
will be handled by Cunningham & 


Texas Co. ‘Simplified’ by Focusing 
Ads at Cunningham & Walsh, Basford 


will continue more or less along 
the same lines it has been follow- 
ing this year.” 

Texaco is currently using be- 
tween 8500 and 9,000 outdoor 
panels, largely in the South and on 
the West Coast. It uses six maga- 
zines (Collier’s, Life, Look, Path- 
finder, The Saturday Evening Post 
and Time), 70 industrial publica- 


past seven months (AA, Feb. 13). /tions, 18 foreign papers and news- | 


papers in 235 markets. 
It also sponsors nine football 


Walsh effective Jan. 1. In addition, | games in the South and Southwest; 
C&W will coordinate the oil com-|regular daily radio sports broad- 
pany’s advertising in all media.|casts on the Pacific Coast, in the 
This includes newspapers, maga- | Southwest and in St. Louis, Chica- 
zines, radio, tv, outdoor and point|go and Cleveland; newscasts in 
of purchase, for all except indus-| Florida and spots at regular inter- 
trial products. It also includes ex- | vals on the ABC network. In addi- 
port advertising. | tion, Texaco this fall will sponsor, 


Texaco's industrial advertising ,for the 17th consecutive year, Sat- 
will be taken over Jan. 1 by G. M.|urday afternoon radio broadcasts 
|of the Metropolitan Opera on ABC. 


(Continued on Page 56) 


Basford Co. 

The company’s advertising for 
|the past several years has been 
|handled by three agencies. C&W 
jhas been handling Texaco Sky 
Chief gas advertising in newspa- 
pers, magazines, outdoor and 
point of purchase. In addition, it] 
has handled the company’s institu- | 
tional and dealer service accounts. | 
Erwin, Wasey & Co. has been han-| 
dling Texaco's industrial, motor | 
oil, anti-freeze and farm paper ad- 
| vertising. Kudner Agency has been 
handling Texaco’s radio and tv ad-| 
ivertising. 
® Don W. Stewart, Texaco adver- 
tising manager, told AA that con- 


'Solidation of the company’s ad- 


Fer 4 better ory fo protect your mest ogy 
path te the arocde at Chee Maman? an 


Chesebrough Pond’s account from vertising agency setup was made 
Cockfield, Brown & Co. and J.) because of changing marketing 


Walter Thompson. This account is | conditions, and because it was felt 


an amalgamation of two compa- 
nies, Chesebrough Mfg. Co., Mon- 
treal, producer of Vaseline, and 
Pond’s Extract Co. of Canada Ltd. 


|that simplification was desirable. 
| “It does not foreshadow any 
|drastic change in the company’s 


|advertising,” Mr. Stewart said. | 
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EGGZAMPLE—The Chase Manhattan 
Bank, in a camj aign for its trust 


Cockfield, Brown had held the | “But there has been a trend for department, is fr nning a series of 


Vaseline portion and JWT the 
Pond’s. 

“There will be two new prod- 
ucts placed on the market soon,” 
said Mr. Hayter, but no details are 
available at this time. 


|some time toward more local ad- 
| vertising, and this is likely to be) 
leven more apparent. Our complete | 
| plans for the future are still in the 
development stage. But generally 


speaking, our advertising program 


six color pages i: The New York- 

er, all depicting 1 man chained to 

a nest egg. Thi one appears in 

the Oct. 6 issue Kenyon & Eck- 
hardt is t1e agency. 


|New Yorker which have made 
Schweppes an almost generic word 
for quinine water in this country. 

He explained that his role as ad- 
vertising model sprang originally 
|from a desire to overcome con- 
sumer resistance to accepting a 
Schweppes product manufactured 
in this country as a product equal 
to the imported Schweppes. 


= Schweppes executives had de- 
cided that since the price of 
| Schweppes shipped across the At- 
|lantic was so high as to be prohib- 
|itive of wide consumer sales, the 
best thing would be to set up a 
franchise operation in overseas 
markets. 

| An agreement was reached with 
the Pepsi-Cola people whereby 
Pepsi would make and dis- 

(Continued on Page 48) 


‘Marlboro Picks Up 


Tab for Telecasts 
of Pro Football 


New York, Sept. 25—Marlboro 
_cigarets will sponsor the telecasts 
'of National Professional Football 
League games this fall over a na- 
|tionwide CBS-TV lineup of 190 
| stations. 

| The games will be seen every 


| Sunday, starting Sept. 30 through 
| Dec. 23 on as many as eight special 
|networks of stations. Cities where 
the games are being played will be 
| blacked out. 

| Thus Chicago, which has two 
|professional football teams—the 
|Chicago Bears and the Chicago 
Cardinals—will see only three 
games, one on Thanksgiving and 
| two on Saturday nights, Dec. 8 and 
15. 


ls Local sponsors in the various 
special network setups will share 
advertising time with Marlboro. 
The network ty package was ob- 
tained for Marlboro through its 
agency, Leo Burnett Inc., Chicago. 

Football fans will see, in addi- 
ition to the two Chicago teams, 
the Los Angeles Rams, Cleveland 
Browns, Green Bay Packers, San 
Francisco ‘49ers, Baltimore Colts, 
New York Giants, Detroit Lions, 
Washington Redskins, Philadel- 
phia Eagles and the Pittsburgh 
Steelers. 


Martin Joins Seberhagen 
George Coleman Martin, former 
head of the Philadelphia agency 
bearing his name, has joined Seb- 
erhagen, Philadelphia, as director 
of the grocery division. Seberha- 
gen has been appointed to handle 


advertising for Zippy Products 
(starches), Hanscom Bros. (baked | 
goods), Plantation Chocolate Co. 
and Good Bros. 


Simon Group 50% 
of McCall Board 


New York, Sept. 25—A group 
headed by Norton Simon, West 
Coast financier, which holds about 
one-third of the common stock of 
the McCall Corp., today occupied 
half of the 16 seats in the corpora- 
tion’s board room. 

Five persons were named today 
to the McCall board of directors. 
In addition to Mr. Simon, they 
were Arthur I. Winston, president 
of Special Investments & Securities 
Inc.; G. Albert Lawton, exec vp of 
Security-Connecticut Life Insur- 
ance Co.; Theodore Weisman, a di- 
rector of the Farmers & Merchants 


Norton Simon 


National Bank of Los Angeles and 
the Western Pacific Railroad, and 
Jack R. Clumeck, a director of 
Harbor Plywood Corp. and the 
Ohio Match Co. 

The board, expanded from 14 to 
16 members (two new director- 
ships and three vacancies), now 
contains eight management repre- 
sentatives and the eight principal 
owners. 


® Other members of the Norton 
Simon group are Andrew J. Hur- 
ley, Los Angeles attorney, who was 
named to the board in August, 
1954; Russell J. Miedel, president 
of the Ohio Match Co., and Edgar 
J. Doolittle, exec vp of Security- 
Connecticut Insurance. Messrs. 
Miedel and Doolittle were named 
to the McCall board last month. 
“At the time we acquired a sub- 
(Continued on Page 6) 


57% of Leaders 
Advertise Only in 
Magazines: MAB 


New York, Sept. 26—Magazines 
constitute the exclusive major ad- 
vertising medium of 57% of the 
nation’s biggest (more than $25,- 
000 a year) national advertisers, 
according to the Magazine Adver- 
tising Bureau. 

Another 25.7% in the big na- 
tional advertiser category uses 
magazines plus other media, the 
bureau says, while only 17.3% 
don’t use magazines at all. In all, 
there are 2,615 national advertis- 
ers who invest $25,000 annually 
in magazines, newspapers, radio 
and tv, the bureau asserts. 

MAB makes these claims in a 
brochure it has just published on 
consumer spending and magazine 
readership. Most of the MAB re- 
port is based on a 1950-51 survey 
of urban consumer incomes and 
expenditures conducted by the 
Bureau of Labor Statistics. Totally 
12,500 families in 91 urban areas 
were interviewed in the survey. 

About the age of the statistics, 
MAB says they are still valid today 
“because, as Business Week points 


(Continued on Page 136) 
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‘Printers’ Ink’ to Go 
to Non-Profit Setup 


68-Year-Old Ad Paper 
To Be Taken Over by 
New Foundation 


New York, Sept. 26—The 68- 
year saga of Printers’ Ink took a 
new twist today when it was an- 
nounced that it will be acquired by 
a new non-profit foundation set up 
to memorialize its longtime owners, 
John Irving Romer and Richard 
Wesley Lawrence. 

The foundation, as yet unnamed, 
unmanned and unincorporated, will 
be “a living monument” to Romer 
and Lawrence, and will be dedi- 


cated to “the public interest,” and | 
is calculated to help “advertising | 
and Printers’ Ink fulfill their ob-| 
jectives.” 

That is part of the description of | 
the foundation by Richard W. Law- 
rence Jr., president of Printers’ Ink 


Agency Men Get 
Short End of Stick 
(Again) in New Novel 


New York, Sept. 26—In case you 
didn’t know it, the advertising| 
business is a dog-eat-dog business. | 


Publishing Co. and major stock- 
holder. (The Lawrence family is 
reported to hold around 90% of 
Printers’ Ink stock, the remainder 
being scattered among six present 
and former executives and their 
heirs.) 

Present plans call for the pro- 
posed foundation to buy the prop- 
erty at a price set by an appraisal 
committee of stockholders and 
representatives of the foundation. 
It would pay for it out of future 
earnings. 


8s It is planned to select and ap- 
point a board of trustees for the 
foundation drawn from fields of 
|advertising, advertising education, 
|social sciences, foundations and 
| government. This board is ex- 
| pected to make it possible for the 
| foundation “to carry forward, in 
| the broadest possible way, funda- 
mental public services to the 
American advertising field and 
American society.” 

The foundation is supposed to be 
set up and ready to function by 
Dec. 31, when Printers’ Ink’s pub- 
lisher, Robert E. Kenyon Jr., 
leaves the publication to become 
president of the Magazine Publish- 
ers Assn. (AA, Sept. 24). 

The announcement of the inten- 


If you want to refresh your tion of the publishing company to 
memory, read “Pitchman” (Cow-| lodge the venerable magazine un- 
ard-McCann, $3.95), a new novel) ger a non-profit roof was accom- 
by Robin Moore, who is vp in| _panied by a summary of some of 
charge of advertising and public|the accomplishments of 68 years. 
relations for the Sheraton Hotel| These included the Printers’ Ink 
chain. statutes cf 43 states, publication of 

“Pitchman,” billed as “a novel|“Thunder on the Right,” a series 
about the television industry,” will | | by C. B. Larrabee, former editor, 
be published next week. It estab- and awards of gold medals for out- 
lishes Mr. Moore as the latest in a|standing advertising achievement. 
long line of imitators of Frederic) Also noted was the creation of an 
Wakeman. In fact, in its story out-| advisory board of advertising lead- 
line, “Pitchman” resembles “The/ers who counseled the publication 
Hucksters” more closely than anyon editorial policies and practices. 
of the ad novels which followed| This board was formed by Mr. 


| 


Mr. Wakeman’s opus. 
In 10 years, the advertising 
world depicted in fiction has} 
changed very little. If anything, it 
has become even more venal. 
(Continued on Page 134) 


Kenyon last year. 


® On its way to non-profit founda- 


tion status, Printers’ Ink passed) 


through a disappointing postwar 
(Continued on Page 134) 


‘Conviction’ Ad Pre-Testing Is 96% 
Accurate in Forecasts: Armstrong 


McCann Exec VP Tells 
Operation of Method 
at AFA District Meet 


Houston, Sept. 25—McCann- 
Erickson’s Donald Armstrong dis- 
closed yesterday for the first time 
some of the details of how his 
agency conducts relative sales 
conviction testing. 

Mr. Armstrong, exec vp of the 
agency, was one of four featured 
speakers at the 10th district con- 
vention of the Advertising Federa- 
tion of America here. About 125 
attended the sessions yesterday. 

McCann-Erickson researchers 
now have enough interviews and 
case histories on file to feel that 
the procedure they began about 
two or three years ago is now vali- 
dated, Mr. Armstrong said. 

Relative sales conviction testing 
is used to determine which of sev- 
eral ads in a series is the most ef- 
fective. The testing also deter- 
mines, within 4%, just what pro- 
portion of sales volume may be 
attributed to each ad, Mr. Arm- 
strong pointed out. 


= Thus, the procedure is being 
used to pre-test a variety of pro- 
posed advertisements. From the 
testing, he said, the agency per- 


sonnel can determine why each ad 
will pull sales, and thus perfect a 


better and stronger final adver- 
tisement or series of ads. 

For a long time the field of ad- 
vertising has had procedures to 
determine how many note, how 
many read advertisements, impact 
tests, and has used split runs and 
inquiry volume as a check upon 
the sales volume generated by an 

(Continued on Page 60) 
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AND NOW IT BEGINS—This is a still from the 20-second film which 
was the first commercial message presented on Australian televi- 


sion. Placed by Rothmans 
featured a spinning packa 


f Pall Mall (Australia) Ltd., the film 
of Rothmans king-size cigarets super- 


imposed on a full-screen map of Australia. The cigarets swept 

around the map until they covered the screen and then the pack- 

age was brought to the foreground. Jackson Wain International is 
the Rothmans agency. 


Viewers Like Cartoons; Listeners, Jingles... 


Southern Californians Average 2 TV 


Sets, 3 Radios, ABC Survey Shows 


Favorite Commercials 
on TV Are for Ford, 
Rheingold, Hamm’s 


Hottywoop, Sept. 25—The aver- 
age Southern California tv viewer 
and radio listener is a “normal- 
natural” personality, whose home 
has two tv sets and numerous ra- 


Tatham-Laird Gives 
Employes Lie Test 
in Petty Cash Thett 


Cuicaco, Sept 26—A number of 
employes of Tatham-Laird Inc. 
were given lie detector tests earlier 
this month because of a theft of 
$150 in currency and some checks 
from a petty cash fund, ADVERTIS- 
InG Age learned this week. 

Before taking the test, employes 
were given a release to sign which 
stated that they were taking the 
test voluntarily. By signing the 
releases, the employes waived any 
rights to bring legal action against 
the agency, AA was told by agen- 
cy employes who asked not to be 
identified. 

(Continued on Page 134) 


dios. Few have seen a color tele- 
cast, and most would not invest 
$500 in a color tv set. 

This was the summary presented 
by Earl J. Hudson, vp, western di- 
vision, American Broadcasting Co., 
to members of the Hollywood Ad- 
vertising Club last week. 

Reporting on a survey which 
was expanded this year following 
the wide recognition given a sim- 
ilar survey last year, Mr. Hudson 
gave these findings: 

Respondents’ replies totaled 1,- 
381, of which 615 were completed 
by men, 766 by women. They re- 
ported 2,455 tv sets in their homes, 
or nearly two per home. In addi- 
tion to 2,861 home radios, respond- 
ents said they own 1,361 car radios 
—or a total of 4,222. 


s Asked what five products have 
the most entertaining tv commer- 
cials, the respondents rated them 
in this order of popularity: Ford, 
Rheingold beer, Hamm’s beer, 
Bank of America and Lucky 
Strike. Next in popularity were 
General Electric, Eastside beer and 
Gillette. 

Mr. Hudson remarked that the 
most important fact to be gleaned 

(Continued on Page 52) 


Highlights of This Week's Issue 


Better Business Bureau - hits No ad changes expected in Union 


vending machine franchise, 


Bik hes «6 ean gu pavnecese an 
Insurance Co. of North America 
sets extensive drive to sell home- 
owners’ insurance ......Page 16 
Laundering Institute skips con- 
sumer ads this year to concen- 
trate on trade ads 
The new Ford will cost 2.9% 
more than last year’s model, 
Ford’s McNamara says .Page 24 
Richfield Oil Corp. launches news- 
paper, outdoor drive for new 


eee eee eee eee eee 


gas 
F. W. Cooley Jr. named ad man- 
ager of two Miller publica- 
Brown-Forman boosts holiday ad 
budget 15-20% to promote holi- 
day-packaged brands ..Page 26 


Carbide purchase of Visking 
Corp. . 
Air express ad budget for 1957 set 
at $568,200 by airlines ..Page 32 
Andrew Haire Sr., a founder of 
Haire Publishing Co., dies at 
, ne See ooeee Page 34 
Treasury Department honors ad- 
men for roles in savings bond 
drive 


Farm Journal finds farm, town 


families vie in use of scouring 
powders, cleaners 
Flying saucer man helps sell Olga 
pocahontas coal on tv ..Page 42 
Philadelphia agencies are as good 
as New York agencies, Philadel- 
phia adman says 
Tobacco industry became one of 


eeeeee 


ten top r.o.p. color users, Me~-| Voice of the Advertiser 


dia Records shows 
Vodka is expected to outsell gin by 
1958, Brandy Distillers head 
ee 
Swedish trade commission calls 
15% agency commission “mo- 
nopolistic” 


eeeee 
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Cigaret Ad Pioneers... 
Australians 
Spend First 
TV Evening 


Lagging Set Sales Are 
Expected to Boom with 
Start of Regular Shows 


By John Colless , 

Sypney, Sept. 25—Television 
was launched in Australia on Sun- 
day night, Sept. 16, when Sydney 
commercial station, TCN, came on 
the air with the first regular pro- 
grammed telecasts. 

The debut of television ended 
four years of bickering, commis- 
sions of inquiry and political and 
religious arguments which fol- 
lowed the original government de- 
cision to allow ty to come to this 
country. 

For its opening night, TCN put 
on a pregram incorporating sever- 
al British and American popular 
shows, including “The Adventures 
of Robin Hood,” “I Love Lucy” 
and “The Patti Page Show.” There 
were also several live shows, one 
of them featuring Katherine Dun- 
ham, the American dancer cur- 
rently appearing on the Australian 
stage. 


= The “honor” of presenting the 
first commercial message on Au- 
stralian tv went to Rothmans of 
Pall Mall (Australia) Ltd., sub- 
sidiary of the British tobacco man- 
ufacturer. A 20-second film pro- 
moting Rothmans cigarets ran dur- 
ing the introductory phase and was 
followed later in the night with 
another 20-second spot and two 10- 
second station breaks. Jackson 
Wain International was the agency. 

General reaction to the opering 
transmissions was favorable. Some 
100,000 persons saw the first 
night’s programs, mostly clustered 
around sets in shop windows, 
where they spilled onto the streets 
and caused traffic jams. Owners of 
sets held “tv parties” in their 
homes. 

Sales of tv sets, however, have 


(Continued on Page 133) 


‘Boston Post’ Names 
Herald Ad Director; 
Boosts Three Others 


4 

Boston, Sept. 25—Appointment 
of four new executives at the Bos- 
ton Post, now being published un- 
der three court appointed trustees, 
was announced yesterday by Mc- 
Henry Browne, general manager. 

Thomas J. Herald, a member of 
the national advertising staff for 
25 years, was named advertising 
director. Before joining the Post 
Mr. Herald was a 
district sales 
manager of Col- 
gate - Palmolive- 
Peet Co. and 
eastern division 
manager of R. M. 
Holling s- 
head Corp. 

Edward M. 
Jennings, a 
member of the 
Post’s retail ad 
‘department for 
28 years, was named assistant ad 
director, and Eugene M. McSween- 
ey Jr., advertising manager for 
many years, was named manager 


Thomas J. Herald 


13|0f the automotive department. 


Leo J. Marks Jr., a reporter, edi- 
tor and a member of the national 
advertising staff for eight years, 
was advanced to promction man- 
ager, succeeding Mark Finley, whe 
resigned during the Post suspen- 
sion to enter the television field in 
Indianapolis. 
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Shallow Named ‘Spot’ Publisher 

Vincent Shallow, formerly east-| 
ern advertising manager of Adver- 
tising Requirements, has _ been| 


named publisher of Spot, New 
York. Beginning with the January, 
1957, number, Spot will appear 
monthly instead of bi-monthly. 


Tea Council to 
Concentrate Ads in 
Nighttime TV Spots | 


goes to the top of 
the class at 
PURDUE UNIVERSITY 


From A Continuing Study of 
College Newsstand Magazine 
Saies,© actual sales, based on 
the average of several issues, 
at newsstands catering pri- 
marily to student traffic at 
Purpue Untversity. Figures 
taken directly from the local 
magazine wholesaier’s records. 


THE COLLEGE MARKET IS YOURS WITH PLAYBOY 


WeENTWorTH-By-TuHe-Sea, N.H., 
| Sept. 27—Tea Council advertising, 
for the fifth year will be concen- 
trated in nighttime spot tv in 12 
markets, representing approxi- 
mately 50% of all tv homes, it was 
|announced at the 11th annual con- 
| vention of the Tea Assn. this week. 
| During the six years since the 
|council was established, the num- 
ber of pounds sold annually has 
increased by nearly 16%, Robert 
|Smallwood, head of Thomas J. 
Lipton Inc. and Tea Council chair- 
j}man, told the 300 delegates at- 
tending. Per capita tea consump- 
Holiday |tion has increased by approxi- 
Sports Il. gad 9%, he also announced. 

| One of the featured speakers at 
| the convention, Leo Burnett, chair- 
man of his own agency, told the 
| group it’s time for advertisers to 
reheat their “brand irons” and 


COMPARATIVE 
AVERAGE SALES 
: PER ISSUE 


PUBLICATION 


PLAYBOY 


728 
245 
160 
141 
118 


Sat. Eve. Post 
Life 


Time 


“burn” their product symbols into 
the public consciousness. 


bewildering maze of today’s ad- 
vertising, an imposing percentage, 
possibly even a majority of the 
American people, look at or listen 
to our advertising without even 
consciously seeing or hearing it,” 
the agency head said. 

This, coupled with the increasing 
competition of rival brands, makes 
it mandatory for the “smart ad- 
vertiser” to check whether his 
brand is registering in a “suffici- 
ently telegraphic and memorable 
manner—to at least achieve a 
strong symbol registration of the 
name,” he advised. 


= Before the late 1930s, Mr. Bur- 
nett said, advertisers were well 
aware of the need of a brand sym- 
bol. This concept, however, “un- 
fortunately began to take the form 
of the so-called logo, and was 
junked during the ’30s when ad- 
vertisers became convinced that 
the ornate, cumbersome, hard-to- 
read logos were ugly and difficult 
to read in an ad. 

“Few things have happened 
since to give people, who don’t 
read or look consciously, a chance 
to have a brand picture engraved 
on their consciousness,” he de- 
|clared. 

“Even alert people find it all 
| but impossible to keep up with the 
|brand parade. A simple visual 
symbol of that name-and-face 
would sink it into their minds and 
operate without their conscious 
realization at the point of sale.” 


s Another speaker, Russell Z. El- 
ler, advertising manager of Sun- 
kist Growers, urged the group to 
| cultivate the “vital new market in 
the young families formed since 
World War II.” 

Based on average age of the 
housewife, 35% of U.S. families 
are under 35 years of age, he 
pointed out. “The habits of young 
families are pliable and still form- 
ative. We at Sunkist think our fu- 
ture depends on selling these peo- 
ple and we think we can. 

“The older families are import- 
ant but our advertising has been 
exposed to them longer. They will 
not be ignored. They can read over 


“The brutal fact is that in the) 
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| best efforts of market operators, 
| notwithstanding—are impersonal 
|neighborhood consumer ware- 
houses. 

“Today we must offer the retail- 
er pre-sold merchandise. We must 
deliver a package comprised of the 
product and a bona fide plan to 
move it past the check-out coun- 
ter,” he said. 


Ford, Chevvy Set 
Record Budgets 
in Battle of ‘57s 


(Continued from Page 1) 
000,000. R. S. McNamara, general 
manager of the division, said this 
is 86% more than Ford spent last 
year. 

Ford will use 6,000 newspapers 
beginning Oct. 5 to introduce its 
new cars. Six magazines, 600 radio 
stations and all television stations 
available will be used also. About 
50% of the introductory promotion 
will be in newspapers. J. Walter 
Thompson Co. is the agency for the 
Ford division of Ford Motor Co. 


s While Chevvy’s pre-announce- 
ment campaign begins Oct. 3, the 
campaign will not hit its full stride 
until Oct. 19. 

More than 7,000 weekly and 
daily newspapers, network radio 
and television, magazines, direct 
mail and outdoor will be used. 

In addition, the company’s tv 
shows—“The Dinah Shore Show,” 
“The Garry Moore Show,” “Cross- 
roads” and “Chevvy Show”—will 
continue to promote the new car 
throughout the season. 

Campbell-Ewald is handling the 
Chevvy promotion. 


Orenstein Joins Filmack 

Carol Orenstein, formerly copy 
chief of Allen Christepher Co., 
New York, has been named adver- 
tising and promotion manager of 
Filmack Studios, New York. 


BOWL BETTER WITH THIS 
ro -R-WRIST re 


|the shoulders of the younger peo- 
ple.” 


Mr. Eller also pointed out that wristband, metal insert pre- 


2 : , ts flexing. Give gi 
“the retailer has relinquished the pain oe, 3 left of right. 
sales function he once performed OS Di ivy pnesuers 
ifor us. The giant markets—the BOX 888-A, CANTON, OHIO 
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writers, art directors, TV pedple 
and account executives. That’s a 
policy of our agency. 
It helps put our ads on solid 
ground ... solid selling ground. 
Cunningham & Walsh, Inc., 
New York, Chicago, Los Angeles. 


Artist fills up tank —Ted Palmer 
can usually be found behind a 
drawing board at our advertis- 
ing agency. 

But one week a year he sells to 
the public in person. 

The same holds true for our 


channel 12 
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month after month... 


1512 million*men and women“live by the book” 


..and the book is Better Homes and Gardens 


{ 


BH&G readers respond eagerly to the here’s-how approach 
of “‘the book”’. The more they read the more they act—and 
the more they buy. 12.8% of all people in the U.S. live in 
households that spent $100 or more for building materials 
during the year. The figure is nearly double—23.9% — 
. among very frequent readers of BH&G! 15,500,000 people 
read an average issue of BH&G. One third of the 123,800,000 
people in the U.S. 10 years of age or older read one or more 
of every twelve issues. That’s 44,150,000 Better Homes and 
Gardens readers—and over 40% of them are men. Meredith 
Publishing Company, Des Moines 3, Iowa. 
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4,250,000 COPIES EACH MONTH 
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% 


during the year... 


Va of America 


reads Better Homes & Gardens ! 


*A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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Serving the Zooming = 
$3,320,000,000, 
Oil heating —Fueloil Market 


PROVEN Reader Interest: highest 
ABC Subscription Renewal Per- 
centage in the entire heating field. 
Only heating magazine audited 
by both ABC and BPA. Write for 
Market Data. 


New Seats Give 
Simon Group 50% 
of McCall Board 


(Continued from Page 2) 
stantial stock interest in the Mc- 
Call Corp.,” said Mr. Simon, “we 


develop all phases of business— 
publishing, printing and patterns. 


“The management of McCall’s| 


acknowledged this demonstration 
of confidence and invited our sup- 
port and participation in such a 
program. During the past two 
years, we have cooperated in one 
of the most extensive expansion 


j;and development programs in the 


publishing industry.” 
Mr. Simon added that “the high- 
ly successful results of this pro- 


2 W. 45th St., N.Y. 36, N.Y. 


gram amply justify our confi- 
dence,” and “the appointment of 


offered our support to the manage- 
ment for an expanded program to 


ULTSs 


94763 *% 


— 


Indisputable evidence of pulling power resulted from a 
television campaign just concluded by a meat packing 
company over WBTW in Florence. Results: 94,763 post 
cards poured into the station in 1! days! 


AND only 11 of WBTW’s loyal 29 counties were eligible 
to participate in the voting for May Queen of the Great 
Pee Dee. Each piece of mail was a ballot . . . obtainable 
only at grocery stores stocking Balentine Meat Products. 
We weren't giving anything away . . . not even a free sample! 


This one campaign offers positive proof of the influence 
WBTW exerts in the Carolinas’ fourth largest market. 

Population in WBTW's 100 uv/m area is 1,347,800 with 
$1,248,435,000 in effective buying income. 
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This success story could have been yours. Contact 
CBS Television Spot Sales or WBTW, Florence. 
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JEFFERSON STANDARD BROADCASTING COMPANY 


Advertising Age, October 1, 1956 


additional directors constitutes a 
recognition of our partnership 
with McCall’s management.” 


a Mr. Simon and his associates 
were said to have become inter- 
ested in publishing companies 
about three years ago. By 1954, it 
was said, they had acquired “a 
substantial amount of McCall stock 
and were invited to nominate a di- 
rector on the McCall board.” Mr. 
Hurley was then named. 

Marvin Pierce, president, said 
“a multi-million dollar expansion 
program” was launched two years 
ago by the magazine. Results of the 
program, he said, included “in- 
creased advertising linage, revenue 
and circulation for McCall’s and 
Redbook, a sharp upward turn in 
pattern sales, a healthy increase in 
volume of printing for other pub- 
lishers, and new manufacturing 
facilities in the Dayton plant.” 

In addition to publishing Mc- 
Call’s and Redbook, the McCall 
Corp. also manufactures and dis- 
tributes McCall’s patterns and al- 
lied fashion publications, and 
prints magazines including Read- 
er’s Digest, Newsweek, U.S. News 
& World Report, the major Street 
& Smith magazines and Popular 
Science. 


® According to Mr. Pierce, the 
long range McCall Corp. plan “in- 
volves plowing back substantial 
sums to improve its magazines, 
patterns and printing services.” He 
said a result of this was that cur- 
rent profits have not reflected the 


|Earnings over the company’s di- 
'vidend rate, however, have been 
_maintained, he added. 


“substantial increases in sales.” 


The remaining eight members of 


be McCall board are Mr. Pierce; 


\lisher of McCall’s; George Sheer, 


Otis L. Wiese, vp, editor and pub- 


vp and general manager of the 
Dayton plant; Walter J. Boyle, vp 
and general manager of Mc- 
Call’s pattern division; Edward M. 
Brown, financial vp and secretary; 
William B. Carr, vp and advertis- 
ing director of McCall’s; Clayton C. 


| Westland, vp in charge of commer- 


cial printing, and Wade Nichols, 
vp, editor and publisher of Red- 


| book. 


Carl Zehner Joins Stanley 

Carl A. Zehner has resigned as a 
vp of Watson Publications to join 
Stanley Publications, Chicago, ef- 
fective Oct. 10. Mr. Zehner, who 
also has been with Traffic Service 
Corp. and Simmons-Boardman 
Publishing Corp., will handle ad- 
vertising sales on both Transporta- 
jtion Supply News and Jobber 
'Product News in a territory in- 


|cluding part of Chicago, all of IIli- 


nois, Indiana and St. Louis. 


CUT EXHIBIT COSTS 


WITH INGENIOUS PRE-FAB UNIT 
SELF-CONTAINED, SELF-SHIPPER 


costs less with each usage 
versatile @ flexible « sturdy 
* opens to fit (up to 10’ booth) 
* 3,” plywood and 1” lumber 
* fluorescent lighting with plastic 
illuminated name plate 
perforated panels for 
product display 
¢ side shelves—cabinet storage 
¢ clothes hanger space. 
Colorful washable finish. 
Installs and dismantles in 4 
minutes. 


$425.00 
ACTUAL PHOTOS UPON REQUEST 


SELEXOR DISPLAYS, 


INC. 
312 E. 95th St. « New York 28 


CALL DAN KINGSLEY 
ATwater 9-8347-8 


AS & = 3 a aie " en ee a ee ee” Bes ee SS oe ee a | ea ee: mC is Sea ate ee eae a eee 0 a ee Co 60, I 
ao i fe me , ‘ : : =: uit Li soasalll —— 
ee | 
‘es al 
a. 6 ee | 
ae 
mene ie j 
ae | PO | 
v Ae sa ‘ — 
4% ee ——tiC"FN\ a | 
age $ 
(aie : eSN\ 
poe woe clo. if \\ 
—— | a1 rye ! 
om Re Hk 
sae a @ . ee 
ak bs m= \ 
ae | an } | 
irae a \ | 
eg = a ite ve = Ie Fam { 
ee. Sean A OS ae || ee | 
a i i 
Bah i ' 
a 
ae | 
ioe 
ae : 
es | 
<a ' 
see . 

arc. 
pe | 
| 
eos 
We 
NG dle 
ae ) => 
ue 
‘ 
iy 
oa 
eae 

oan 
eer ee 
Re ee 
mh ee 
ne] pe 
a 7 POST cap 
In A Ds 
DE we é 
a ] ] 
- AYc 
a S$ a 
“ae : a 
lis ; ae . fi 
ae ‘ ms i wey. } ° 
aa é ie : ) — 
oe is : “ - 
ae . ee 

Nios ? . 0 - at nal 4 a a Ps 
3 ee fee aa ee 
fe Oo —— eile 
Be te ats 2 aa amc 
is ‘ a . or “e “ne a we i x a oz : 
= 3%, oe ask : “EER, Se ee een 
i: a mm ¢ 

> 
" Pe. . 

eee iad 

i os g 
sft pine ed 
eo a fee | 
e gE | 
ee 22 uy | 
at 1 
<b Be rage y ‘ | 
af ad 5 
D 6 2 ee 
as es v FLORENCE, S.C. ge 
ae ( vee 
ee > eae | 2 | 
ee e x ake | 
En ( ts a picks 
S Anu, Top Power — 7 
a aes | 
hy: ; = Late 
by eo San 
ee a ee: a eo ll ee 
ay , iam ’ . - a Ss rem te / a 
3 
a % 
ae 
(rey 
ae sts ' 
bones Ce el ee abe i ae 


BORN- 


The above picture, taken shortly after 
the actual birth of a baby, announces a 
mighty exciting and important event. 

It’s the birth of a healthy, sound, spir- 
ited new television network—the NTA 
Film Network. 

As with most parents, it represents the 
fulfillment of a long-cherished dream. 
But unlike most new arrivals, this one 
already has an objective in life. In fact, 
it has two: 

To provide better entertainment 
for the public... 

and to offer a significant new 
marketplace for the advertiser. 


Actually, its whole reason for being is a 
happy marriage between the two! You’ll 
be hearing a good deal ‘more about the 
NTA Film Network from now on. But 
meanwhile, wouldn’t you agree that... 
When the public gains...and the ad- 
vertiser gains...and the station gains... 
the birth of the NTA Film Network is a 
decidedly blessed event for everyone? 


1) 102 Stations Covering 82% of U. S. TV Homes. 
They offer access to the nation’s top markets 
...Where 38,173,100 families live...in 28,143,500 
TV homes...with about 214 billion dollars in buy- 
ing power. To say the least, it’s a vast market, with 
vast opportunities for the national advertiser. 


a dynamic new TV network-NIA 


4 good reasons for the 4 dimension network 


e At a Fantastically Low Cost Per Thousand. If ap- 
palled by the high cost of TV advertising, the 
NTA Film Network is the answer. It offers enormous 
audiences at an amazing low éost per thousand. 
Thanks to top talent far below the cost of the aver- 
age TV show and no staggering coaxial cabie costs. 


With the Greatest Flexibility in TV Network 

History. No costly “must-buys”...buy what you 
want...when you want...where you want it. One 
contract for everything—time and program...no 
worry about time differentials. You get the prestige 
of network plus the flexibility of spot purchase. 


And Guaranteed Clearance of Time and Pro- 

gramming. No waits or debates about station 
clearances. You can get the availabilities you want 
and need now...without standing in line. Whatever 
your present TV situation, look to the NTA Film 
Network—The Four Dimension TV Network! 


For the full story, call, wire or write: 


a subsidiary of National Telefilm Associates, Inc. 
60 West 55th Street, New York, N. Y. - Phone: PLaza 7-2100 
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Newspapers Rainbow, R.0.P. Color: 
Does It Hold the Pot of Gold? 


Cricaco, Sept. 28—As the first 
annual Newspaper R.O.P. Color 
Conference drew to a close today, 
two things were startlingly evi- 
dent. In the first place, most of the 
old problems that have plagued the 
use of r.o.p. color since its incep- 
tion are still on hand, although 


some of them have been solved, | 


partly at least, while others that 
were of minor importance five 
years ago are headliners today. 

Secondly, the interest of adver- 
tisers, newspaper men, agencies 
and newspaper representatives has 
soared to a new height as the use 
of r.o.p. color becomes more wide- 
spread. 

No greater testimonial to the im- 
portance of the subject could be 
found than in the unexpectedly 
large attendance. J. H. Sawyer, 
president of Sawyer-Ferguson- 
Walker and chairman of the con- 
ference committee, forecast a reg- 
istration of 200 to 300 up to a cou- 
ple of weeks ago. 


® Mr. Sawyer revised his estimate 
almost daily and said the confer- 
ence “went ’way beyond my wild- 
est imagination,” when registra- 
tions neared the 850 mark. “Not 
just the number of people,” Mr. 
Sawyer told AA, “but the wonder- 
ful cross-section of our industry 
at this meeting impressed me. I 
was really astonished at the 
amount of importance these people 
attach to r.o.p. color.” 

The problems, in essence, boil 
down to (1) availability—when 
and where it can be bought, (2) 
leeway—how far in advance of 
publication date plates must be de- 
livered to the newspaper, (3) re- 
production—is the quality good 
and is it consistent, (4) standard- 
ization—uniform listing of basic 
data by newspapers of r.o.p. data 
and the use of standard inks to 
avoid off-color reproduction. 

There is no doubt that, as r.o.p. 
color becomes more commonplace, 
its users, in turn, become more 
critical of it. 


e The greatest mechanical prob- 
lem offered by r.o.p. color is lack 
of uniformity, said Leonard Mat- 
thews, vp and media director of 
Leo Burnett Co. 

Mr. Matthews urged the news- 
paper industry to standardize not 
only on inks but color rates and 
production requirements as well. 
He lashed out particularly at rates. 

“You would think from reading 
some rate cards,” he said, “that the 
paper was trying to discourage the 
color advertiser. The average per- 
centage rate premium for newspa- 
pers currently offering four-color 
reproduction is 59%. It would seem 
that this figure reflects a number 
of rates set on a what-the-traffic- 
will-bear basis.” 


e Similarly, Harley B. Howcott, 
vp of the Fitzgerald Advertising 
Agency, New Orleans, complained, 
“Recently, one of our media people 
was assigned the task of analyzing 
five newspapers’ discounts based 
on the arbitrary selection of four- 
color r.o.p. insertions. Can you be- 
lieve that it took more than two 
hours for this single individual, 
who is an expert, to unscramble 
the confusion of color premi- 
ums, hidden premiums, and other 
clauses which appeared, on the 
surface, to be beneficial to the ad- 
vertiser?” 


e A. J. Maleske, sales promotion 
manager, Libby, McNeill & Libby, 
said that one way to judge the 
merit of any product is whether 
the buyer comes back for more. 
“About 18 months ago,” said he, 
“we experimented with full page 
r.o.p. color in five markets—in- 
creased this to 13 last fall. Begin- 
ning this week the number is up to 


24. Next December the total mar- 
kets will be 27—approximately 50 
Rawepegnes. And we also have ex- 
panded‘into Canada.” 


'e Walter C. Kurz, advertising 
|director of the Chicago Tribune, 
| Said he firmly believes the most 
important ingredient in maintain- 
| ing the economy is creative adver- 
| tising. And r.o.p. color, added Mr. 
Kurz, provides the best ve- 
hicle for creative advertising cur- 
rently available. 

Seven attributes, according to 
Mr. Kurz, make r.o.p. color ideal 
for advertising’s challenging fu- 
ture: Coverage, attention-value, 
modernity, persuasiveness, quality, 
sincerity and mood. 


e Joyce A. Swan, executive vice- 
president of the Minneapolis Star 
& Tribune, said he thought most 
people are confident that r.o.p. 
color will be highly effective in 
the 1950s. But, said Mr. Swan, 
“Whether r.o.p. color remains the 
most effective advertising medium 
in the 1960s and 1970s... that is a 
horse of a different color. 

“It depends on how well we 
share our newspaper production 
and selling knowledge. How well 
we coordinate our knowledge and 
fix color responsibility with qual- 
ified individuals at all levels of the 
newspaper operation ... It hinges 
also on our persuading advertisers 
that their greatest results—and 
their over-all lowest cost per unit 
of sale—lie in the use of the full 
page color unit.” 


e More education of mechanical 
people is needed to produce good 
r.o.p. color, said Harry Eybers, 
production manager of the Wash- 
ington Post & Times Herald. He 
urged the conference to plan a 
program with seminars on news- 
paper color printing for better 
reproduction. 


e The addition of r.o.p. editorial 
color, said Frank W. Long, circula- 
tion manager of the Wichita Eagle, 
won greater acceptance and regis- 
tered with more impact on both 
reader and advertiser than any 
other single move the paper ever 
made. And, said he, it has given 
the Eagle’s competition more con- 
cern than anything the paper has 
ever done. 

Taking the stand for retail r.o.p. 
color ads was Claude E. Purles, ad- 
vertising manager of Associated 
Grocers, Salt Lake City. Mr. 
Purles explained that his company 
has used full r.o.p. color for slight- 
ly less than a year. Starting last 
Thanksgiving, Associated Grocers 
ran a page in full color and fol- 
lowed it with additional pages at 
holiday times—Christmas and Val- 
entine’s Day—and product themes 
such as fresh vegetables when they 
first came in season. 


e “We have no records of statis- 
tics to give you,” said Mr. Purles, 
“on the amount of increased busi- 
ness our stores enjoyed by this in- 
itial color advertising, but in my 
brief advertising career, I have 
never had so many satisfied retail- 
ers take time out to express their 
appreciation for being a party to 
this color campaign.” 


e Speaking for the smaller news- 
papers, Ted Durein, managing ed- 
itor of the Monterey Peninsula 
Herald, said his paper began ex- 
|perimenting with full color about 
10 years ago when circulation was 
| slightly over 10,000. Now with 19,- 
| 000 circulation, the Peninsula Her- 
ald probably runs more advertis- 
| ing and editorial color than any 
other paper in its circulation class, 
said Mr. Durein. 

“We found,” said Mr. Durein, 
“that editorial color breeds adver- 


Drew 
COLOR TALK—At the first annual Newspaper R.O.P. Color Confer- 


ence, prime mover and chairman 


J. H. Sawyer, president of Saw- 


yer-Ferguson-Walker Co., reviews the day’s events with speakers 

Robert K. Drew, vp and advertising manager of the Milwaukee 

Journal, and Leonard S. Matthews, vp and director of media, Leo 
Burnett Co. 


tising color.” He expects his paper | 
to print about 500,000 lines of color | 
advertising this year. 


s J. Donald Scott, Scolaro, Meek- 
er & Scott, president of the Amer- 
ican Assn. of Newspaper Repre- 
sentatives, announced the first 
annual r.o.p. color contest for 
which Editor & Publisher will 
provide the awards. 

The contest period is from Oct. 
1, 1956, to June 1, 1957. Awards | 
will go to advertising agencies for 
spot color preparation and to 
newspapers for spot color repro- 
duction. Awards will be made in 
each of the three circulation 
brackets for a total of six. 


Gould, Collins 
Are Advanced at 
‘Journal-American’ 


New York, Sept. 27—Two new 
positions, assistant publisher and 
director of promotions, plans and 
pr, have been created on the staff 
of the New York Journal-Ameri- 
can. 

Seymour Berkson, publisher of 
the paper, has named Charles 
Gould, head of the advertising 


Charles Gould 


Sumner Collins 


department, to be assistant pub- 
lisher and appointed Sumner Col- 
lins, promotion manager, to the 
new post of director of promotions, 
plans and pr. 

Monroe Gensler has been named 
advertising director, Perry Rosen- 
berg has been named director of 
retail advertising and James Mor- 
ton has been appointed promotion 
manager and director of special 
events. 


Bostwick Labs to D-F-S 

B. T. Babbitt, maker of Bab-O 
and other household cleansers, has 
appointed Dancer-Fitzgerald-Sam- 
ple, New York, to handle advertis- 
ing for all products of the Bostwick 
Laboratories division. Bostwick, 
purchased by Babbitt in July (AA, 
July 16), makes a line of house- 
hold aerosol products including 
Air-Gene deodorant, Hep oven 
cleaner and Hep insecticide. D-F-S 
also handles Bab-O, Cameo polish- 
ing cleanser and Tidy Bowl for 
Babbitt. Ovesey & Straus formerly 


handled Bostwick. 


NAEA Outlines 
Marketing Help 
Offered by Dailies 


Totepo, Sept. 27—Almost all 
newspapers in the U.S. will pitch 
in to give an advertiser marketing 
assistance. 

This is the message of a new 
king-size brochure, “The Big 


| Plus,” just issued by the marketing 


committee of the Newspaper Ad- 
vertising Executives Assn. 

The brochure cites several case 
histories illustrating the support 
newspapers have given such ad- 
vertisers as Frigidaire, Squibb, 
Shell, Philip Morris, Palm Beach 
suits, Kellogg’s Sugar Smacks, 
Ruffin biscuits, Carstairs White 
Seal whisky and Florida Citrus 
juices. 


@ The brochure grew out of a 
survey the association conducted 
among 644 newspapers to find out 
how many are willing and able to 
give marketing assistance. Of 
these, 632 representing 76% of the 
circulation of all newspapers in 
the U. S. and Canada, responded 
affirmatively, listing the various 
kinds of marketing services they 
offer. Services available include 
making personal calls on principal 
outlets in each market to obtain 
distributors, to acquaint retailers 
with the campaign and to get win- 
dow or counter displays; mailings 
of cards, letters, reprints and 
schedules to retail outlets, etc. 

The brochure points out that 
these newspapers have these serv- 
ices available, but that they can- 
not do the job if they are contact- 
ed at the last minute before a 
campaign and lack the necessary 
information. 


Lipton, Toni Add Shows 

Thomas Lipton Inc. and Toni 
Co. have expanded their sponsor- 
ship of CBS-Radio programs in 
selecting replacements for the dis- 
continued radio portion of “Ar- 
thur Godfrey’s Talent Scouts.” 
Lipton, on behalf of its tea and 
soup products, will sponsor one 
half of “Ma Perkins” Monday 
through Friday on alternate weeks. 
Young and Rubicam is the agency. 
Toni Co. will sponsor segments of 
“Nora Drake” for its Toni home 
permanents. North Advertising, 
Chicago, is handling. CBS said it 
decided to drop the radio version 
of “Talent Scouts” because more 
visualization is planned for the 
television show. 


Sheep Council Moves 

The American Sheep Producers 
Council has moved to larger quar- 
ters in the Railway Exchange 
Bidg., Denver. 
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Use Color or 
Bow to Other 
Media: Spitaleri 


(Continued from Page 1) 

Newspaper publishers, he de- 
clared, must be selective and make 
intelligent use of r.o.p. color if 
they and their advertisers are to 
derive full benefit from its use. 

One of his recommendations was 
that all people who deai with r.o.p. 
color take color perception tests. 
After all, he said, if a man has poor 
perception, how can he be ex- 
pected to judge the quality of a 
color page. 

Mr. Spitaleri advised the test for 
publishers as well as their person- 
nel and added, “Our publisher took 
the test and he’s pretty good at it.” 


® Acknowledging the recognized 
limitations of r.o.p. color, Mr. Spi- 
taleri reminded his audience that 
some limitations apply equally to 
all forms of color printing. He 
named two that he considered of 
importance. 

In the first place, he said, color 
is partly psychological and its 
users in advertising should not ex- 
pect the impossible. 

Secondly, said Mr. Spitaleri, 
users must remember that only 
about 60% of the measured range 
of colors can be successfully repro- 
duced and seen by the human eye. 
These are limitations that can 
hardly be applied to r.o.p. color 
only. 

Mr. Spitaleri advised newspa- 
pers to use more editorial color and 
displayed several examples of its 
use by the Miami Herald. He sug- 
gested that advertisers take their 
cues for illustrating r.o.p. ads from 
successful editorial treatment for, 
he said, the things that are appeal- 
ing editorially carry over to adver- 
tising. 


® Specifically, he mentioned the 
use of pictures of children. Their 
appeal, he said, is high when used 
editorially, and advertisers who 
borrow this technique for their ads 
report a high degree of success. 

The question of color inks, a 
problem that has received much 
criticism and stirred up many a 
complaint by agencies and their 
clients, must be recognized for its 
importance, said Mr. Spitaleri. But, 
once again charging to the defense 
of newspapers, he noted that mis- 
matching in colors is not neces- 
sarily the fault of the newspaper. 
Too often, he said, progressive col- 
or proofs don’t match the standard 
inks; but when the ad is run, the 
advertiser blames the printing 
process for not turning out a per- 
fect match. 

Color copy, said Mr. Spitaleri, 
must be conceived with these and 
other limitations in mind. The ad- 
vertiser must understand what to 
expect and not ask for too much; 
then he won't be disappointed. 


® The question of whether to run 
r.o.p. color using three or four col- 
ors, Mr. Spitaleri said, faces many 
publishers. It takes about one 
third the time to run three colors 
as four, said he, and about 25% to 
30% of the cost. Quality is com- 
parable or better, and limitations 
are easier to handle, he added. 

To make the switch, personnel 
must be retrained and an excel- 
lent photographic laboratory is 
needed. Mr. Spitaleri quoted from 
a Life magazine report that said 
the quality of reproduction can be 
improved if one color can be elim- 
inated. 

To speed up r.o.p. color work, an 
added black plate to carry last 
minute prices or other late infor- 
mation makes color ads competi- 
tive with a normal deadline sched- 
ule, said Mr. Spitaleri. 
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If you have a say in the way a product is packaged... 


Look into Styron 
plastic containers . . . 


your customers will 


THE DOW CHEMICAL COMPANY 
Plastics Seles Dept. Pl 438M 
Midland, Michigan 


Gentiemen: Please rush your free catalog of Styron 


plastic containers. 


Styron 


deserves your attention 


Want a three-way ticket to fast sales? Then send your product to market 
in plastic containers made of Styron®! 


As you see, these versatile packages have added new dimensions of eye-appeal, 
buy-appeal and merchandisability to everything from pharmaceuticals to 
soft goods. And they'll do the same for you. 


Styron containers are available in a tremendously wide range of sizes, shapes 
and colors. But if no stock molded package exactly meets your requirements, 
experienced Styron molders will team up with Dow Plastics Technical 
Service to design one’that is right for the job you want done. 


Could a product-hiding package be costing you impulse sales? Then a change 
for the better is in order. Send for the free 48-page Styron catalog of packages 
today. There’s a wealth of profitable packaging ideas in it for you. THE DOW 
CHEMICAL COMPANY, Midland, Michigan. 


you can depend on DOW_PLASTICS 
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Ade & Bliss Bows have formed a general pr consult- SAG Action Hits TV 


E. Jerome Ade and Robert L. | ing service, Ade & Bliss Inc., at 60 
Bliss, public relations consultants,'! E. 42nd St., New York. Studio for Back Pay 


being made, according to John L. | ssscnisuiienienenseien oe teed elias pared 
Dales, executive secretary of SAG. | (eet terete wen See wre ve rs 


goes to the top of 
the class at 


PRINCETON UNIVERSITY 


_ From A Seatosteg Study of 


College New Magazine 
Sales,© actual sales, based on 


‘the average of several issues, 


at newsstands catering pri- 
marily to student traffic at 
Princeton University. Figures 
taken directly from the local 
magazine wholesaler’s records. 


COMPARATIVE 
AVERAGE SALES 
PER ISSUE 


PUBLICATION 


PLAYBOY 
Life 

Sat. Eve. Post 
Look 

Holiday 

Time 

Esquire 

True 

Sports Ill. 


THE COLLEGE MARKET IS YOURS WITH PLAYBOY 


: ® Mr. Dales said that under the 
‘on Movie Re-Runs 


Hottywoop, Sept. 25—The tion is the first step in obtaining 
Screen Actors Guild has an-| judgment, even though there is no 
nounced plans to sue for court dispute as to the amount due. He 
judgments against a number of! said as soon as the arbitration tri- 
television film producers who are bunal hands down a verdict for 
delinquent in their payments of the guild, suit will be filed and a 
re-run fees to actors. judgment sought. 

The first action was taken last | All of the series involved in the 
week, when the guild served Ro- action against Roland Reed are in 
land Reed Productions and Roland their third run, and some are in 
Reed Tv Productions with a for-| their fourth. Reportedly, no r@id- 
mal demand for arbitration of | ual payments have been made to 
guild claims for an amount esti-| actors. 
mated to be in excess of $100,000, | 
covering residual payments due| Nielsen Names Robbins 
actors in 282 episodes of “My Lit-| Elliott W. Robbins has been ap- 
tle Margie,” “The Stu Erwin! pointed publicity director of the 
Show” (also known as “Trouble broadcast division of A. C. Nielsen 
With Father”), “Space Ranger’ | Co., with headquarters in the com- 
and “Waterfront.” pany’s New York office. He for- 
| Other producers may be in- | merly was with the National Board 
| volved in these claims, and inves- | of Fire Underwriters and Sylvania 
‘tigation of this possibility is now | Electric Products. 


FOR ALL 
OF THE 
HAMILTON 
MARKET 
ALL YOU 
NEED 
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be Bamilton Speclaloy 


THE REASON IS OBVIOUS— 


guild contract with television film | 
producers, a demand for arbitra-| 


0 rent tag! Capea 
CO COT et eek ums kept an pos He Myton erton stamte $75 60 


fut 2 we the doves mats the Bierence! At ten wheres 
verve are Wore toy Batabes Corvete ine 136 Matos Ave & ¥, 16 


PIN-UP—A free 11x14” reproduc- 
| tion of Mule. Scandale (“for den or 
| office”) is being offered by True 
Balance Corsets, New York, in an 
ad series running in The New 
York Times and The New Yorker. . 

Rockmore Co. is the agency. , 


Hardwood Use in 


Pulp Making Is Told : 
in Hammermill Ads | 


Erie, Pa., Sept. 25—The Ham-, 
mermill Paper Co. will break a? 
new fall advertising campaign ! 
with a four-color spread in the, 
Sept. 29 issue of The Saturday | 
Evening Post. 

The same ad also will run in the » 
‘Sept. 29 issue of Business Week,’ zs 


| the Oct. 1 issue of Time and 
| Newsweek and the October issue ; 
lof Purchasing. Follow-up ads will ; 
‘appear in the next few months in; 


Business Week, Newsweek, Time 
and 16 trade publications. 

The ads tell the story of how’ 
Hammermill for the first time,, 


/using its Neutracel process, is us-} 


ing northern hardwoods in pulp | 
manufacturing. Batten, Barton,’ 
Durstine & Osborn, Cleveland, al 
the agency. 


'RCA Sponsors Color Caravan . 


—The Spectator has saturation coverage of Hamilton. 


(Sells more newspapers than there are homes in Hamilton.) 


in Canada. (Customers know where and when to shop.) 


—The Spectator’s readers... 


—The Spectator has the third largest retail lineage | 


urban and rural... believe, 


| which will be seen in 150 partici- 
| pating stores, will feature demon- 
|strations of home 


Radio Corp. of America and 11 
other companies will cooperate in 
a national program keyed to the’ 
| theme of compatible colors to see ' 
|and wear. The “Color Caravan” 
‘will consist of a series of integrat- 
ed merchandise demonstrations via 
closed-circuit color tv. The shows, 


—_——— — 


furnishings, . 
clothing, cosmetics and other items , 


_of interest to women. t 


and act on the advertising they read in the Spectator. 


—The Spectator reaches the buoyant and booming industrial 


. & . 
payroll of Hamilton more than any other medium. | 
'sales and merchandising in the 11 
| western states. Mr. Lacy is a for- 


| 
| 


The Hamilton Spectator 


One of the Eight Southam Newspapers of Canada 


Lacy Joins Pacific Hawaiian 
Lewis Lacy has been named 


‘western district manager of Pa- 


cific Hawaiian Products Co., Ful- | 
lerton, Cal., with supervision over , 


‘te ~« 


mer sales promotion manager of 
White King Soap Co., Los Angeles, , 
_and most recently has been a- 
merchandising consultant for sev- ; 
| eral food companies. } 


— 


Safran Opens Chicago Office 
Safran Printing Co., Detroit) 
magazine printer, has appointed 


|Tom Youngblood manager of sales 7 


TORONTO MONTREAL GREAT BRITAIN UNITED STATES and service in the Chicago area 4 
The Southam Newspapers The Southam Newspapers F. A. Smyth Cresmer & Woodward Inc. (Can. Div.) ‘and has opened offices at 75 E.? 
388 Yonge St. 1070 Bleury St. 34-40 Ludgate Hill, New York, Detroit, Wacker Dr. Mr. Youngblood for- 4 


K. L. Bower, Manager 


J. C. McCague, Manager London, E.C.4, 
England 


Chicago, San Francisco, 
Los Angeles, Atlanta | 


|merly was a production executive 9 


with Esquire and Coronet. : 
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Advertising Age, October 1, 1956 


‘Help Wanted’ Type 
Ads to Sell Vending 
Goods Hit by NBBB 


New York, Sept. 25—Misleading 
franchise offers for vending ma- 
chines, food-warming devices and 
merchandise racks are the subject 
of the National Better Business 
Bureau’s September bulletin. 

“The dispensing of food and 
merchandise through automatic 
machines is a large and expanding 
industry in America,” the bulletin 
reports. “Like other expanding in- 
dusiries, the legitimate companies 
which constitute the overwhelming 
majority in this field conduct 
their business operations ethically 
and provide the public with quality 
merchandise and convenience. 

“A small group of promoters, 
however, offer machines to the 
public as investments, though their 
intention is primarily deception,” 
says NBBB. “Their true pur- 
pose, however they may misrepre- 
sent or conceal it, is to sell 
equipment and merchandise to the 
persons who answer their adver- 
tisements.” Further, says NBBB, 
“The cards are stacked heavily 
against the success of the inex- 
perienced person who purchases 
such equipment and merchandise.” 


® Vending machine schemes usual- 
ly involve advertising in the classi- 
fied sections, so worded as to mis- 
lead readers into believing that 
some sort of employment is being 
offered. A typical ad, which ran in 
‘he “Help Wanted” columns of a 
Pennsylvania newspaper, said: 
SPARE TIME INCOME 


3400.00 to $500.00 monthly possible—we 
will select a reliable man or woman from 
his area to refill and collect money from 
sur new automatic merchandising ma- 
nes. No selling. To qualify applicant 
nust have car, reference and $400.00 to 
1,200.00 working capital which is secured 
xy inventory. Devoting 8 to 10 hours per 
week may net from $400.00 to $500.00 
nonthly with an excellent opportunity 
‘or taking over fulltime. We will allow 
che person we select liberal financial as- 
ist. for exp i For interview, 
write giving full particulars, name, ad- 
tress, age and phone number. 


a Those who answer ads of this 
-_ype ultimately learn, says the bul- 
etin, that: 


e They must invest “several hun- 
ired to several thousand dollars.” 


»® Promises of “exclusive” terri- 
ories “often don’t materialize.” 


> Sub-standard equipment is often 
sold at a premium price. 


» The company seldom establishes 
the kind of routes it promises. 


e Guarantees, both written and 
wal, are “frequently worthless.” 


» Actual profit is seldom any- 
where near what was promised. 


e Well-known brand names are 
ised without authorization. 

The bulletin urges all prospec- 
‘ive investers to check the pro- 
noters’ background and reputation 
ind verify all advertising and 


_ sales claims, as well as the value 


of whatever is being offered, be- 
‘ore going into a venture of this 
ype. 


Cole & Weber Names Two 

Robert G. Hurd, formerly a free 
ance producer-writer in tv, ra- 
dio and films, has joined the Seat- 
le staff of Cole & Weber as radio- 
v director. He succeeds Dave 
titus, who has joined Song Ads 
Sorp., Los Angeles. At the same 
time, Glenn Holcomb, formerly 
advertising manager of Love Elec- 
ric Co., joined Cole & Weber as an 
‘ccount executive. 


- Yutter Labs Names Boland 
Cutter Laboratories, Berkeley 
sharmaceutical house, has ap- 


»ointed Boland Associates, San 
‘rancisco, as its agency for hos- 
‘ital, biological and veterinary 
roducts, effective Jan. 1, 1957. The 
-ecount now is handled by Wank 
_; Court & Lee, San Francisco. 


Westinghouse Boosts Smith 

| Stuart C. Smith has been named 
/manager of the consumer products 
division of Canadian Westinghouse 
Supply Co., Toronto. He will be in 
charge of marketing, distribution 
and merchandising of major appli- 
ances, television, radio and electri- 
cal housewares. With Westing- 
house for 33 years, Mr. Smith was 
most recently eastern district 
manager at Montreal. 


Issues Venezuela Report 

The latest in its series of inter- 
national “Market & Media Fact 
Sheets” has been issued by Pan 
American Broadcasting Co., 370 
Lexington Ave., New York. This 
one reports on Venezuela. 


Arbingast, Becht Adds One 
The Kewanee Boiler division 
of American Radiator & Standard 
Sanitary "Corp. has 
Arbingast, Becht & Associates, 
Peoria, to handle its advertising. 
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wow DYNAMIC DAVENPORT <0: 
a 
DAVENPORT 
NEWSPAPERS 


ing new manu- 
NPORT! 


— that’s why they’ 

Prat aor ded pe age he DA 

FOR THE NINTH CONSECUTIVE 

YEAR—FIRST IN LINEAGE IN 

ALL IOWA AND FIRST IN THE 
QUAD.-CITIES! 


Represented by Jann & Kelley 


CIRCULATING DAVENPORT, IOWA, ROCK 
ISLAND, MOLINE AND EAST MOLINE, ILL. 


A Ball of F‘ire... 


in sales results is yours in the Prosperous Piedmont section 
of North Carolina and Virginia with WFMY-TV. Blaze away 
to glory . . . and increased profits too .. . by calling your H-R-P 
man today for full information on this top TV market of the 


nation, completely covered only by WFMY-TV. 


50 Prosperous Counties e 2 Million Population 
$2.5 Billion Market e $1.9 Billion Retail Sales 


Basic 
GREENSBORO, N. C. © 
Represented by j 
Harrington, Righter & Parsons, Inc. dian $000 


New York — Chicago — San Francisco — Atlanta 
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Announcing a significant 
new development in the field of 
business and economic research... 


The 


Newsweek Continuing 
Study of 
Capital Appropriations 


conducted among America’s 
1,000 largest manufacturing companies by the 


NATIONAL INDUSTRIAL CONFERENCE BOARD 
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of the 1,000 largest manufacturing companies 

will be analyzed and reported on quarterly 
by the National Industrial Conference Board, the 
independent fact-finding authority for American 
business. These companies, the bellwethers of our 
economy, account for 55% of all manufacturing 
employees and over two thirds of all manufactur- 
ing assets. It is also estimated that they spend 
about three quarters of all money for capital goods 
in manufacturing. 


Although figures are available on antici- 
pated capital expenditures of industry, no 
information has ever been developed based 
on actual management decisions authorizing 
expenditures for new plant construction, 
plant modernization, new equipment and 
other capital goods. 


At its outset, the report will cover such informa- 
tion as: 


F OR THE FIRST TIME the capital appropriations 


— Approved capital appropriations outstand- 
ing at the beginning of each quarter. 

— Capital appropriations newly approved or 
authorized during the quarter. 

— Approved capital appropriations cancelled 
during the quarter. 

— Approved capital appropriations outstand- 
ing at the end of the quarter. 

—Actual total capital expenditures made 
during the quarter. 


The outstanding capital appropriations data are 
designed to serve as a reliable index of unfilled 
capital goods orders. Furthermore, the data will 
provide a quarterly barometer for new orders yet 
to be placed. The study also expects to reveal in- 
formation on the budgeting practices of industry, 
a subject heretofore relatively unexplored. By 
providing specific industry totals, the Newsweek 
Continuing Study of Capital Appropriations will 
enable management to make a comparison of its 


Serving America’s Most Significant Million 


own capital program with that of its field, and with 
the manufacturing industry in general. In keeping 
with The Conference Board's policy, no cooperat- 
ing companies will be specifically identified. 


The total effect will:be a major improvement in the 
basic data upon which management decisions are 
based. The findings will have particular value as 
a gauge of market potentials in the capital goods 
industries, and in estimating the future of the total 
economy. With the addition of this new dimension, 
management should have a better measure of its 
market potential for capital goods, both in terms 
of backlogs of demand and changes in current de- 
mand. 


This unparalleled new service, conducted under 
the financial sponsorship of Newsweek, is the lat- 
est of many significant Newsweek contributions to 
the fund of business knowledge . . . contributions 
which have brought Newsweek to the outfront po- 
sition among weekly news and business magazines 


as the medium for inter-business communication 


at the executive level. 


Beginning in October, Newsweek's 
business pages will report regularly on 
the findings of this significant study. 
This new Newsweek feature will be of 
vital interest to every businessman con- 
cerned with planning of production and 
marketing to the capital goods market 
.«. in fact, to everyone interested in the 
course of the nation’s economy. For this 


in foreshadowing changes in the de- 
mand for capital goods. 
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Is ‘Bias’ Synonymous with ‘Bad’? 

A number. of indignant readers of ApvertisInc AcE have sent us 
copies of a subscription letter which went out last month over the 
signature of George G. Kirstein, publisher of The Nation. 

“Take a new look at the magazines scattered casually atop your 
coffee table,” The Nation’s publisher starts out. “From the weekly 
news-capsules to the picture-slicks, they are the battleground for 
possession of your mind. 


“The editors of course pay lip service to freedom of the press.. 


But perforce they bend your ear to prevailing attitudes, dogmas and 
trends. Why? 

“The big advertisers have a fine Italian hand in this. For it is 
their advertising dollars that support the publications at a profit— 
not your 20¢ per copy. And advertisers (business and industry) 
have no stomach for the hard core of dissenting opinion. By the 
mere mechanics of placing their advertising they can ‘dictate’ not so 
much as to what you shall read, but what you can’t read. 

“This explains a major reason why the big advertisers eschew the 
independent Nation. Here, you will find none of their high-powered 
exhortations to switch to a finer filter...to put ice in your con- 
somme or ice cream on your child’s hot breakfast cereal. But you will 
find ...a genuine freedom of the press.” 

Well, you might start out by telling us, Mr. Kirstein, whether 
“big advertisers’ exhortations” are missing from The Nation’s pages 
because you don’t want them influencing your “freedom” and won't 
accept them, or because you can’t get them. But let’s let that go. 

The people who have called this letter to our attention are indig- 
nant about it. We on the other hand, are rather pleased with it, be- 
cause it is a very mild indictment, indeed, of the “influence” which 
the big advertiser exerts over the press. Our notion is that if this 
is the worst that a critic can say about the American advertiser- 
press relationship, we have a remarkably free press indeed. 

Of course there is a bias toward “prevailing attitudes, dogmas and 
trends” on the part of most editors, as there is on the part of most 
advertisers, most churchmen, most politicians and most people. There 
couldn’t be any “prevailing attitudes, dogmas or trends” unless a 
substantial segment of people were “biased” in their favor. 

The Nation deplores this bias and would have you believe that it 
is without bias; but most impartial observers suspect that it has 
always been biased against “prevailing attitudes, dogmas and 
trends.” Is there such a thing as a “good bias” as opposed to a “bad 
bias’”—or is any bias automatically bad’’? 


Soft Sell and Trading Stamps 

In case any gentle reader is getting the notion that merchandising 
and marketing are becoming less difficult to understand, consider 
the following: 

Time takes notice of more widespread use of “relaxed” advertising 
—whimsey and humor and easier-going image-building, and attrib- 
utes this “new direction” in advertising to the fact that consumers 
are smarter, more sophisticated, more knowledgeable and less likely 
to be fooled now... 

Edward Bursk, editor of the Harvard Business Review, who was in 
large measure responsible for the development of low-pressure sell- 
ing concepts, worries out loud and at length about whether low- 
pressure selling is deteriorating into no-pressure selling (or should 
it more properly be called no-pressure non-selling?) . 

Others say “soft-sell” is merely the other side of cinch-to-sell cus- 
tomers... 

And yet non-image-building, unglamorous, not-too-smart-or- 
sophisticated trading stamps flourish like mad throughout the land! 

Trading stamps are supposed to appeal (or at least they were 
once supposed to appeal) to thrifty, lower-economic-scale families 
who shopped carefully and thoughtfully—a kind of shopping family 
which is currently not supposed to exist in any quantity. 


Gladys the beauti sad meen 


—Frank B. McMahon, D'Arcy Advertising Co., St. Louis. 


“Can you tell me why Life has the best circulation, and yet the 
Post gets to the Heart of America?” 


What They're Saying 


Leather Box Is New Badge 

The newest escutcheon of the 
man in the gray flannel (or Dac- 
ron) suit, now that the clothing 
industry, commuter trains and 
Gregory Peck have made him so 
commonplace, is a distinctive rec- 
tangular leather box called an at- 
tache or dispatch case, It is used 
to carry papers, an occasional 
lunch and other things between 
home and office and office and 
home, 8:02 to 5:58, and particular- 
ly it serves as a walking an- 
nouncement that its porter is pur- 
suing success in a _ deliberate 
though dignified manner. 

The brown attache case has be- 
come a symbol of the dashing 
business man not without ambi- 
tion. In the freeway bound on the 
north by B. B. D. & O. and the 
south by the N. Y¥. N. H. & H. 
terminus, he wheels and turns 
gracefully, shifting his case from 
glad hand to hand until he glides 
safely into an executive suite. In 
the urbs from whence this uncom- 
mon man springs, there are few 
more inspiring sights than seeing 
a pride of commuters cutting 
through the local woods and light- 
ly swinging their attache cases 
aboard the train. Some attache case 
carriers, of course, taxi in from 
Manhattan. Like driving up in a 
Continental Mark II, the case is a 
first-impression sign of class. 

Until the attache is copied down 
and popularized, it can be consid- 
ered the current carte d’identite of 
the graying flaneur floating along 
Madison Avenue and its tribu- 
taries. The charcoal suit itself no 


longer is a trustworthy label. 


—Herbert Mitgang, in “The Man with 
the Brown Attache Case,” in the New 
York Times Magazine. 


Change Callers to Customers 

I don’t know why it is, but retail 
salesmanship seems to be a dying 
art. Perhaps your store is differ- 
ent. I sincerely hope it is. But it 
might be an eye-opening experi- 
ence for you to arrange for a 
professional service to send one or 
more shoppers into your store 
pretending to be customers and 
noting the way they are received, 
and the sales efforts put forth by 


your various clerks. I venture to) 


say the reports of the experts 
would astonish you and would 
point out weaknesses that are los- 
ing you sales every day. Incident- 
ally, do you keep records of the 
percentage of people who come in- 
to your store and end up making 
a purchase as against those who 
come in and do not? Reducing 
these facts to statistics gives you a 
target to shoot at—a sales per- 
centage to try to raise. You can set 
up a figure as the goal of a sales- 
manship drive, making your sales 
people conscious of the desirability 
of selling as high a percentage of 
store callers as you possibly can. 
This will also serve to get them 
thinking of ways to turn a caller 
into a customer, and thinking 
about the reasons they may have 
lost the sale on those occasions 
when the customer walks out 
without buying. 


—A. W. Lewin, president, Lewin, 
Williams & Saylor, New York, speak- 
ing at the annual convention of the 
American National Retail Jewelers 
Assn. 


Sell the Imaginary Man 
We have reached the point in 


America where the average man 
does not concern himself primar- 
ily with making a living. His main 
concern today is getting the most 
satisfaction out of life, and work 
is only the means to get more and 
more kinds of satisfactions. 

Out of this has come a new at- 
titude—an attitude that we must 
understand and adapt ourselves to, 
if we are to survive in the new 
market. Today’s American is not 
satisfied just to fulfill his physical 
needs. He is more concerned with 
satisfying his ego—his sense of ac- 
complishment. He wants to feel 
that he is fulfilling himself—that 
he is the right sort of person, en- 
joying the right sort of things, ad- 
mired by his friends for his taste 
and discrimination. 

It is not important whether he 
really is this kind of person or not. 
As someone said, everybody is two 
people: Who he really is and who 
he imagines himself to be. To sell 
to him today, you have to sell the 
man he imagines himself to be. 


——Philip Lesly, Philip Rear? Co., 
public relations 
speaking before the Maytag sales 
organization in New York. 


Advertising Age, October 1, 1956 


Rough Proofs 


Leaders in sales gains in the 
grocery field, Food Topics reports, 
are health and beauty aids. 

Now good digestion waits on ap- 
petite. 


“Agencies may seek more than 
15%, Simon says.” 

And not a few of them have 
already successfully sought and 
found. 

es 


Postal service is better in Eng- 
land, AA readers report. 

Is it too late for Postmaster Gen- 
eral Summerfield to arrange for a 
little reverse lend lease? 


Bandini Fertilizer is using mod- 
els and other high-fashion accesso- 
ries in its newspaper ads for ma- 
nure. 

Great oaks from little acorns - 
grow. 

- 


“Need solid, but not stolid 
thinking,” says a Milwaukee agen- 
cy advertising for a layout artist. 

And there really is a difference. 


Automobile makers report a 
color trend away from the more 
gaudy combinations and back to 
black. 

Henry Ford would have liked 
that. 

e 


Paul Pinson devotes a chapter of 
his “Drawthinks” in AA to the 
pelvis. 

And it has absolutely nothing to 
do with Elvis. 

e 


One thing which critics of ad- 
vertising appear not to have no- 
ticed is that it’s highly unprofit- 
able to spend money advertising a 
poor product. 

na 


Some weeks the number of agen- 
cy appointments by clients seems 
to exceed by only a small margin 
the number of client accounts re- 
signed by agencies. 


Minneapolis Star & Tribune po- 
litical cartoonists, the ad says, 
“can render an impressive Ike, a 
neat Nixon, an authentic Adlai, an 
unmistakable Kefauver.” 

The trick is to be unmistakable 
but not flattering. 


Headline of magazine ad: “What 
every media buyer should know 
about ‘romance’.” 

When it comes to romancing me- 
dia buyers, you can’t beat the me- 
dia sellers. 

. 


Maybe Oneida was born, as La- 
dies’ Home Journal suggests, with- 
out a silver spoon of its own, but 
it has provided a lot of silver 
spoons that have gone into other 
babies’ mouths. 


The Yankees hope to find out in 
the world’s series whether Mickey 
Mantle would have broken Babe 
Ruth’s home run record if the sea- 
son had lasted a little longer. 


Copy Cus. 
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One of a series of comments on Metropolitan Oakland as 
a market by Pacific Coast advertising agency executives. 


Makland.ctZ Tribune 


— 


The growth of Metropolitan Oakland (Alameda County) continues to 
be an endless source of amazement, and I have been actively engaged 
in marketing products in this northern California area for more than 
25 years. 


Now larger than'San Francisco, second only to Los Angeles in the West, 


this county increases in importance as a market for both industrial and 
consumer goods each time a page is torn from the calendar. 


JOSEPH R. Fox 

Vice President and Assistant Treasurer 
McCANN-ERICKSON, INC., 

San Francisco 


Yes. 

It is important 

to recognize Metropolitan Oakland’s 
commanding size as a market. 

It is equally important 

to remember this fact: 


ONLY THE OAKLAND TRIBUNE 
COVERS METROPOLITAN OAKLAND 


Daily 202,109 

Sunday 222,313 

ABC Publisher’s Statement 
March 31, 1956 


National Representatives: 
Cresmer & Woodward, Inc. 


Member Metro Sunday 
Comics Network 
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“We Consistently Ask That srecEonconeges aa 
They Include Battle Creek” in Insurance Drive 


“When making advertising recommendations to our princi- 
pals we consistently ask that they include Battle Creek. 
Annual food sales in this area are over 40 million dollars. 
Consequently we consider this one of our most important 
markets. We feel that a Michigan advertising program is 
incomplete unless it includes Battle Creek” 


Gil Stover, Bob Clark 
Stover G Clark Food Brokers 


< 
Grand Rapids, Michigan. Bob Clark 


Sell This $40,000,000 Food Market with Advertising in The— 


~ ENQUIRER and NEWS 


Member of Federated Publications 


surance Co. of North America will 


campaign in October to help its 
20,000 agents sell 
and Tenants package policies. 

To launch the campaign, 926 


in one of the largest promotion 


property and casualty insurance 
company. 

The North America Companies, 
of which Insurance Co. of North 
America is a part, have again 


MICHIGAN |taken participations on NBC-TV’s 


total of 97 participating stations 
will be used. 


The newspaper campaign is 
| Spread to 793 cities and towns in 


REPRESENTED NATIONALLY BY 
SAW YER-FERGUSON-WALKER COMPANY | 


0% 
ORE 


R. O. P. 
CO OR 


In 1956 the San Diego Union and Evening Tribune have run 20% more 
R.O.P. color than in 1955 — dramatic evidence that color can be used 
effectively to sell this third largest market in the West. 


Cereal Food - 
Capital of the World 


we yh. 


1955 — FIRST SIX MONTHS — TOTAL LINAGE 755,545 
1956 — FIRST SIX MONTHS — TOTAL LINAGE 948,105 


Quality reproduction is always assured, too—with our new Goss 
Headliner presses that are fully equipped for excellent color work. 


NE 


COPLEY newspapers fie 
15 “Hometown” Newspapers covering [in 

San Diego, California — Northern Illinois — Springfield, Illinois 
and Greater Los Angeles. . . 

Served by the COPLEY Washington Bureau and the COPLEY News Service 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


PHILADELPHIA, Sept. 25—The In-| 
launch an extensive advertising| 
Homeowners | 
daily, weekly and Sunday news-| 
papers throughout the country will | 


be teamed with network television | 


programs ever undertaken by a| 


|\“Today,” with Dave Garroway. A\| 


Advertising Age, October 1, 1956 


“Take it from me... 


Ba ve Larvex ey tole fal. 


a ee 


“} Take it from as...” 


oo 


| | seccees 


| Neth Neretee s tegegrerr: 


saeted 


SE Se 

“TAKE IT FROM ME. . .”—Here is one 

of the newspaper ads which will 

be used the week of Oct. 7 to kick 

off North America Companies’ fall 
campaign. 


42 states and the District of Co- 
lumbia. The initial ad will meas- 
ure 700 lines, with succeeding ads 
somewhat smaller. 


® The program is designed to en- 
courage and assist agents in their 
own areas. Agents are being in- 
vited to tie in by arranging for a 
small announcement adjacent to 
the company’s larger messages. 

A similar program last spring 
helped increase agents’ sales 40% 
above 1955, the company stated. 

Insurance Co. of North America, 
which heads the North America 
group, is the nation’s oldest and 
largest stock fire and marine in- 
surance company. It pioneered 
modern insurance protection for 
American families in 1950 with 
the new Homeowners policy. 

N. W. Ayer & Son is the agency. 


Three Starch Studies Set 

Daniel Starch & Staff has sched- 
uled a new series of special Starch 
Readership Studies on New York 
newspapers. The newspapers and 
issue dates are the New York 
World Telegram & Sun, Oct. 4; 
New York Journal-American, Oct. 
18, and New York Daily News, 
Nov. 8. 


Poillon Joins ‘Fortune’ 

John J. Poillon, formerly with 
Bride’s Magazine, has joined the 
Philadelphia sales staff of Fortune. 


ConsoOLIDATED 


TAKES THE PULSE of the 
aation’s news. The beat means 
litthe—the count means much! 
...We read practically all daily 
and over 6000 weekly English 
language newspapers for per- 
sons and establishments whose 
names are a Blue Rook of Who 
and What. Let us serve YOU. 


CONSOLIDATED 25:45 s.s:sus 
431 SOUTH sangeet wieaeD 5 TIADIS 


170 FIFTH AVENUE, NEW YORK 10 N.Y 
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A Report to Advertisers: 


How to pull yourself together 
after the Suburban Explosion 


POPULATION BREAK-THROUGH 
CHALLENGES MANY BUSINESSMEN 


The impact of America’s greatest population upheaval of recent 
times rattled the entire framework of marketing and distribution. 

New methods of distribution, new kinds of suburban stores and 
shopping centers, new products for new needs, new advertising and 
sales approaches for brand-new communities—all these have had to 
be developed quickly, to enable businessmen to keep pace with sub- 
urban areas growing seven times faster than cities. 


CHANGES BRING UNUSUAL OPPORTUNITY 


Those who fail to come up with the right answers, in terms of their 
own business, will fail to make the most of the profitable opportu- 
nities inherent in this great population movement. 

It is a known fact that the profits of industry frequently have not 
kept pace with the tremendous increases in sales volume. One of the 
reasons has been that only a very small fraction of the American 
buying public goes into the market every year for a specific product 
or service, underscoring the high cost of mass selling. 

But because the suburban explosion has been sparked by one spe- 
cial group, the cost of mass selling can be reduced, and mass market- 
ing made to show a higher profit. For this group stands head and 
shoulders above all others for its enormous consumption of goods 
and services. 


YOUNG ADULTS A CONCENTRATED FORCE 


Here are a few examples of what this special group, first labeled 
Young Adults by Redbook Magazine, purchased last year: 

3 out of 4 homes sold 

3 out of 5 new cars sold 

1 out of 2 refrigerators sold 

3 out of 5 TV sets sold 

2 out of 3 washing machines sold 
Obviously, Young Adults, representing little more than one-fourth 
the population of the country, have tremendous concentrated buy- 
ing power that must be won, if mass marketing is to produce the 
profitable volume needed for success. 


WHO ARE THESE NEW LANDOWNERS? 


The Young Adults who buy three out of four homes sold are the most 
active group in America—not just in their buying, but in the scope 
of their interests. They are the New Station Wagon Set, too, sym- 
bolized by the work-and-play . 

vehicle that identifies them so 
solidly with the get-up-and-go 
suburbs of America. (Redbook’s 
readers own more station wagons 
—65% more—than the national 
average!) However you identify 
them, they are the people who 
make the suburbs live and grow. 


Redbook 


The Magazine that sells Young Adults 
‘ ... the New Station Wagon Set 


CIRCULATION UP AGAIN: 2,288,170*...NEWSSTAND SALES UP: 951,798* ersc. isi six monns, 1996 


THEY READ AND LIVE BY REDBOOK 


Redbook is still the only mass magazine dedicated to Young Adults, 
and the only magazine which has grown because of this editorial 
concentration. Circulation is now 2,288,170*, an all-time six-month 
high. Each of the last seventeen quarters has shown an increase over 
the previous year. Newsstand sales are 43,000 ahead of the first six 
months last year, in spite of down-trends among most other major 


mass magazines. 


Some interesting facts about these Redbook families: 


@ More than half have annual incdmes above $5,000. Their 
median income is 21% above the national average. 


e High School attendance is 31% higher than the national aver- 
age; college educations are 10% above the national average. 


@ 62% of Redbook readers own their own homes, spend more 
than 15 billion dollars each year to buy and furnish them. 


These figures help picture a well-educated, active group of Young 
Adults who can be extremely useful in providing a concentrated mar- 
ket for most products, in the great new suburban areas of America. 


ADVERTISERS RECOGNIZE REDBOOK: 14% GAIN 


Thirty-eight new display advertisers came into Redbook during the 
first half of 1956. Advertising linage itself showed a 14.8% increase 
over the first half of last year—on top of a 17% gain in all of 1955 
over 1954! 


Do you have the facts you need to help you re-examine your exist- _ 


ing selling tools? Let your search for buying prospects who can be 
reached and sold on a concentrated mass basis bring you to the 
Young Adult market. Contact Redbook now, to learn how this maga- 
zine can help you make the most profit from the changes created by 
the suburban explosion. Redbook, 230 Park Avenue, New 
York 17, N. Y., MUrray Hill 6-4600. 


t Based on Federal Reserve Bulletin 8/55 
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21 Dailies Join BofA 


Twenty-one newspapers have 
ween accepted to membership in 
the Bureau of Advertising, Amer- 
ican Newspaper Publishers Assn., 
bringing the total to an alltime 
high of 1,058. Inland Newspaper 
Representatives, Chicago, and 
Johnson, Kent, Gavin & Sinding, 
New York, newspaper representa- 
tives, have been admitted to asso- 
ciate membership. 

Among the newspapers admitted 
to membership are: News & Trib- 
une, Galveston, Tex.; Times, Fort 
Morgan, Colo.; News, Fort Lauder- 
dale, Fla.; News, Alamogordo, 
N.M.; Nugget, North Bay, Ont., 
and the Herald, Provo, Utah. 


Advertising Age, October 1, 1956 


Getting Personal 


Jack Downey, acting manager and program director of WGTH- 
TV, Hartford, is conducting Hillyer College’s third Television Work- 
shop this fall, with classes meeting at the WGTH-TV production 
studios. .. 

Sidney Kahn, production manager of Carson-Roberts Inc., Los 
Angeles, has been named instructor of the advertising production 
course to be given this fall by Los Angeles City College. . . 

Arnold Z. Rosoff, president of Arnold & Co., Boston, cut a birth- 
day cake at a company party celebrating the 10th anniversary of 
the agency a couple of weeks ago... John F. Dille Jr., editor and 
publisher of The Truth, Elkhart, Ind., and president of WTRC and 
WSJV-TV, has been awarded a master’s degree in communication 


by the University of Chicago. It’s the first such degree ta be 
awarded to a newspaper-broadcasting executive. . . 


month after month 
a stabilized 
audience! 


Every advertiser knows the value of a constant, 
highly attentive audience. That’s what The Elks 
delivers — of active men with incomes far above the 
national average. As leaders in the social and busi- 
ness life of their communities, 1,152,497 Elks are 
liberal givers and spenders. The quality and stability 
of The Elks’ audience is your assurance of resultful 
advertising. 


Dartnell Publishes 
‘Public Relations Handbook’ 
Dartnell Corp., Chicago, has 
‘published a “Public Relations 
Handbook,” edited jointly by L. F. 
Van Houten, managing editor, 
American Business, and J. C. Asp- 
ley, Dartnell’s president. The 1,- 
005-page handbook, which sells for 
$12.50, includes such chapter head- 
ings as “Determining Policy and 
Strategy,” “Coordination with 
Sales and Advertising” and “Meas- 
uring the Results of Public Rela- 
tions.” 


Triangle Appoints Two 

Howard W. Maschmeier, exec 
assistant to the general manager 
of Triangle Publications’ group of 
stations, has joined the company’s 
New York office to handle nation- 
al spot tv sales and service. At the 
same time, Gordon J. Grant, for- 
merly with the group’s Boston sta- 
tion, has moved to New York to 
provide the same service for ra- 
dio. 


MAGAZINE 


New York * Chicago + Detroit + Los Angeles 


THE 


SINCE 1945—Joyce C. Hall (right), president of Hallmark Cards, and 
Fairfax M. Cone, president of Foote, Cone & Belding, shake hands 
after presentation of a Hallmark service pin to Mr. Cone, marking 
the tenth year of their client-agency relationship. The presentation 
was made on “Hallmark Day” at the Advertising and Sales Ex- 
ecutives Club of Kansas City, at which Mr. Cone was principal 
speaker. Mr. Hall, in turn, was presented a special community 
service award by the club. 


Nothing Else Like It In Louisville! 


“DIAL 970” 


WAVE’S MONITOR FORMAT! 


Newsweek’s promotion manager Scott Healy and wife, Nancy, 
are now counting five noses at morning roll call. Barbara Joan 
weighed in at 8 lb., 10 oz. on Sept. 9. The other Healy children, 
youngest to oldest, are Kevin Sean, Kathleen Scott, Patricia Anne 
and Michael Dylan... 

Another new fivesome is the family of Bill King, vp and account 
supervisor at Kenyon & Eckhardt, New York. James Sean was born 
Sept. 9 at Westport, Conn. . 

A young lady in the Minneapolis ad set who’s now throwing her 
weight around in the home of Marjorie and Robert Weed (promo- 
tion manager, Minneapolis Star and Tribune), is Roberta Evelyn, 
born on May 30... 

James T. Mangan, of Mangan & Ecklund, Chicago pr firm, has 
authored a new book, “How to Win Self-Confidence for Selling,” 
which will be published shortly by Prentice-Hall Inc. Jim has writ- 
ten a number of successful inspirational books dealing with adver- 
tising and selling... 


CAROUSEL 
(11 a. m.—1:30 p. m.) 


Carousel is DIAL 9700's mid-day 
feature, brightening the morning 
and noontime hours for thousands 
of busy home-makers in the grow- 
ing Louisville area. 


Carousel features 2% hours of 
music and facts and includes two 
newscasts, a report by the Uni- 
versity of Kentucky Home Demon- 
stration Agent on best shopping 
buys, a “Thought For Today” — 
short, inspirational messages by 
local ministers — plus daily brass 
ring contest, biographical sketches 
of great American women and club 
news, interviews and book reviews. 


Programs Complementing 
MONITOR 


WAKE UP WITH WAVE Brings 
Louisvillians all they need to know to 
start the day. News every half hour. 
Time, weather, traffic, farm and 
school news. 


ROAD SHOW Riding with Louisvillians 
in their cars — getting them home relaxed 
and informed. Music, news, weather and 
traffic reports, time, sports and humor. 


NIGHT BEAT The pulse of Louisville 
after dark. Direct local news. Direct 
local sports round-up. Music and world 
news. Human-interest features, 


VENICE—Here are Charles Pumpian, vp and media director of Henri, 
Hurst & McDonald, and his wife, Helen, of Sorensen Advertising 
Co., Chicago, in Venice—on a vacation tour of Europe. 

DIAL 970— 

WAVE’S DYNAMIC NEW RADIO SERVICE 
FOR A DYNAMIC NEW LOUISVILLE! 


Frank Townshend, vp and general manager of Campbell-Ewald, 
New York, received a certificate of appreciation from the Salvation 
Army for the excellence of advertisements prepared for Salvation 
Army Week. Commissioner Donald McMillan, in making the pre- 
sentation, recalled that the late Henry Ewald, founder of the agency, 
was, for a long time, chairman of the advisory board of the organi- 
zation in Detroit... 5 

Publisher Frank Gannett (Gannett Newspapers) celebrated his 
80th birthday Sept. 15 in Highland Hospital, Rochester, N. Y., where 
he was confined for seven months last year. Mr. Gannett returned to 
the hospital recently for treatment of a condition resulting from his 
long convalescence ... 
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PATTERNS =“: | 


‘46This rise in the nation’s living standard is paced by new products, advertisers are looking more and 
consumption bellwethers who are sold on a new prod- more to the pages of SPORTS ILLUSTRATED: 
uct, adopt that product, are emulated by others whose The median income of the 650,000 SPORTS 
acceptance gives it the mass support that converts it ILLUSTRATED families is $9,550.00—as com- 
from a luxury into a necessity. The masses have been pared to a total U.S. population median income 
very well served, economically speaking, by the well- of $4,000.00-plus.* 
to-do, who act as economic guinea pigs.” 


e 47.9% of SPORTS ILLUSTRATED subscribers tell 


—ForTUNE MAGazINE, us their income is up over last year.* 
The Changing American Market =, + a1 U.S, families with incomes of $15,000.00 
For A HIGH concentration of well-to-do families, or more, one out of 5 are SPORTS ILLUSTRATED 


those who act as industry’s best “‘salesmen’’ for subscribers. * “ 


*Source: 1956 Politz Survey of the SPORTS ILLUSTRATED 
Market. Copies on request. 


SP O RTS ILLU ST RATE D ...to reach the 650,000 families | : 


who are your best salesmen: your best customers | : 
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Put your Advertising Outdoors and Watch Amer 
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the “SEE-POWER” of OUTDOOR 


For Fram, OUTDOOR is the closest point to the point of purchase... 


Motorists must drive to their service stations or automotive dealers to 
replace oil filters. Fram talks to them as they go. Mammoth painted 
bulletins, and 24 sheet posters repeat the Fram story with the color, coverage 


and continuity that ONLY OUTDOOR OFFERS at such low cost. 


OUTDOOR gets an important share of the advertising dollar at Fram, 
world’s largest manufacturers of oil, air, fuel and water filters. Because 
OUTDOOR tells the Fram story nearest to the outlets which sell and service rs 


* Fram Filters. 


To put more power in your advertising—Go OUTDOOR! 


5 
OUTDOOR ADVERTISING INCORPORATED 
Oo A q é NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 
60 EAST 42nd STREET, NEW YORK 17, Nv. Y. 
i. — oo ae ATLANTA * BOSTON * CHICAGO * DETROIT * HOUSTON * LOS ANGELES 
ipo acieiaes aS PHILADELPHIA * ST. LOUIS * SAN FRANCISCO * SEATTLE 


8 Nts Rie, Dea: 


Copyright 1956 Outdoor Advertising Inc. 


Change Oiland =| 
FILTERNOW! |. 


Poster designed by VanSant, Dugdale and Company, Inc. 
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Howr to 
penetrate \ 
the Pentagon 


The Army Navy Air Force Journal—professional 
journal! of the career officer—delivers your 

advertising to top ranking officers of all military 
services who direct or recommend defense purchasing. & 
For latest data on this influential military 

coverage, call or write 


ARMY WAVY AIR FORCE JOURNAL, 1711 Connecticut Ave., 
Washington 9, D. C., HObert 2-6477 


WEST: CHRIS DUNKLE & ASSOCIATES: 3257 W. 6th, Los Angeles 5, 
DUn 7-6149-—3077 Turk Street, Son Francisco 18, EXbrook 2-0377 


MID-WEST: L. B. HAMAMOND, 30 N. LoSolle, Chicago 2, Ill, RAn 6-1843 


Julius Kayser Denies 
Trademark Infringement 

Julius Kayser & Co., New York, 
has denied that its trademark 
“Credoe” infringes upon the “Cres- 
cendoe” mark of Crescendoe 
Gloves Inc. The denial was made 
in an answer filed in federal court 
in a suit brought by Crescendoe to 
prevent Kayser from marketing 
women’s cotton gloves under the 
“Credoe” trademark. 

In its answer, Kayser states that 
the two trademarks neither look 
nor sound alike, and that they have 
dissimilar meanings. Kayser asks 
that the suit be dismissed because 


‘| there is not likely to be any con- 


| fusion arising from the use of both 
marks. 


E. J. Presser Adds Two 

E. J. Presser & Co., Charlotte, 
N.C., has been appointed to handle 
advertising for WBIG, Greensboro 
radio station, and for Strandberg 
Engineering Laboratories, Greens- 
boro manufacturer of electrical in- 
struments for the textile industry. 
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...-and so do 


Fast-moving Institutions executives want your products specifications 


35,000 


on-the-line, right at the time the decision to buy is made. Whether 


it’s the Institution that BUYS, the Supplier who SELLS, the Architect, 


other users 


Designer who SPECIFIES . . . they all rely heavily on ICD as their best 


source of complete catalog material. For your 1957 catalog distribution, be 
sure to investigate the tremendous EXTRA mileage your catalog 
gets when it’s part of INSTITUTIONS CATALOG DIRECTORY. 


CLOSING DATE: 19657 edition ... November 1, 1966 


Send for this new, 4-page brochure, fully describing ICD to: 


. © ® 
Guotitution CATALOG DIRECTORY 


1801 PRAIRIE AVENUE DEPT. SE CHICAGO 16, ILL. 


OR CONSULT YOUR ADVERTISING AGENCY 


the catalog directory of products used by hotels, hospitals, restaurants, schools, colleges, 
clubs, resorts, utilities, transportation systems, government institutions, public bulidings. ‘ 


Advertising Age, October 1, 1956 


Laundering Institute 


“, 


Drops Consumer Ads, 
Sets Trade Promotion 


Jouret, Iti. Sept. 25—The 
American Institute of Laundering 
is skipping consumer advertising 
on its “Certified Washable Week” 
promotion this year in favor of 
more promotion of the event to 
and through the trade. 

The week, set for Oct. 14-21, is 
the second to be promoted by AIL. 
Its purpose is to dramatize to con- 
sumers the significance of AIL’s 
“Certified Washable” seal on prod- 
ucts approved by the organiza- 
tion’s laboratories. About 100 gar- 
ment manufacturers are qualified 
to use the seal. 

In the first promotion last year, 
AIL placed newspaper ads in ma- 
jor markets (AA, Sept. 12, ’55) to 
supplement tie-in promotion by 
the manufacturers and by the esti- 
mated 4,000 laundry members of 
AIL. The decision this year has 
been to concentrate solely on sell- 
ing the promotion week idea to 
the trade and to let it do all the 
direct promotion to consumers. 


® As a result, AIL this year is 
providing more extensive promo- 
tional material to manufacturers, 
retailers and laundries. The manu- 
facturers are being asked to bring 
the promotion into their major me- 
dia advertising and are being sup- 
plied with pr stories for their 
house organs, trade papers and lo- 
cal dailies. 

Retailers are being offered 
streamers, newspaper logotypes of 
the AIL seal, lapel tags, counter 
cards and statement inserts. A 
contest for the best retailer win- 
dow display on the promotion is 
also being offered the dealers. For 
laundries, AIL is providing truck 
posters, streamers, window and 
counter posters, bundle and state- 
ment inserts, ad mats, customer 
letters, radio ad scripts, pr re- 
leases and speeches. 


® And, not to overlook any possi- 
ble medium, AIL is also providing 
the laundries with sermons on the 
thesis that “cleanliness is next to 
godliness.” These are supposed to 
be sent to the local minister, priest 
or rabbi for delivery to his con- 
gregations. 

According to AIL’s agency, Bo- 
zell & Jacobs, Chicago, which says 
it thought up the idea, the sermon 
contains only a very slight com- 
mercial. The agency also reports 
that the sermon idea has been very 
favorably received. 


Polaroid Expands Ads 

Polaroid Corp., Cambridge, 
Mass., plans an extra push for its 
Polaroid Land cameras for the 
Christmas season by sponsoring 
the Sunday evening NBC-TV 
“Steve Allen Show,” beginning in 
October. Polaroid will also sponsor 
NBC-TV’s “Caesar’s Hour” on Dec. 
15. The company is also increasing 
its ad schedule in Life and will 
carry eight pages, one every week 
just before Christmas. Doyle Dane 
Bernbach, New York, is the agen- 
cy. 


Pine Boosts Johnston 

Joseph Johnston, formerly as- 
sistant circulation director, has 
been appointed circulation director 
of Pines Publications, New York. 


‘Free Press’ Boosts Cruze 
George R. Cruze Jr., formerly 
retail advertising manager, has 
been named advertising manager 
of the Free Press, Burlington, Vt. 
AND ILLUSTRATIONS @ 


* \RI FOR FAST LAYOUTS 

There's nothing like the monthly Clipper for 
fest leyeut in emergencies. BIG NAME firms 
that yeu knew depend on the Clipper for Clip- 
Art. Free sample. Neo obligation. Address . . . 


MULTI-AD SERVICES, INC 


Bex 806M Peoria. IMlinois 
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“We believe that the most efficient, best 
looking offices are planned as an integral 
part of the building. Because of this we try 
to get early and active co-operation of every- 
body concerned with the buying decision — 
even before the building itself is designed!” 


*HOW BUILDING PRODUCTS ARE SOLD. Dun and 
Bradstreet’s report on a personal interview study 
made among leading building product sales 
directors and distributors. Write for your copy: 
Market Research Manager, Architectural Forum, 
9 Rockefeller Plaza, New York 20, New York. 


“We must reach and 


influence every factor 
in the buying decision’ 
says D. D. Hunting, 


Vice President and Sales Manager 


STEELCASE INC 


] 


“To ensure the best results from our 
modular system of design, the owner's de- 
cision to install Steelcase furniture must be 
enthusiastically supported by the architect, 
design engineer and, in many cases, the 
general contractor. So we must reach and 


“We get strong selling assistance from our 
advertising in Forum. In fact, Forum is our 
primary book in the architectural-building 
field because—and we have learned this from 


experience—ForumM reaches and infil de- 
cision-making factors most important to us.” 


influence every factor in the buying decision.” 


David Hunting of Steelcase, a stand-out sales 
director in every way, has one thing in common 
with every other successful building product 
salesman. He knows that effective selling in the 
building field is the direct result of selling the 
entire building team.* That is why effective 
building product sales require the constant sup- 
port of an advertising campaign in Architectural 
ForuM. More than any other magazine FoRUM 
delivers the highest concentration of building 
team members: not only architects, engineers 
and contractors but also decision-making clients 
who are actively engaged in building new build- 


ings, maintaining and modernizing old buildings. 


venient FORUM 


the magazine of building 
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WHO’S POP?—For the 1956 political season Dad’s Root Beer Co. has 
revived the same painted display theme in downtown Chicago that 


it used in 1952 when the same two dads locked horns. Federal Sign | 


Co. did the work this year; General Outdoor Advertising did it in 
1952. Martin Co., Chicago, is the agency for Dad’s. 


‘57 Ford Will Cost 
Only 2.9% More, 
McNamara Says 


DearBorN, MIcH., Sept. 25— 
Ford passenger-car prices for 1957 
will average “only about 2.9%” 
higher than current models, R. S. 
McNamara, Ford division general 
manager, said last week. 

He said at a press preview that 
the average boost would be deter- 
mined “when our price adjust- 
ments are weighted by the volumes 
and types we will produce.” 

“Our prices will go up no more 
than our actual costs for materials 
and labor have gone up,” the com- 
pany vp and general manager of 
the Ford division, said. 

Mr. McNamara said that his di- 
vision’s economists forecast 
least a 
(auto) industry production during 
1957, with an even greater increase 
in Ford sales. i 

“This would continue the trend 
of 1956 when Ford cars gained a 


than it did in 1955,” Mr. McNama- 
ra said, “despite the fact that total 
industry sales have declined this 
year from 1955 levels.” 


® The 1957 Ford car will be pro- 
duced in two different body sf%es 
and wheelbases, with a new luxury 
series on the bigger of the two 
chassis, Mr. McNamara said. The 
cars will go on display to the pub- 
lic the first week in October. 

The 1957 Fords represent a 
greater product change than the 
company’s historic departure from 
the model 30 years ago, he said. 

“Both new sizes of Ford will be 
longer, lower and larger than pre- 
sent models,” he said. 

“We intend, however, to keep 
the entire Ford line within the 
normal Ford price range.” 


“at | 
10% increase in total | out its 1957 line than it did on the) 


Ford spent 54% more to bring 


1955 models, the previous high 
mark, Mr. McNamara said. 
Ford unveiled the auto industry’s 


press preview. 


higher percentage of the market | 


Advertising Age, October 1, 1956 


Ford officials said that the new, 
‘truly convertible convertible 
would go into production this year 
| and will be available in early 1957. 

The steel top of the new model 
operates hydraulically with elec- 
trical controls, the steel top fold- 
ing into the luggage compartment, 
yet leaving room in the rear deck 
for spare tire and luggage. 


Gregg Named Ad Manager 

William G. Gregg, formerly with 
Gordon Best Co., has been ap- 
pointed advertising and sales pro- 
motion manager of the American 
Hygienic Corp., Chicago. 


Albert Frank Adds One 

Sherle Wagner, specialist in 
bathroom, bedroom and closet dec- 
}oration and accessories, has ap- 
|pointed Albert Frank-Guenther 
Law, New York, as its first agency. 


Ad Assn. Plans Convention 
The Advertising Assn. of the 


first retractable hardtop car at the West plans to hold its 1957 con- 
| vention June 24-28 in Honolulu. 


Harvey Joins Noble 

Mrs. Jane O’Leary Harvey, for- 
merly fashion coordinator of Mc- 
Greevey, Werring & Howell, resi- 
dent buying office, has joined Al- 
bert Sidney Noble Advertising, 
New York, as fashion coordinator. 


‘Time’ Boosts West 

Charles J. West Jr. has been 
named assistant to the manager of 
Time Inc.’s agency division. Mr. 
West, who joined Time in 1946, 
was formerly corporation distribu- 
tion manager. 


Y&R Names Two VPs 

Walter P. Glenn, manager of the 
art department, and Jack M. An- 
thony, executive art supervisor, 
have been made vps of Young & 
Rubicam. Mr. Glenn has been with 
the agency since 1937 and Mr. An- 
thony since 1934. 


Graff Appoints Grande 

Anthony W. Grande has been 
named art director of Harry W. 
Graff Inc., New York, Mr. Grande 


formerly was with Mahoney & 


Howard Inc. 


“Rik Deoco syinikolizes the 
i.) “Segoe at Advorticing Metal Dicpley Co... 
ae Te your peinbal-salp probism:, 

er yin. tho-maeing - 


— 
a 
> 
_ 
> 
x 
a 
> 
he 
[4 
° 
- 
> 
< 
— 
a 
= 
o 
J 
has 
—_ 
a 
ws 
i 
we 
Lo 
+ 
re 
> 


EVER 


ys 


eggresHve 


be will 

bring The Mea, the design 

complete production fociiities 
imetal dispte - sl 


fhe 


fer 


+ DISPENSE + SERVICE « 


ONSTRATE 


650 
365 
2458 
36982 
5 
ae 30 
201 
66325 
965 2 
3625 4H 
6563 295 
3 C 2 4¥5 
365 $0 
45 6§ 2 
30 a 
365 2 
295 34 
3090 
ae 
8 5a, 
3253 
365 7 
36529 
36623 7'| 
36520 
303900 
50a0c0 
363652 
72 Te Sas) 
965 2) 
$.2:5:4:7'| 
855693) 
3253 4 | 
752896 | 
63201 | 
} 
449689664 


1369 


52058 


8 rae 
9 6 | 
9 6! 
36° 
965 
3 2 1\ 
45 5\ 
753 \ 
963 
2 63 | 
141234 
75 3 &\ 
8 5 2 1\ 
7s9i1 
459 
436 


n 


woowoec 


boy ASE pa ae 
ye “ae i ‘ Pheey we a ee SOS EA lee cae eae eae 
Ne el 
Bp ae ae 
iy = ee Be tea . 
Pit: a oe Rg oo Rye eT 
ee ; Lo aes hy PRs ee ae 
hae ‘i a os ee a rete 2 
Aus Roe be < an } a ae ; ee ee opie a eke eee a p ° 
i a FS on a or shee) 7s aes ie See a ra eae see | 
Mee Fe, hod ae as i Rte io cae i 7. ie 
ot pa 8 4 we a. Bete A 2 a ie : ae 
ae oR Pye é ie i oe ai vi og, aap A ae ioe : ATan rat -- ; ss : + 
SE Se ye >, ee 8 | 
aia { Sate SR 9 Pg! ig ee ee ee 6 ge | 
oe. oh oe ee rey pene Sete oe ae = 
as Cit “i eas wesy Po le ata ad oe a 
a. ane Ae, kee f eat a | 
aa Gia hay Ba LN — a 
fat.” i gia Dg Ue, ees a eg "" 
a, lh weal s Sat in coal i Fic eg as v ee = ay | ae 
‘o Mal ere VR Eid Og oe. es a on 
Dak, cece ag ee tthe’ Ry - i oa oe 
ie a Pr Fj Tey 4 Sade > ciate i “ee on oe = ae - ae | i 2 
Br. bs bg: Re ae rey a Paes aes * - ee on 
Pon ean CMO ewets je ot args } bees 7. ae ae x ‘ 
pare be it | 3X KBs 7 mC: Ree ae: ex oo 
. aed eke | Ta ag. a pee nae ee ieee i are ; 
pee ss eee Pe See 2k. Se = 
io i r oa elf > nee oa “ anes per Rey atiie se 
— Crich Ded are you for ? 
ia ‘ ane 
aia. s 
Lt Sl ‘ inne 
Bi me a - ves 
ay ‘ c ; eT, — ener - . P* 
Sy i Pa erty. t oe = Se. 
om = : ae ge Tee es gent Ct > ah, eal 
tet foe riom 
ae ET ee ntd — ri 
; i 
ee | S 
a) ax 
o i g168 0 
eo —______—_—— 5 780 
ih TS La ae ~ 
ae 1 SHO 
: ao 1 | | 
py 
ie , 
Pr. . | | a 
a 
as) | 55500 
oa | : | . 
Sion | | 
oe | ae.) aoe 2 SS | : 
fs ri 9 6 a . | 1 ‘ 
A 2: a ass rnin , 
+, lorena ebe Se ‘ 
& De 46.0 2° _ 
| eee | ig lene — 
fe hee ey \ Bags . 
4 Wat + , on tide Rowe ee es Sa \y | 
EE WANTED: peinr-ot-cote prot | » fo 
Bier gs 4 tee ge es i oS ae ioe 
Bees See problems; \ eee ae 
pe lee AE! Wak wag Sos Sa BB, Sviors \ +S 4 9 O | 
oe she eh eo ee Ae, ae san 
ie ee . i, eee | 
hue Sale ee ; \ re) 
tea SO ae Z A ae ° ae 
a ce ee 7 -\ a7? 0 
as 11 ican gga ima : ‘ 40% 
he ne .%y = 
ee. & . | 4 @ o% i 
+ as Ss . tA | . | 
it Oa ~, : ay 
+ i SS rt 
=. i. | 
ee ~~ > S ec 9° 
Sot: = - 
are , 7 «\ ‘ 
- ae eumscene \aeen 
“ae Au 7 4 : 
a \ : 
i. designs aad produces 9 ¢ x 38 
| mete! dissleys for 6 5 
tam risen » COonTEt a t 692% 
ee s > 
ee a a 2 6 
ace * 7 € 
Pe 32° 
hk : ee : 
a 2 Ss 6 - (= 7 
ee, \ & 3 @ ba S g 
“Gieed ae = 
we ye ier a, + 
eae aes 74 ' “fe : 
ae Bede Rees — en 
Maa. be He a se aka apy. 0 ne a e 
baa ‘SS, tesa ues ; Be 0 
ne aie Pe Ss I eee : s.. ra) 
ad ops ee — og fe ol a ahie oar? ¥ ee = Ss ; 
i ee , py ES an dt ee. i E om ‘ 
5 ae “NN he eke ie = 3 3 6 * 
7s a) Me SO : co. , Fe 
est me ss vk RR ee oy A ee 8) a \ 
Be sy ne DVERTISING : sg oe , 
coe sia s Mae Se ees ie sf = _ ME TA : ai — % 2 5 C 
a3 4 oh ae anaes ee ae tpIisPe LAY oe 2 
res reel be Feil At Sige Ee a ve o 8 5 ‘i 
we, REDE FF = Oe he Peele reiki 3 6 4 0 3 
a Ojo oid we wumttatmey ir Bywor Pr ; ee ae 0 o § \ € 
sa a + . Miw rome ie@+ 2.6 TwEmty tao SF — 4% 2) € C Se € 
i eee ALGONQUIN 4 170 4 2 2, @) 6 > 
tat ome 
pod alls eae ee pe ie \ ° 6 5 e 
gal? eae ae 2: ; ios - on \ *, 2 4 A 5 i 
oe . “Wee - ioe ae 4 So 
eS | ret seo 
‘Me pays Ree , ie a3 ‘is eS ing 
. a a = " ' cai! 
eT aed cee 
ere 


Advertising Age, October 1, 1956 = 
Richfield Oil Starts = Wynoil Labs to Frank Wright Stiller, Rouse Adds One F. W. Cooley Named 
The Wynoil Laboratories, Azusa, Stiller, Rouse, Berggren & Hunt, 5 
Newspaper, Outdoor Cal., manufacturer of automotive Beverly Hills, Cal., has been ap- Ad Manager of Two igs 
additives, has selected Frank pointed to direct advertising and a dpe 
Drive for New Gas Wright National Corp., Los An- public relations for the Stanthony |Miller Publications 
eae geles, as its agency. Advertising Corp., manufacturer of ventilating 4 
Py ogg ae 25— gon and merchandising plans for 1957 hoods for gas and electric ranges.| MINNEAPOLIS, Sept. 25—Several 
pe Be 9 roke a new weekly! will include schedules in news- SRB&H will also handle advertis- | Pe™sonnel appointments at the Mil- a 
ee aes a today iM| papers, radio, television, and ing for Stanthony’s regional mer- | !€t Publishing Co. were announced ; 
ane eet re e company’s 13-\in Popular Mechanics, Popular chandising and sales subsidiary,|!4St week by Harvey E. Yantis, 
e marketing area, plus 2,000) science and Science & Mechanics. California Kitchens. president. The company publishes ~ 
outdoor eg to introduce its five trade papers in the flour, feed, *j 
rela The sc aa ent to sie Td Cox Appoints Two Alberts Joins Maine Bus Sica ri “ETO 
today. Bernard eh ns ayy sot an ac- David L. Alberts has joined the| The new appointments are Frank 
The campaign is described by Count executive, has been named) Maine Bus Advertising Co., Port-|W. Cooley Jr., advertising sales 
Ben N. Pollak, advertising man- ©itorial director of Ted Cox As- land, as general sales manager and|manager of Northwestern Miller 
ager, as “the most comprehensive Sociates, Chicago pr agency. Eu- secretary of the board. Mr. Alberts | and Milling Production; Walter C. 
the company has launched in its 27 8ene C. Grigg, formerly in the pr is also vp in charge of sales of |Smith, director of research for the 
years in business.” department of the Peoples Gas the Connecticut Bus Advertising| company; Walter O. Buchkosky 
Special point-of-sale material Light & Coke Co., has joined Cox Co. production superintendent; Paul 
is being used at dealer level.. This #5 4M account executive. A. Anderson, advertising sales rep- 
includes miniature reproductions Y—Bottl Otard resentative for Feedstujffs and 
of the outdoor posters, banners, Seely Joins Clark & Bobertz pressig ceaae’ te ance waalan Carey Salt Names Dancer Croplife; Kenneth W. Wakershau- 
pump collars, newspaper ad blow- Arthur H. Seely, formerly vp diamiar. Otard. thnneted tt Gen Carey Salt Co., Hutchinson, |ser, editorial assistant, and Leland 
ups, in color, and distribution of a and director of radio and television | yy,n¢hing Import peat be nieaies Kan., has named Dancer-Fitzger-|C. Hubert, who has joined the 
new football schedule and infor- operations of Ralph Sharp Adver-|_. d 4 mt $, in N ald-Sample, Chicago, to handle its | advertising production department. 
mation guide. tising, Detroit, has joined Clark & | ed nationally this fall in News- advertising, effective immediately.| | Mr. Cooley will coordinate ad- 
Morey, Humm & Warwick is the Bobertz, Detroit, as an account ex- | week, The New Yorker and Sports | The account formerly was handled | vertiser services, promotion and 
agency. ecutive. Illustrated. | by Ruthrauff & Ryan, Chicago. sales activities for Northwestern 
Miller and Milling Production. He 
73 9:0 1O04¢en°) conn ae aa 
a - —- 5 0 oO r . 
£000 J Mr. Smith formerly was an edi- 
= | - ee ae Pe torial assistant in the firm’s New 
9 < 7 27754865 | 26400 York office, while Mr. Buchkosky 
oo eS | formerly was associated with H. 
ce ohare : 16500 ° M. Smyth Printing Co., St. Paul. 
Mr. Anderson for the past two vears 
T P 7 > 0.0 has been business manager for 
] r American Feed & Grain and Hard- 
ware Age, publications of Bruce 
, Publishing Co., St. Paul. Mr. Wak- 
69009 * | > Be - ershauser previously was editor 
: : 46 <A re 1c 0 00 of the Hennepin County Review, 
geenan : as Hopkins, Minn., and Mr. Hubert 
6700 2 62 50 Yt See 5 was for four years publications 
17 i: 4:0 consultant with American Year- 
2 6.9 5 of book Co., Owatonna, Minn., and 
Tce ti Ow 12200 eo Hannibal, Mo. 
: ae 
S$ 00:6 7 Maxwell Named S.M. 
a | , : : 3 £990 O ome) & Douglas G. Maxwell, formerly a 
oO sales engineer, has been appointed 
v 0 @ ie) sales manager of Automatic Con- 
1 2“ 2 39 x , trol Co., St. Paul. Before joining 
4480 the company last January, Mr. 
25 . Maxwell was an account executive 
@ ce 0 A. C. Nielsen Company in the Minneapolis office of Bat- 
Reports WLW Radio ten, Barton, Durstine: & Osborn. 
5 we eee 
f 5 consistently with one Crow Names Scott & Co. 
* ie ~“g C. C. Crow Publications, Port-— 
e ten larges and, pu er for the lumber 
of the ten largest land blisher for the lumbe 
2s = @ z °) o ? trade, has appointed Duncan A. 
~c365 audiences among the Scott & Co., San Francisco, as 
« oa - rs) : California advertising representa- 
7530 more than 2870 Radio tive. 
7 : . > if @ e stations in America. 
Eo | * 
8000 Vo 
8520 700 And WLW Radio gives | Ye 
* : , 
7410 7536 443 000 you the nation’s fifth HE CAN HELP YOU 
7863 500 : dics apeinngs aan 
oars : 36524 ok. ip largest unduplicated Direct National Distribution 
oe 64.6.6 : 77S 2 PCOOO radio audience. Re Sasa sega de 
6325 J - a 
ie ee ee i ete 900 So before you buy : 
542 ? 2o0¢c 5 nae 
ee $6526 00 radio time, check 
x Ss ” : oa 62 8 ; . 
214 2301 900 with your WLW Radio 
2 & 4 . 
95 4.2 35 - 5210 | 12600 representative. You'll 
a2 oO 1 6 33:42 .4 7600 “ay 
63265 i be glad you did! 
9 « § : > 6S 2 3 :2'0 © 
34525 all 7000 Berney Kingston 
. Merchondising Director 
7. eet, 1¢300 yon wht We oon hing ope em 
-— * 75 2 predentin clores—it's quite ensther to 
~ 1 8 0 ©) 0 move it. 
a.) % 2 9 a 7 @) 2 . 4 1 2 O O if a sel ung a oe 
, , ° “hg relly ere ilralgBae + 
5 4 1 7 5 3 2 al ‘a i ‘ 1 9 oO Oo '@) gan “car ae to ecthene te 
25641 booming 3914 billion DIRECT SELLING 
3 6 5 3 y 5 3 4 | 1 re) Oo (@) ee er, and seeney ya 
2 ” 4 a tives o ten amaze te learn w easy an 
” + re) onpeneive hy to move me Sp 
6532 75693 count athe 1 tates aie deonr 
1 2 4 5 oO 4 | | “let ‘wt analyse your product ef gn 
65256 9430 retest ee Pl cer Bl mS 
mit year sales-test plan for considera- 
a 5 R "7- 2 ~ RADI tion; sample plan starts 50 new companies 
j g 9 7 Q 3 e wLw WOoRLD every month . . . many of which sew do 
% 5 2 4 ” o —- ¢* from — te more than $124 million 
. “Send data to our Merchand 
m 1002 Sales Offles: New York, Cincinnati, Chicago pieswer Sees Kies Dont, Al 
' = a F Sales Representatives: yac Spot Sales: Detroit, Los Angeles, San Francisco North Dearborn Screet, Chicage 10, Mm. 
96325 Bomar Lowrance & Associates, Inc., Charlotte, Atianta, Dallas........ Crosley Broadcasting Corporation, a division of je JS 
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© YOUR TV SPOTS REQUIRE EYE- 
CATCHING MOTION ON A CONSERVATIVE 
SUBGET, TRY STOP MOTION FILMS! 
Much. much lower in cest than full animation (which 
we also do for the heavier budget), Stop Motion gives 
IMPACT to your TV sales message at LOW COST 
Write us today for Sample Reel 


CHICAGO, aL 
1323 &. WABASH 
. 

MEW YORK, N.Y. 
241 W. 44th S*. 


Rockwell Boosts Two 

Byron E. Coon, formerly man- 
ager of sales promotion and mer- 
chandising, has been appointed 
general sales manager of the Delta 
Power Tool division of Rockwell 
Mfg. Co., Pittsburgh. At the same 
time, Irving G. Meyer, an assistant 
to the vp, was named sales man- 
ager and product manager, Delta 
Homecraft. Both are new positions. 


Lazy Ike Appoints Agency 
Lynch, Hart & Stockton Adver- 
tising Co., St. Louis, has been ap- 
pointed to handle advertising for 
Kautzky’s Lazy Ike Co., Fort 


Dodge, Ia., manufacturer of Lazy 
Ike fishing lure. The appointment 
is effective Jan. 1. National out- 
door magazines and trade papers 
will be used. 


Rosen Gets Seville Hotel 

Leo Jay Rosen Associates, Mi- 
ami, has been appointed agency 
for the Seville Hotel, Miami Beach. 
The hotel claims to be Florida’s 
largest resort advertiser with an 
annual budget of over $100,000 ex- 
clusively for northern newspapers, 
in addition to a “substantial” bud- 
get for magazines and other me- 
dia. 


. 


Weighty work loads get reduced in jig-time at Superior. And show up as quality jobs, too. 


With modern equipment, a night shop and plenty of personnel, we can and do handle 


an enormous volume of extra and rush work as a matter of 


simple routine. To get the load off your mind... 


...call SUperior 7-7070 


or wo 
ae 


LETTERPRESS AND OFFSET PRINTING PLATES ~ SUPERIOR ENGRAVING CO, 215 W. SUPERIOR ST, CHICAGO 10 


Advertising Age, October 1, 1956 


Brown-Forman Hikes 
Spending 15-20% in 
Holiday Ad Effort 


LovutsviLtte, Sept. 25—Brown- 
Forman Distillers Corp., which 
recently bought out the Jack Dan- 
iel Distillery, Lynchburg, Tenn. 
(AA, Sept. 3), and Joseph Gar- 
neau Co., New York importer of 
Usher’s scotch and several French, 
Spanish and German wines (AA, 
Aug. 27), is stepping up its ad- 
vertising program by between 
15% and 20% to promote holiday 
packages of its Old Forester bond- 
ed and Early Times straight bour- 
bon whiskies. 

B-F advertising will break in 
October in nine magazines (Eb- 
ony, Gourmet, Holiday, Life, Look, 
Newsweek, Sports Illustrated, 
Time and Town & Country) and 
in 300 newspapers, featuring the 
company’s new Old Forester gift 
decanter and a variety of gift 
packs for Early Times. In addi- 
tion, virtually all liquor trade pa- 
pers will be used. 


® Because the purchase of Jack 
Daniel and Garneau occurred so 
recently, no program is planned 
this year for those lines by the 
parent company. Each of the ac- 
quired companies, however, will 
feature holiday packaging inde- 
pendently. 

The new packages in the B-F 
line were designed specially by 
Raymond Loewy Associates. Sev- 
eral of the new packages are 
adaptable for use as table lamps. 

Extensive point of purchase ad- 
vertising will be used to support 
the media schedule. 

Ruthrauff & Ryan is the agency. 


Publishes ‘Functional 
Newspaper Design’ 

A new book, “Functional News- 
paper Design,” has just been pub- 
lished by Harper & Bros. Although F] 
it is written primarily for the f 
“working newspaper man,” almost ~ 
anyone working in allied business- 
es, including advertising, might 
find it of interest. 

Chapter headings range from 
“The Functions of a Newspaper” 
to information about type, layout 
of various sections, and “How 
Shall We Redesign Our Paper?” 
The book was written by Edmund 
C. Arnold, editor of “Linotype 
News,” a house organ of Mergen- 
thaler Linotype Co. The 340-page 
book sells for $7.50. 


Wisconsin Ad Group Elects 
Kenneth E. Davis, general ad- 
vertising manager of the Appleton 
Post-Crescent, has been elected 
president of the Wisconsin News- 
paper Advertising Managers’ Assn. 
Other officers elected are William 
Scrivner, advertising manager, 
Madison Newspapers Inc., secre- 
tary-treasurer, and Ted Tollefson, 
ad manager, Wausau Record-Her- 
ald, Ward Cropley, classified ad 
manager, Kenosha News, and Da- 
vid A. Lindsey, general ad man- 
ager, Janesville Gazette, vps. 


TizProducts Moves Oftice 

Tiz-Products Inc., a division of 
M. Pier Co., has moved its execu- 
tive and sales offices from Crystal 
Lake, IIL, to the Professional Bldg., 
Sunrise Center, Fort Lauderdale, 
Fla., effective Oct. 1. Factory and 
production operations for the man- 
ufacture of Tiz-Mist rinses and 
Tiz-Whyte 'n Grey hair dressing 
will remain in Crystal Lake. 


Mathieson Promotes Smith 
Robert S. Smith has been ap- 
pointed market development man- 
ager of the forest products division 
of Olin Mathieson Chemical Corp., 
New York. Mr. Smith, formerly on 
the sales staff of the division, will 
be in charge of all advertising and 
sales promotion. 
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ADVERTISEMENT 


Study Throws 


New Light On 


How Building Industry Buys 


An overall anaylsis of all the 
individual building market studies 
conducted by Practical Builder in 
recent years reveals many guides 
to s¥lling in this fast-changing 
field. The editors and research 
staff involved in this analysis be- 
lieve their findings add up to the 
most up-to-date “rules of the 
road” available for everyone sell- 
ing in the huge Light Construc- 
tion marketplace. 


Rule 1—Sell the Builder 


Out of the many purchasing 
studies, one common denominator 
continuously stands out—it’s the 
builder who buys. Many kinds of 
businessmen and _ professionals 
“have a hand in” building, of 
course. Indeed, even a small 
builder will collaborate with other 
factors . . . such as with a dealer 
to discuss the relative merits of 
one type of product vs. another; or 
with a banker to arrange the fi- 
nancing on the job, etc. But it is 
the builder who puts the price on 
the job and has the “start-to-fin- 
ish” responsibility, whether he is 
building speculatively or on con- 
tract. 

It should be obvious therefore 
that the builder retains tight con- 
trol over the purchase of materials 
and equipment. The reasons for 
this are simple: materials and 
products used bear heavily on the 
price at which the builder bids 
or sells; and the products he uses 
are a key merchandising feature. 
Regardless of the size of his op- 
eration, the one business area in 
which the builder must be an ex- 
pert is in building product knowl- 
edge—the technical aspect of 
building. As one builder puts it, 
“I’m the one who must make a 
profit . . . nobody else I deal with 
is directly concerned with this 
problem.” 


Rule 2—Sell All the Builders— 
All the Time 


Through periodic “who builds 
what” Practical Builder surveys 
over the last decade, it is clearly 
apparent that something in excess 
of 100,000 professional building 
men undertake the vast bulk of 
new home, modernization, light 
commercial and community con- 
struction that makes up Light 
Construction. There is some spe- 
cialization in modernizing work, 
more in new residential building. 
But the response seen most often 
to PB building activity question- 
naires runs more like this. . . “10- 
15 new homes, ft motel, 2 garages, 
10 modernization jobs.” The key 
marketing fact here is that all 
this work uses substantially the 
same wide range of building prod- 
ucts . . . the same equipment— 
materials—tools. 

Another important thing to take 
into account is the year-to-year 
change in the relative sales im- 
portance of individual builders. 
This “shifting sales target” is at 
the bottom of much of the con- 
fusion surrounding the market. 
For example, a 1953 study showed 
that 9.7% of PB builders built no 
new homes at all in that year. 
However, this group did a remod- 
eling or light commercial dollar 
volume of business which ranked 
them as highly important sales 
targets. An example of another 
form of this was revealed in a PB 
builder survey just completed. A 
Washington, D. C., area builder re- 
ported building only 5 homes dur- 
ing 1955—but also noted that he is 
currently developing land, and 
next year will commence building 
at a rate of several hundred homes 
annually. No builder builds at a 
continuous rate of “x” homes per 
month; few will build even ap- 


proximately the same number of 
homes next year that they are 
building this year; many, because 
of their local markets, will shift 
either to or from new home build- 
ing to or from other types of Light 
Construction. All, however, are in 
effect always in the market—from 
the point-of-view of getting build- 
ing materials sold. 


Rule 3—Sell Where the 
Market Is 

The new Practical Builder (and 
Building Supply News) editorial 
and promotion campaign designed 
to “Make Modernization Pay Off 
... At the Production Level” has 
brought new information to light 
showing the “everywhere” nature 
of Light Construction. This cam- 


paign, which ties in with the re- 
cently launched U. S. Chamber of 
Commerce “Operation Home Im- 
provement” promotion, is aimed 
primarily where the concentration 
of owner occupied homes is high- 
est. 71% of these are in places of 
50,000 or less—some being in, but 
most located outside, Standard 
Metropolitan Areas. 

Excepting the comparatively 
few builders who do new home 
building exclusively, Moderniza- 
tion is a segment of Light Con- 
struction handled by the same 
builders who do the bulk of new 
home building. Too, Moderniza- 
tion sales volume today rivals 
sales of new homes. Modernization 
sales are almost entirely controlled 
by the local building material 
dealer and the local builder. In 
other words, like other types of 
Light Construction, Modernization 
is made up of a large number of 
small pieces. And since there is no 
way of singling out only those 
builders who are “up” in any 


ADVERTISEMENT 


given year, the building products 
manufacturer must beam his pro- 
motion and sales efforts to a wide 
audience of the most aggressive 
building material 


the retail building material dealer 
and his builder customers are 
separate and distinct sales targets. 
Only 5.6% of dealers, according to 
a new Building Supply News sur- 
vey, actually maintain a staff of 
contractors—a clear indication 
that dealers do not want to be 
directly concerned with the build- 
er’s installation, labor and other 
problems, except in the sense of 
merchandising follow-through. 
The “everywhere” characteristic 
of Light Construction brings one 
more point about selling dealers 
and builders clearly into focus. 
These building professionals—who 
serve all metropolitan and rural 
markets—are reached most effec- 
tively through their trade papers. 
Other media reaches no more than 


dealers and) 
builders. It should be remembered, | 
Practical Builder editors add, that | 
| bring these professionals the “know 


a portion of them. In short, the 
manufacturers who are selling the 
industry best seek to reach all the 
local builders and dealers who con- 
trol the great bulk of the entire 
Light Construction market-— 
through the trade papers that 


how” they must have. 


New Study Available 

Nearly 1000 buiiding product 
advertisers and their key agency 
personnel recently heard Jim 
Lange, Executive Editor of Prac- 
tical Builder, and Sid Hoganson, 
Research Director, Industrial Pub- 
lications, Inc., describe selling con- 
ditions in today’s $40 billion 
builder market at meetings in 
major cities across the nation. 

For your copy of an illustrated 
booklet, “$40 Billion,” based on 
the talks given by Lange and 
Hoganson, write today to: Re- 
search Department, Industrial 
Publications, Inc., 5 South Wa- 
bash, Chicago 3, Ill. 


A shifting target! That’s the light construction industry! It’s never in a 


state of fix; always in a state of flux. It changes complexion and characteristics 
Srom year to year. The man who built 54 houses last year may build only 12 houses — 


this year... plus a factory, a store and his remodeling jobs. The man who last year did 


only modernizing work may this year build 14 houses, a bowling alley and 


other light commercial or industrial jobs. And you find building 
where you find people: in big towns, small towns and in-between. 
There, too, is where you find builders. How do you reach this 
shifting target? Through the magazine that hits these builders 
where they live... PYattical|builder 74. magazine 
that, for 20 years, has s 
The one trade magazine in 


1d one bull’s-eye 


after another. 


-..0f the light construction industry 


SINDUSTRIAL PUBLICATIONS, INC., CHICAGO 3: 
Publishers of Practical Builder, Building Supply News, 

Building Material Merchant and Wholesaler, Ceramic Industry, 
Brick and Clay Record and Masonry Building. 
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Pittsburgh BBDO Adds One 

_ Batten, Barton, Durstine & Os- 
born, Pittsburgh, has been ap- 
pointed to handle advertising for 
Federal. Enameling & Stamping 
Co., McKees Rock, Pa., manufac- 
turer of enamel housewares. 
D’Arcy Advertising Co., Cleveland, 
resigned the account Sept. 1. 


Tupelo Paper Goes Daily 

The Tupelo-Lee County Tribune, 
Tupelo, Miss., will begin publica- 
tion as an afternoon daily on Oct. 
1. The paper will be called the 


Lebrecht Joins Levine 
Ilse Lebrecht, formerly adver- | 
tising manager of David Traum) 


No Changes Seen in 
Inc., has joined Mervin & jae Visking Management 
Levine, New York, as an account| After Carbide Buy 


'executive. At the same time, Safian 

|Inc., dress manufacturer, appointed) New York, Sept. 25—It is too 

the Levine agency to handle its|early to say whether or not there 
will be any advertising change if 


advertising. 
and when Union Carbide & Carbon 
Launches Radio and TV Push (©°rP- acquires the Visking Corp., 


Manischewitz Wine Co., Brook-|@ spokesman of the former told 
lyn, N. Y., will launch a new radio | AA. 
and tv spot campaign Oct. 1 on 300) Union Carbide has agreed to ac- 
stations in 100 markets. Emil Mo- | quire all the business and assets 
gul Co., New York, is the agency.|of Visking, if stockholders of the 


COOPERATION — 


Tupelo Daily Tribune. 


Mawazi 
Sales,® actual sales, Sead on 
the average of several issues, 


at newsstands catering pri- 
marily to student traffic at 
Duxe Untversity. Figures 
taken directly from the local 
magazine wholesaler’s records. 


COMPARATIVE 
AVERAGE SALES 
PER ISSUE 


PLAYBOY 


True 
Esquire 
Collier's 
Time 
Sports Ill. 
Holiday 


THE COLLEGE MARKET IS YOURS WITH PLAYBOY 


latter agree to take one share of 
Union Carbide for each two and 
one-half shares of Visking stock- 
holders, who are expected to meet 
within 60 days. 

Visking is a leading maker of 
sausage and meat casings made 
from cellulose. It also is a major 
fabricator of polyethylene plastic 
film used for containers, aprons 


paneer of polyethylene resin in the 
country. 

Visking was founded in 1925 and 
has plants in Chicago; Terre 
Haute; Centerville, Cal.; Fleming- 
ton, N.J., and in Canada. It has 
| total assets of $30,000,000. Sales in 

1955 were $57,000,000, against $45,- 
| 000,900 in ’54. Earnings were $5,- 
| 078,558, equal to $2.35 a share on 
| 2,161,122 shares in °55, against 


calls on over 


Raleigh market 
ter hours—both 


can overlook a 


He's YOUR best Salesman in the Tar Heel 
State—WTVD—NBC and ABC for the Durham- 
Raleigh Market. 


How good a salesman is he? Why, every day he 


70%, of all the homes in the 


Durham-Raleigh market—more than any other 
station. No other SINGLE medium in the mar- 
ket can offer you such dominant coverage. 


And do they like him? ARB says they love him. 
Semi-annual ratings continually prove this fact— 
WTVD leads all other stations in the Durham- 


in three out of every four quar- 
Class A and B time. 


So if you're buying Durham-Raleigh—and who 


market with $2.1 BILLION in 


buying power—call on the Man with the Black 
Tar Heels. Your Petry man will introduce you. 


WTVD 


CHANNEL ELEVEN 


NBC - ABC for Durham-Raleigh 


Call Edward PETRY & CO. 


En famille, 


Even the poodle 
gets into the fam- 
ily hair-washing 
deal in this 
French ad. The 
page promoting 
Dop (pour Papa, 
pour Maman et 
bebe, and pour 


Sat. Eve. Post and rain coats. As such, Visking is . 

Sil probably the leading customer of “ EAE les enfants) ap- 
: Union Carbide’s Bakelite division, = x SS peared in Jours 
Life which is the largest single pro-| = |..a0%..| St de France, Aug. 4. 


$3,623,381, or $1.68 a share, in 54. 


= In '55 Visking spent $154,825 in 
magazine advertising. During the 
first six months of ’56, according 
to Leading National Advertisers, 
the company spent $86,156 in mag- 
azine advertising. Weiss & Geller, 
Chicago, handles the company’s 
meat casings account, and C. Wen- 
del Muench & Co., Little Rock, 
Ark., handles its advertising for 
non-woven fabrics. 

Union Carbide had total sales of 
$1,187,000,000 in °55 and earned 
$4.83 a share on 29,126,619 shares 
of stock. 

In ’55, the Bakelite division 
(polyethylene plastics) spent 
$478,580 in advertising. Of this, 
$395,434 went into general maga- 
zines, $53,076 into farm papers and 
$30,070 into newspaper sections. 
During the first six months of '56, 
it spent $183,315, of which $98,235 
went into general magazines and 
$85,080 into farm papers. J. M. 
Mathes Inc. is Bakelite’s agency. 


= Industry sources here believe 
that the deal will go through and 
that Visking will be continued as 
an independent unit of Union Car- 
bide with no important change in 
management. 

The acquisition would mark the 
entrance of Union Carbide into the 


polyethylene film field. Up to now 
| it has produced only the raw mate- 
rials used in making the film. 


Byer & Bowman Adds One 

Byer & Bowman Advertising 
Agency, Columbus, has been ap- 
pointed to handle advertising and 
public relations for the Ohio Elec- 
tric Utility Institute, Columbus. 
The Institute includes the eight 
privately-owned electric compa- 
nies operating in the state. 


Stahlka Joins Hoffman 

Clayton A. Stahlka, formerly di- 
rector of advertising and sales pro- 
motion of Morrison Steel Products, 
Buffalo, has been appointed vp, 
sales and promotion, a new post, 
of Harry Hoffman & Sons, Buffalo 
printers. 


C&W Promotes Ad Week 

Cunningham & Walsh, New 
York, will serve as task force 
agency for the promotion of Ad- 
vertising Week, Feb. 10-16, spon- 
sored by the Advertising Federa- 
tion of America. 


Y&R Moves S. F. Office 

Young & Rubicam has moved its 
San Francisco office to 120 Mont- 
gomery St. 


fine. 


visual idea. 


masterful 


execution, 


compelling copy, 
pulling publications, 


demand, as final 


assurance 


of success, 


fine photoengravings by 
COLLINS, MILLER & HUTCHINGS 


letterpress—gracure 
aT 
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Thirteen times as many Sunset 
families go to Hawaii, for exam- 
ple, as other Westerners — and 
more Westerners visit there than 
anyone else. More Westerners than anyone else 
tour the Far East, too. And California — where 
Sunset has long been established as the guide to 
living —is second only to New York in travelers 
to Europe. 

Sunset has been a powerful catalyst in speed- 
ing the travel pulse of Westerners. For in every 
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Beginning of another adventure for a Sunset fully, who seem to ‘pas 


a taste for travel as they explore the varied wonders of the West.. 


issue Sunset gives Westerners the most accurate 
and complete travel service available to them in 
any magazine — and Sunset has been doing so 
for over a quarter of a century. Sunset stories 
have swamped many a vacation land, both in 
and beyond the West, and travel advertisers in 
Sunset have often been overwhelmed by the rich- 
ness of response. 

Sunset is guided by the principle that explor- 
ation of new places, near home and abroad, is 
one of life’s most rewarding opportunities. And 


Westerners who travel most 


most often travel via Sunset 


as Sunset helps Westerners explore the wonders 
of the West, so Sunset stirs their desire to wander 
farther afield. And they go. 

As exponents of good living, Sunset families 
want and can afford the weekend jaunts and the 
weeks-long journeys. Sunset tempts them to both. 
And they go year ’round—for business and for 
pleasure with the family. — 

If you have products or services that can con- 
tribute to the life these families enjoy — Sunset is 
your magazine. 


LANE PUBLISHING CO. Pubs of Saat Mgasing end Sunset Books 
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Remember, when markets are women, their differences are even 
more important to you. 


The TRUE STORY audience is a distinctively different one. It's ... 


DIFFERENT in Age 


It’s younger. Median age of True Story women readers is 28- some 
8 to 12 years younger than service or weekly magazine readers. 


DIFFERENT in Outlook 


It's social forms and customs are based on Wage-Town’s different 
social attitudes and values. True Story readers have little interest 


in ‘white-collar’ ways of living ... little desire to keep up with the 
‘white-collar’ Joneses. 


DIFFERENT in Market Potential 


Mostly Wage Earners, True Story families have more ‘loose money’ 
to spend. (The average Wage Earner family has about $3,000 per 
year to spend, over and above fixed expenses.) 


Sources: Kemp; SRDS; Starch, Nov. 1955; Macfadden Publications 
Department of Marketing and Research 


Social Research. inc. 
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DIFFERENT in Reading Preference 


of TRUE STORY’s primary households are not reached =, 

76 Y by any of the four women’s service magazines, or by ‘ 
0 all of them combined! 3 

of TRUE STORY’s primary households are not reached : 

7 5 Y by any of the four big weeklies or bi-weeklies, or by 
0 all of them combined! 


In TRUE STORY, you can put your money where your market is! 


AN OUTSTANDING OPPORTUNITY TO INCREASE 
YOUR COVERAGE IN THIS DIFFERENT MARKET... 


The ‘true-type’ magazines have enormous—and virtually exclusive 
— influence in Wage-Town. 


i 


4,000,000 circulation is available in the four-magazine 
True Story FAMILY BEHAVIOR GROUP 


(TRUE STORY © TRUE ROMANCE e TRUE EXPERIENCE © TRUE LOVE STORIES) 
and... 


of True Story FAMILY BEHAVIOR GROUP households are 


7 7 Y not reached by any of the four women’s service maga- 


zines, or by all of them combined! : 


four major weeklies or bi-weeklies! 


7 j Y of those homes are not reached by any, or all, of the 
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$568,200 Magazine 
Drive Will Promote 
Air Express in ‘57 


Houston, Sept. 25—The nation’s 
airlines voted an increased budget 
of $568,200 for 1957 advertising of 
air express. 

Approval of the increase came 
‘at the semi-annual meeting last 
week of the Traffic Committeé for 
Air Express and the cargo advi- 
sory board of the Air Transport 
Assn. 

The 1956 budget is $530,230. 
‘Most of the $38,000 increase goes 
|for “cost of living” increases in 
|the rates of publications in which 
the airlines and the express agency 
plan to advertise air express, ex- 
plained James Cobb, chairman of 
the advertising subcommittee. Mr. 
Cobb is assistant vp and director 
of advertising of American Air- 
lines. 

The air express advertising pro- 
gram calls for use of five consum- 
er and 15 trade publications. The | 
consumer publications are to get. 
$314,720 in advertising expendi-_| 
tures, up from $291,790 last year. 
The trade publications are to re-| Four A’s Region Plans 
ceive $94,959, compared to $91,788.|Convention Oct. 7-10 
The 19th annual convention o 
® Direct mail my ee te are to the western region of the Ameri- 
be $91,100; $20,000 is allocated for can Assn. of Advertising Agencies. 
sales aids, and $6,600 for window will be held at the Hotel del Cor-| ‘Mackey Joins SSC&B 
displays. ‘onado, Coronado, Cal., Oct. 7-10.| Willard Mackey, formerly with 

Said Mr. Cobb to the traffic According to plans, the meeting General Foods, has joined Sulli- 
committee members: “Our sched- will feature a personnel workshop, Van, Stauffer, Colwell & Bayles, 
ule in a carefully selected list of an industry relations panel and a New York, as an account execu- 
business and trade publications | “let’s-look-at-ourselves” session tive. 
calls for a minimum exposure of | conducted by advertisers. 
at least once a month, supplement-| Among the scheduled speakers 
ed by timely promotions to a hard are Frederic R. Gamble, Four A’s 
core list of 180,000 customers and president; J. Davis Danforth, Bat- 
prospects through the medium often, Barton, Durstine & Osborn; 
direct mail and through other ave- | Harry Harding, Young & Rubicam; 
nues of distributions.” Emerson Foote, McCann-Erickson; 

Competition for the shipping Robert D. Holbrook, Compton Ad- 

ollars is more pronounced than | vertising; Charles H. Brewer, 
ever before, Mr. Cobb said. His) BBDO, and John H. Tinker, Mc- | 
subcommittee feels that air ex-|Cann-Erickson. 
press service and its advantages 

must be kept in front of all in-| Tintex Gets Radio Push 


"If Peg Zwecker 


says it's a hat 


a» eS & hatl 


THE GOOD OLD DAYS—According to the publicity man, her name is 

Miss Oola, and she’s the society editor of the “Dinosaur Press.” 

Rolling off the press is one of the latest editions, put out by pub- 

lisher Alley Oop. It’s all by way of introducing the public to the 

latest products of R. Hoe & Co., press manufacturer. Oop cartoons 

are being used in the current advertising series. G. M. Basford Co. 
is the agency. 


|el advertising and merchandising 
|in the U.S. for British Railways, 

t New York. Caples Co. formerly 
‘handled the account. 


know the 
Pittsburgh 


Pop enjoys popping off about Mom’s new 
hat, but he invariably ends up by parad- 
ing her proudly down the Avenue. 
Thanks to Peg Zwecker's fashion writing 
in the Chicago Daily News, Mom always 
rates admiring glances. A lot of them 
bounce off onto Pop, obviously her Good 
Provider. Alert advertisers know how 
profitable it is to be aided and abetted 
by Peg Zwecker's authoritative pronun- 
ciamentos. Look at the record, and you'll 
understand the potent power of the 
Daily News Fashion pages. They get thor- 
oughiy read and thoroughly absorbed 
in 600,000 homes a day because... 


The CHICAGO DAILY NEWS 
HITS HOME 


fluences concerned with shipping. 

The program approved by the 
carriers and express agency men 
provides for a continuation of the 
air express advertising message in 
substantially the same format as 
in the past. 


8 Publications programmed in- 
clude American Machinist, Apver- 
TISING AGE, Box Office, Broadcast- 
ing & Telecasting, Business Week, 
Department Store Economist, Drug 
Trade News, Electronics, Factory 
Management, Industrial Distribu- 
tion, Motor, Motor Age, Nation’s 
Business, Newsweek, Purchasing, 
Sales Management, Time, Traffic 
World, U. S. News & World Re- 
port and Women’s Wear Daily. 

Shipments of air express for 
1956 are expected to run about 
5,709,000, 10% in number ahead 
of last year. For 1957, the air- 
lines and Railway Express Agency 
expect a smaller increase, to 5,- 
941,000 shipments. 

Revenue for 1956 is expected to 
hit $43,258,000, a $3,000,000 in- 
crease over 55. In 1957 a $2,000,- 
000 increase in air express, to 
$45,100,000, is expected. 


Dexheimer Joins KFXM 

Phil Dexheimer, formerly ac- 
count executive of KBIG, Catalina, 
has become genera] manager and 
part owner of KFXM, San Ber- 
nardino. The station was recently 
bought by Ben Paschall, Howard 
Tullis and John Hearne, subject to 
Federal Communications Commis- 
sion approval. 


Russell Joins M. E. Collins 
Robert E. Russell, formerly 
managing director of Home Main- 
tenance & Improvement, and man- 
aging editor of American Lumber- 
man, has been appointed director 
of product merchandising of Mau- 
rice E. Collins Organization, Chi- 


cago public relations company. 


Park & Tilford, New York, has) 
launched a major fall campaign 
for Tintex with participations on| 
two ABC Radio shows, “When a) 
Girl Marries” and “Whispering 
Streets,” plus minute spots on 80 
stations. Time for Tintex was 
bought through Emil Mogul Co. 


Victor Bennett Adds One | 
Victor A. Bennett Co., New York, | 
has been appointed to handle trav-' 


market ... 


Panel of 2,000 
Pittsburgh families available for: 
© Promotion Penetration Studies 
© Blind Product Tests 
© Opinion Surveys 


Market Survey Bureau 
2 GATEWAY CENTER, PITTSBURGH 22. Pa. 
court 1-0220 


REMEMBER... 
when you’re 
placing 
g automotive 
dis adver- 


- CANTON © 
1S A BIGGER s 
AUTOMOTIVE MARKET yy 

a oY 
UTH BEND 


THE ONLY 


A Brush-Moore Newspaper 
represented nationally by 
Story, Brooks & Finley 
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America’s Best Read Advertising 


STARCH READERSHIP SCORES 


isin TV GUIDE... 


ELECTRONIC LIGHT METER recently testedtwo SERVICE TECHNICIAN installs a new “100 
TV sets equipped with ordinary tubes, with Series” G-E Aluminized Tube—tests receiv- 
studio camera focused on sti mee for ingtubes,replaces weak ones with G-E. Light 
uniformity. Proved up to 60% of brightness aoe ey 3-year-old set outperforms 


Noted Seen-Associated Read Most 


Women 23 21 9 and 50% of contrast lost on 1953 TV set. with non-aluminized picture tube. 
wal - me - GET 56 PERFORMANCE IN YOUR OLD TV 
with this special tube and tune-up offer! 


Periodically, weak tubes and parts his money-saving Tune-Up Special. 
need replacing to restore your TV to Remember, G-E Aluminized Picture 
peak condition. No matter what make Tubes and Service-Designed Receiv- 
TV you own your service technician ing Tubes cost no more than ordinary 
can bring it up to "S6 performance brands. General Electric Company, 
with new General Electric Tubes and 


LOOK FOR THE RED SEAL—SYMBOL OF QUALITY 
Insist on a G-E Aluminized Picture Tube Ask for G-E Service-Designed Receiving 
for “Daylight Power” viewing—shades up Tubes ject companions for G-E Pict 
by day— lights on at night. red seal is Tubes. Together, they give TV's most per- 
your guarantee of finest in picture quality. _ fect sight and sound system at no extra cost. 


Progress ts Our Most Important Product 
GENERAL @ ELECTRIC 


And, TV GUIDE is an ideal advertising medium for food, for 
drug store products ... any product for which the family is 

the primary buying unit. Look at the current issue for examples 
of what you can do with advertising in TV GUIDE. 


America’s Television Magazine... 
Weekly Circulation 4,000,000 


National Advertising Office: 400 N. Broad St., Phila. 1, Pa., Phone: Rittenhouse 6-1600 . . . Adver- 
tising Offices in 30 cities including: New York, 625 Madison Ave., TEmpleton 8-4700 . . . Chicago, 
6 N. Michigan Ave., RAndolph 6-9470 . . . Los Angeles, 6277 Selma Ave., HOllywood 5-2103., 


a 


This General Electric ad was remembered by nearly one-fourth 
of the 10,000,000 primary readers of TV GUIDE’s May 5 issve. 


Of course, the TV GUIDE audience is ideal for appliance 
manufacturers. It represents 4,000,000 television families. 
It is essentially a family audience, a home audience. 
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value. 
Editorial 
Eminence? 


Therein lies the true value of 
Postgraduate Medicine. 
For today’s progressive doctors 
recognize the authority 
behind such eminent leaders as 
Drs. Crile, Jr., Cattell, Cole and 
Livingston*—all of whom have 
elected to present their latest 

; findings in the current issues of 

_ Postgraduate Medicine. 


Is it any wonder over 30,000 
doctors—the doctors who read 
Postgraduate Medicine 
by choice—do so for better 
patient management. They know 
that only the new, proven, 
clinically tested developments of 
practical value appear 
in its pages. 
When you advertise in 
Postgraduate Medicine 
you can be sure your message 
is delivered with greater 
authority to these influential 
Va and alert practicing physicians 
V Beate. lay —your busy doctors. 
ne) eee *Dr. George Crile, Jr., Cleveland Clinic; 
Dr. Richard B. Cattell, Lahey Clinic, Boston; 
* Dr. Warren H. Cole, Professor of Surgery and 
7s er Head of the Department, University of lllinois 
~ College of Medicine, Chicago; and Dr. Samuel 
: , Livingston, The Johns Hopkins University 
School of Medicine and the Epilepsy Clinic, 
The Johns Hopki BZ. pu l, Balt . 


Postgraduate Medicine 


DR.CHARLES W.MAYO 
Editor-in-Chief 


For Better Patient Management 


30, 345... rain ABC 


i Publisher's Statement 6 months ending June 30, 1956 as filed with ADC, subject to audit 


Andrew Haire, 75, 
Builder of Business 
Paper Empire, Dies 


New York, Sept. 25—Andrew J. 
Haire Sr., 75, board chairman and 
a founder of Haire Publishing Co., 
publisher of 12 business papers 
and 18 directories, died yesterday 
at his summer residence, the West- 
chester Country Club, Rye, N. Y. 

Born in Brooklyn, of a family 
of three generations of Irish dry 
goods merchants, 

Mr. Haire grew 
up in Allentown, 
Pa., where his 
father had be- 
come a pioneer 
chain store op- 
erator. Later the 
family moved to 
Derby, Conn. Mr. 
Haire was grad- 


uated from Cor- 
nell University 
in 1905 with de- “ 7 Maire Sr. 
grees in both mechanical and elec- 
trical engineering. 

But the early experience be- 
tween school semesters as a clerk 
in their father’s stores induced Mr. 
Haire and his brother Alphonsus 
P. Haire, who died in 1924, to 
launch a retail business paper, 
Dress Essentials (now Handbags & 
Accessories) in 1910. The company 
has grown from one paper and a 
staff of four, to 12 monthlies and 
18 annual and semi-annual direc- 
tories and a staff of over 200 em- 
ployes. 


s Mr. Haire pioneered in policies 
of specialization and paid circula- 
tion in the business paper field. In 
1932 the company expanded its op- 
erations beyond fashion merchan- 
dising and entered the home fur- 
nishings field. 

A firm believer in trade unity, 
Mr. Haire helped to organize 


many associations in the publish- 
ing and merchandising fields. For | 
many years he was a prominent) 
speaker at conventions and trade | 
gatherings. During NRA days, he} 
was a member of the advisory | 
committee for the notions industry. 

While president of the Advertis- 
ing Club of New York (1948-| 
1950), he established the club’s 
Hall of Fame, which presents 
plaques of achievement to prom- 
inent people. While president of 
the Associated Business Publica- 
tions, which he headed in 1948- 
1949, Mr. Haire and the late J. K. 
Lasser collaborated in persuading 
New York University to establish 
its course in the practice of busi- 
ness paper publishing. 

A prominent Catholic layman, 
he held the titles of Knight of 
Malta and Cavalier Magistrale, 
and he was a director of the Dio- 
cesan Service Corp. of the Archdi- 
ocese of New York. 


@ Mr. Haire was a former director 
of the Advertising Federation of 
America, Magazine Publishers 
Assn. and the Advertising Council. 
He was a former president of the 
National Notion Assn., and a char- 
ter member of the Notion Round 
Table. He was active in many phil- 
anthropic organizations and a col- 
lector of books on merchandising. 

His two sons, Thomas Brett 
Haire and Andrew J. Haire Jr., 
are president and executive vp and 
treasurer, respectively, of the 
Haire Publishing Co. 


CHARLES H. BENNETT 

Detroit, Sept. 25—Charles H. 
Bennett, 93, president of Daisy 
Mfg. Co., Plymouth, Mich., maker 
of air rifles, died Sept. 17. He 
started his career as a salesman for 
the Plymouth Iron Mill Co., owned 
by his father. 

A workman in the factory de- 
veloped the air rifle, which Mr. 
Bennett began to give away on 
sales trips. Later, Daisy BB-guns 
became so popular that in 1888 


they became the company’s only 
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product. Mr. Bennett had been! his own advertising agency about 
company president since 1912. | 30 years ago. 

Mr. Bennett was one of the first | 
12 investors in the Ford Motor Co. 
He purchased 50 shares of Ford|7 99 now planning 
stock in 1904 for $5,000 but sold it home provemen 
three years later for $35,000 be- im ve ts 
cause he opposed a change in the|§ Your advertising dollar gets full 
"ae ented — ‘alien a value in Home Craftsman. 92 % 
Beno Pre en a buy 49% of Home Craftsman's practical 
of the company. He did not buy a readers now planning addi- 
Ford, but he finally consented to|y tional playroom, bedroom, 
buy 50 shares of the company’s bath, carport and other im- 

provements will do their own 


stock. 
work and buy the tools, hard- 


LOUIS A. ROSEN ware, and other materials. Get 
New York, Sept. 25—Louis A. the eye-opening facts about 
Rosen, 52, president of Louis A.|§ this growing market of repeat 
Rosen Advertising Agency, died customers. 
Sept. 18 of a heart attack as he 
left his office at 175 E. Broadway. 
A specialist in foreign language 
newspaper advertising, Mr. Rosen 115 Worth St. 
was born here and during his | 
early career was an advertising| 
salesman for several foreign lan- 
guage newspapers. He organized 


‘Ad Age is a 
fascinating adventure” 


Writes Elizabeth Hallman, Supervisor, Offset 
Printing, National Gypsum Company, Buffalo: 


“Advertising Age impresses me as being an ‘adventure’ 
magazine because it relates the great and fascinating ad- 
venture of American business and enterprise. 


“I find AA’s contents so comprehensive that it takes more 
than just a cursory examination to appreciate it fully. I 
have found it more advisable to have my copy delivered to 
my home where I can read it at my leisure, thereby taking 
full advantage of its many helpful and timely features.” 


Are you taking full advantage of Advertising Age? Do 
you have time at your office for only a cursory exami- 
nation? Take a tip from Miss Hallman—and have AA 
sent to your home. Mail the coupon—NOW. 


FREE HANDBOOK 


ADVERTISING AGE, Dept. 820, 200 East Illinois Street, Chicago 11, Il. 


Please enter my 1-year (52 issues) subscription to Advertising 
Age at the regular $3 rate and send me FREE a copy of POINT 
OF SALE REPORT BY LEADING ADVERTISERS. 


My Name 
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“The Mountaineer” 
DOUBLES Capacity Record of Any 
Previous Strip Mining Shovel 


Meet “The Mountaineer’ 


At its Georgetown #12 strip mine, Hanna Coal 
Division of Pittsburgh Consolidation needed to remove 
overburden up to 90 feet in depth to get at coal re- 
serves previously impossible to strip. In handling 
7,200 tons per hour, this 155-foot high monster dou- 
bles the capacity of any previous power shovel. 


oT a Ae RRR 
GEORGE H. LOVE FG gael ng Se eae BE i, 
President 
Pittsburgh Consolidation Coal Co. 


“Many men must share the credit for building 
today’s mammoth earth-moving equipment. In 
the case of our own $2,600,000 machine, design 
engineers at Marion Power Shovel Co., our 
own mining engineers and designers, designers 
and production men of the many companies 
that supplied components for the shovel... all 
played an important part. 

“Whenever industry buys major equipment, 
several thousand people may be involved 
between design and delivery. And just as in the 
coal business, the key men who produce for 
industry are the men who read technical and 
business magazines. I believe it is one of the best 
ways for them to achieve the interchange of 
vitally-needed information that makes their 
work simpler in the long run. It is this 
meeting of minds that moves mountains— 
and creates markets.” 


3,229 Key Men Among Earth-Moving Equipment 


Providing business and industrial leaders with the 
kind of news they need in today’s rapidly-changing 
economy is the job of McGraw-Hill magazines 
Spearheading the McGraw-Hill staff are 485 full- 
time editors — backed by 575 field correspondents 
and 15 strategically-located offices. These men and 
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Makers Subscribe to McGraw-Hill M agazines 


facilities produce 34 magazines bearing the McGraw- 
Hill name on their mastheads. In the sixteen special- 
ized fields and industry functions they serve, over 
a million men subscribe to one or more of these 


magazines. 
Collectively, these subscribers represent a market 


for billions of dollars of products and services each year. 
They are the decision makers...the buying factors your 
selling efforts must reach regularly. You can get to them 
quicker ... more easily ... at lower cost per call... 
with your advertising in the McGraw-Hill magazines 
they read. 
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Your advertisin ¢g teams up u wth 


your sales force to make every 


call more productive 


A signed order is the product of the specialized 
selling skills of your salesmen. But behind every 
order are many men who take part in the final 
decision to buy. 

When you mechanize your selling through the 
use of Business Publication Advertising, you take 
many of the preliminary steps to the ultimate sale. 
You tell your prospects what your product or 


service can do for them. You save time for your 
salesmen by freeing them —at pennies per call — 
of the many preliminary steps along the way to 
an order. They can concentrate more of their time 
in discussing product applications and in closing 
sales. This means every day gains productive min- 
utes — and you help keep the favorable selling 
“climate” that leads to future sales. 
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Hl MORE ADVERTISING HERE MEANS 


McGraw-Hill 


PUBLISHING COMPANY, INC. 
330 West 42nd Street, New York 36,N.Y. (p 


Headquarters for Business Information 
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Advertising Age, October 1, 1956 


U.S. Honors Admen 
for Role in Drives 
for Savings Bonds 


WAsHINGTON, Sept. 25—The Ad- 
vertising Council, eight advertising 
agencies and 14 advertising execu- 
tives were honored last week by 
the Treasury Department for dis- 
tinguished services to the savings 
bond program during the past 15 
years. 

The Advertising Council re- 
ceived the Treasury’s distinguished 
service award for directing cam- 
paigns which resulted in nearly 
$1 billion worth of advertising 
since inception of the effort in 
1941. The award was accepted by 
Council President Theodore S. 
Repplier and was made by Under 
Secretary W. Randolph Burgess 
and John Buckley, national direc- 
tor of the savings bond division. 

An individual citation was given 
Robert R. Mathews, vp of the 
American Express Co., for coor- 
dinating the council’s task force 
since 1954, in the production of ad- 
vertising valued at $50,000,000 an- 
nually. 

Other individuals and agencies 
receiving awards were: 


e Walter Mulhall, G. M. Basford 
Co., gold medallion for directing 
the savings bonds advertising cam- 
paign in business publications since 
1942; Fred C. Poppe, Treasury 
medal for the actual preparation of 
the advertisements since 1953. 


e Fred Vosee, R. Jack Scott Inc., 
Minute Man award for directing 
the radio spot announcement cam- 
paigns for savings bonds since 
1942. 


e Joseph Stone, J. Walter Thomp- 
son Co., silver medallion, account 
executive for savings bonds farm 
campaigns in farm magazines and 
newspapers since 1945; Arnold 
Grisman and Fred Gwynne, Treas- 
ury medals for having prepared 
the advertising since 1955. 


e John Jenks, Schwab & Beatty, 
silver medallion, account execu- 
tive on direct mail and special sav- 
ings bonds promotions since 1948. 


e John Rolfe, Foote, Cone & Bel- 
ding, silver medallion, director of 
savings bonds advertising cam- 
paigns in newspapers and general 
magazines since 1942: John Hus- 
sey and Robert Eck, Treasury 
medals, account executive and 
copy director of these advertising 
campaigns. 


e Kenneth T. Vincent, Campbell- 
Ewald, silver medallion, for di- 
recting the graphics (outdoor and 
car card advertising) savings 
bonds campaigns since 1951. 


e Kenneth Gammage and Fred- 
erick Anderson, McCann-Erick- 
son, Treasury medals, creator- 
writer and account executive 


respectively for television film). 


savings bonds spot announcements 
for many years. 


e Constance Reid, Compton Ad- 
vertising, Treasury medal, for 
preparing network radio savings 
bonds announcements since 1942. 

Each agency also received the 
Treasury’s Minute Man award for 
directing savings bonds advertis- 
ing campaigns in various media 
for the Advertising Council since 
1942. 


Miller Boosts Sweeney 

Mercer Sweeney has been named 
research and media director of the 
Harold Miller Co., New York. Mr. 
Sweeney was formerly an account 
executive with the agency. 


Pustin Joins Bennett 
William H. Dustin, formerly of 
WFMY-TV, Greensboro, has 


joined Bennett-Advertising, High 
Point, N.C., as manager of the tele- 
vision and radio department. 


Radio Advertising Bureau 
Adds 28 More Members 
| Radio Advertising Bureau, New 
_ York, has signed 28 new members. 
They are CKCW, Monston, Can.; 
KJCK, Junction City, Kan.; KTUC, | 
Tucson, Ariz.; KWIL, Albany, Ore.; | 
KWTO, Springfield, Mo.; WSMS, | 
Boston; WCKR, Miami; WCUE, 
Akron; WEAU, Eau Claire, Wis.; 


WEBC, Duluth: WEIM, Fitchburg, Cary-Hill Makes Staff Changes 


/Mass.; WESO, Southbridge, Mass.; | 
| WGEA, Geneva, Ala.; WHEP, Fo-| 
ley, Ala.; WHLB, Virginia, Minn., | 
WICE, Providence, R.I.; WJMC, 


olis; WMFG, Hibbing, Minn.; 
WMNA, Gretna, Va.; WNEB, Wor- 
cester, Mass.; WOKO, and WPTR, 
Albany, N.Y.; WSPR, Springfield, 
Mass.; WTIV, Titusville, Pa.; 
WVPO, Stroudsburg, Pa.; WYSR, 
Franklin, Va., and KHAS, Hast- 
ings, Neb. 


Several staff changes and addi- 
tions have been made in offices of 
Cary-Hill. Alan Morgan, a mem- 
ber of the copy staff, has been 


Moines, and Donna DeCamp has 
| been transferred from Kansas City | 
| to Des Moines as radio-tv director. | 

Bob Jardes, formerly advertising 
|manager of Inland Distributing 
|Co., has joined the Kansas City | 
staff as an account executive. 


A woman’s hat of woven stain- | 


Designs Steel Hat (Woman's) | 


less steel, designed by John P.| 
John, has been given a premiere} 
by Halle Bros. Co., Cleveland de-| 
partment store. The hat was de-| 
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| Rice Lake, Wis.; WLOL, Minneap- | named an account executive in Des; signed on request of Republic 


Steel Corp. through its agency, 
Meldrum & Fewsmith, to promote 
Stainless Steel Month in Novem- 
ber. The “Beau Sieeler” was made 
from materials costing $360 a yard. 
It will be displayed by department 
stores around the country. 


Scheatfer Opens Agency 
Edward J. Scheaffer, founder 
and formerly a part owner of Bis- 
cayne Advertising Agency, Miami, 
has resigned to open his own 
agency at 1179 N.E. 79th St. 
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In the Los Angeles afternoon 
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STRAIGHT TO THE COAST 
GUARD MARKET THROUGH 
THE EXCLUSIVE 
COVERAGE-IN-DEPTH OF 


U.S. COAST GUARD 


MAGAZINE 


U.S. Coast Guard Magazine—the only publica- 
tion that serves the interests of Coast Guards- 
men exclusively—delivers the most direct and 
broadest coverage of this important serviceman 
market. Write for rates and information. 


PUBLISHED BY 
Bie | * ¢ 


TIMES PUBL. ¢ 


top six sellers were: Ajax, Bab-O, 


S.O.S., Ajax, Sani-Flush Are Top Brands in 
Cleaner Categories, Farm Journal Finds 


PHILADELPHIA, Sept. 


25—Town | Old Dutch, Kitchen Klenzer, Bon 


families and farm families run a|Ami powder, and Swift’s, in that 
close race as buyers of scouring | order. 


powders, scouring pads, window | 
cleaners and drain ‘openers, ac- | 
cording to a survey conducted by | 
field marketing representatives of 
Farm Journal Inc. 

However, after talking to 95 
grocers in 18 states and checking 
the stock on their shelves, the in- 
terviewers conclude that the farm 
family holds a slight lead. 

Widest margin of difference was 
on scouring pads, with 56 dealers 
reporting no difference in buying 
habits and 25 reporting that farm 
families buy in larger lots or that 
they have more uses for scouring 
pads—particularly for milking 
equipment and because of more 
hard water on the farm. Of 23 
brands, grocers listed the top four 
as S.O.S., Brillo, Chore Girl and 
Tuffy. 


® No difference in buying habits 
among powdered cleansers was re- 
ported by 87 grocers. Others said 
farmers buy more for cleaning 
farm equipment and buy larger 
size packages when available. Of 
18 brands carried by the stores, the 


In use of window cleaners, 12 
grocers reported differences be- 
tween town and farm, reporting 
that farmers buy larger containers, 
or that they still use soap and 
water for window cleaning. 

Nine grocers reporting differ- 
ences in buying drain cleaners 
gave the nod to the town market, 
declaring more town homes have 
indoor plumbing. 

Of 16 different brands of win- 
dow cleaners in stock, interviewers 
found that Windex had 100% cov- 
erage, while Glass Wax fell only 
one store short of 100% coverage. 

The publisher’s survey found 20 
brands of drain cleansers in stock. 
Though Drano was carried in all 
stores and Sani-Flush in 92, gro- 
cers reported that Sani-Flush sold 
best, with Drano second and Van- 
ish in third. 

Copies of these reports may be 
obtained from Farm Journal’s mar- 
keting division. 


Pickands Mather Sets 
Consumer Drive on 


ONE WILL DO! 


One station — WBNS Radio — drops sweet- 
spending Columbus and Central Ohio right 
in your lap. WBNS delivers the most listeners 
. .. twice as many as the next biggest station. 
The most and also the best. With 20 top Pulse- 
rated shows, WBNS puts push behind your 
sales program. To sell Central Ohio . . . buy 


WBNS Radio. 
e 
co... 


COLUMBUS, OHIO 


CBS FOR CENTRAL OHIO 
Ask John Blair 


The number one Pulse stotion 
covering 1,573,820 people with 
2 Billion Dollars to spend. 


Coal, Using Radio, TV 


CLEVELAND, Sept. 25—There will 
be a light touch in a hard-selling 
coal campaign sponsored by 
Pickands Mather & Co. on radio 
and tv stations in 10 markets this 
fall. 

The pitch for Olga pocahontas 
describes it as “a coal that is out 
of this world.” A little animated 


OLGP 


fellow from outer space will con- 
vey the message on the tv spots. 
According to Bayless-Kerr Co., 
the agency, the outer space theme 
was selected for its attention- 
getting value and because, on the 
tv screen, the flying saucers turn 
into the silver discs that identify 
Olga coal. 
Pickands Mather material sent 
to dealers encourages them to 
make use of space theme mats for 
newspaper advertising to increase 
sales impact in the course of the 
radio-tv schedule. 


® The campaign, which runs from 
Sept. 23 through Nov. 3, will use 
spots on these radio stations: 
WISH, Indianapolis; WOWO, Ft. 
Wayne, and WILS, Lansing, and 
on the following tv stations: WWJ, 
Detroit; WLW-D, Dayton; WTOP, 
Washington; WSLS, Roanoke; 
WTVR, Richmond, Va.; WSJS, 
Winston-Salem, and CBLT, To- 
ronto. 


Transfilm Branches Out 

Transfilm, New York, plans to 
expand its operation to include the 
production of feature length mov- 
ies for theaters and film shows 
for tv. The company previously 
has produced ty commercials and 
industrial films. Gary Stevens, for- 
merly with Warner Bros., will 
develop feature length properties 
for Transfilm. 


Plans ‘Large-Size’ Push 

A “Large (Economy) Size Pro- 
motion” is planned for chain drug 
stores for Jan. 19-29, according to 
Chain Store Age, which is coordi- 
nating the event. Kits, which in- 
clude window and interior display 
pieces, will be sent to participating 
chains. This year’s theme is “You 


save big when you buy big.” 


amie 


Wome 5 . 


ay 
few beast fl , wae 


YOU EVERY TIME SHE 
s . omh of Mehonone 


ee ee eee 


e 


— see 


DROPS A DISH 


ee ee ee ee 
_ —_ 


rs3 > 


— a Whew 


————w. 


FOR CHRISTMAS—This color spread, scheduled for Life, Nov. 26, is 
sponsored by the Barrett division, Allied Chemical & Dye Corp., 
supplier of the melamine molding compound used in the production 
of dinnerware. Eleven dinnerware producers are participating in 
the drive and are listed in the ad. McCann-Erickson, New York, 
is the agency. 


Toni Buys Groucho Marx Show 

Toni Co., Chicago, is augmenting 
its tv schedule with several NBC- 
TV shows. Through North Adver- 
tising, Toni has bought alternate 
weeks of the Groucho Marx show, 
“You Bet Your Life,” starting Jan. 
10, 1957. The Plymouth division of 
Chrysler Corp. will bow out to as- 
sume sponsorship of the Lawrence 
Welk show and the new “Ray An- 
thony Show” on ABC-TV, leaving 
the DeSoto division as alternate 
sponsor with Toni. Toni also will 
add two daytime quarter hours on 
alternate weeks this fall, one of 
which will be “Queen for a Day.” 


Merkel Sets Area Campaign 

Merkel Inc., New York, pork 
packer, has launched an ad cam- 
paign in the New York metropoli- 
tan area using all major media on 
the copy theme—“Worth Every 
Ham Cent.” Merkel has scheduled 
100 radio spots weekly, in addition 
to 1,000-line newspaper ads. The 
radio campaign also includes the 
“Merkel Microphone” over six lo- 
cal stations. The tv schedule has 
not been set. 


Distribute Street Finder 

Displayers Inc. and Robert Kay- 
ton Associates, exhibit and point 
of purchase display builders re- 
spectively, which recently moved 
to 635 W. 54th St., New York, are 
distributing a copyrighted “Easy 
Street Finder,” which pinpoints 
any address in the city, to an- 
nounce the move. 


Publisher Boosts Sparks 
Bayne A. Sparks, a vp of Sim- 


mons-Boardman Publishing Corp., 
has been named business manager 
of American Builder. Mr. Sparks 
joined American Builder as a sales 
representative in 1950. In 1952 
he was promoted to eastern man- 
ager, and a year later was elected 
a vp. 


John Crain Named A.M. 

John E. Crain has been appoint- 
ed advertising manager of Western 
Feed & Seed, San Francisco, and 
the annual Pacific Southwest Di- 
rectory. Mr. Crain was until re- 
cently San Francisco manager of 
Heintz & Co. He also has been 
manager of the Pacific Coast plans 
department of Hearst Advertising 
Service. 


Baccari Joins KPIX 

Al Baccari Jr., formerly pr rep- 
resentative of Foster & Kleiser, has 
been appointed manager of the 
newly reorganized pr department 
at KPIX, San Francisco. 


HAMILTON WRIGHT 
ORGANIZATION, INC, 


SAYS. 
We Get 25% More 
Clippings From 


Tk et ee 
165 Church Street Mew York 7, .'Y, 
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Established 1919 
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Tanner RESEARCH POSITION 
PACKAGED FOOD PRODUCTS 


Commensurate with Ability and Experience 


Execurs VE 
SERVICE New York 36, N.Y. 


CORPORATION 
(Agency) 


“a 


19 West 44th St, 


Murray Hill 2-4000 
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... But good Merchandising at the 
Point-of-Sale puts money in the till. 
And there’s where we really shine. 
For better than half a century, Chicago 
Show has helped advertisers attract 
customers with dynamic, compelling 
Merchandising Programs... created 
the desire to buy whatever service or 
merchandise they had to sell at the 
point-of-sale. Right now, we are ready 


A GOOD AD CAMPAIGN 
DELIVERS PLENTY truat MEETS THE EYE 


bling along, our nation-wide organiza- 


to prove we can do the same for you. 
If your present campaign is drib- 


tion is staffed with experts who know 
how to make your sales spurt! Give 
us a call. We can come up with an 
ingenious idea for a single display...a 
seasonal promotion ...a year-around é 
program for better Merchandising at e 
the Point-of-Sale. 


Merchandising at the POINT-OF-SALE 


New “IDEA FILE” and illustrated brochure are 
a fountain of point-of-sale information. They 
are FREE! Write Chicago Show Printing 
Company, 2640 N. Kildare Ave., Chicago, 39. 


®@ Lithographed displays for indoor and outdoor use ® Animated Displays 

®@ Cloth and Kanvet Fiber Banners and Pennants ¢ Mystik® Self-Stik Displays 
®@ Mystik® Can and Bottle Holders © Mystik® Seif-Stik Labels 

®@ Econo Truck Signs ® Booklets and Folders e¢ Moided Plastic 
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It’s as easy as spearing a canapé for advertisers 
to reach the well-heeled leaders of 
America’s fabulous new leisure market. You'll 


find them, month after month, among the faithful 


readers of Holiday. For Holiday, like no other 
magazine, displays for them all the delightful variety 


of pleasures that go with our age of active, 


moneyed leisure. And so, like no other magazine, 
Holiday puts its readers in a mood — 

the Holiday Mood—uniquely receptive to the 
advertising of just about any fun-and-fine-living 
product. If your product gives people more pleasure 


or more leisure, it belongs in Holiday. 


Holiday currently reaches some 850,000 
pace-setting families. They go more, 

do more, buy more—and are ioday being 
reached by more advertisers than ever 
before in Holiday history. Linage for the 
second half of 1956 is at an all-time high. 
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James A. Doheriy Retires Dillin Joins Hammond Agency 
James A. Doherty, classified ad-| John W. Dillin, veteran Florida 

vertising manager of the Provi-| publicist, has been named director 

dence Journal and Evening Bulle-|of publicity and public relations 

tin, is retiring. He has worked with | for Robert Hammond Advertising, 

the newspapers for 44 years. | Orlando, Fla. 


FLASH BULLETINS! 


SALES and/or AD MANAGERS! Get FREE samples of our large assortment of 

8% x 11 sheets, pre-printed in 4-colors with eye-catching illustrations and 

attention-compelling, idea-sparking headings. Perfect for any message or re | 

ad or house-organ that can benefit from expert use of color, art and copy. 

Ready for immediate shipment from huge stock. Just attach this ad to your COLORS H} 
N Y 


letterhead. We'll rush samples without cost or obligation to YOU! You'll 
be delighted... 


Nts National Creative Sales, Inc. 


— 


so why wait? 


18 E 48th St. New York 17 


WINS Appoints Nelson 

Norman Nelson has resigned 
from Hixson & Jorgenson, Los An- 
geles, to become director of sales 
services for WINS, New York. He 
formerly was director of sales pro- 
motion of the Radio Advertising 
Bureau. 


Starts New TV Station 

Central New York Broadcasting 
Corp., operator of WSYR and 
WSYR-TV, has started a new sta- 
tion in Elmira, N.Y. The new sta- 
tion, WSYE-TV, will carry an 
18-hour broadcasting schedule. 


~~ * 
~ 


en 
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ee es ee 


where your dollars 
buy the most 


The San Francisco Call-Bulletin moves more grocery products 

off the shelf because it carries far more grocery advertising 

(both retail and general) than any other San Francisco daily 
newspaper. 


The most for your money where it counts the most .. . 


_ SAN FRANCISCO 


CALL-BULLETIN 


groups are promoting wool with 


FASHION-WISE—The American Sheep Producers Council and allied 


ads like this one, scheduled for 


Vogue Oct. 1 and Holiday in October. J. Walter Thompson Co. 
is the agency (AA, Sept. 24). 


Sept. 25—“The 


PHILADELPHIA, 


Three rich West Bay counties— 
San Francisco, San Mateo and 
Marin—make up the compact, 
profitable TARGET MARKET. 


matter of 90 miles,” Jerome B. 
Gray, senior partner of Gray & 
Rogers, told the Philadelphia Guild | 
of Advertising Men last week. | 
“Outside of additional tv and ra-_ 
dio facilities, New York advertis- 
ing agencies have no advantages 
jand certainly do not have any 
| more ability than is available from 
agencies in the Philadelphia met- 
ropolitan area,” he said. 


Yes, in Idaho, you can pin-point your 


nation, hasn't the usual one-, two- or 


Idaho! 


Match Your Markets 
IN IDAHO! 


tising to match your distribution and other sales factors! 
That's because Idaho, in a class almost by itself in the entire 


newspaper coverages which result in costly duplication and 
which lose “‘local’’ effectiveness. Instead you have twelve 
outstanding dailies, each the dominant sales medium of its 
own prosperous trade area, giving you unequaled flexi- 
bility of selection when you buy Newspaper Advertising in 


%& Here's “the Dozen that Does it” in Idaho... 


REMEMBER 
THESE FACTS: 


Newspaper adver- 


1. Out-of-state dailies do 
not cover Idaho 


three-metropolitan 


2. Each idaho Daily covers 
its own rich market area. 


3. Idaho Dailies are read 
by 7 out of 10 families! 


Idaho's 


LEWISTON—Tribune BLACKFOOT—Bulletin 
MOSCOW—Idahonian BOISE—Statesman Newspapers 
NAMPA—Free Press CALDWELL—News-Tribune 
POCATELLO—Idaho State Journal COEUR d’ALENE—Press 

TWIN FALLS—Times-News IDAHO FALLS—Post-Register 
WALLACE—North Idaho Press KELLOGG—News 


Twelve Outstanding Daily Newspapers 


Why Look Elsewhere? Philly Agencies Are 
as Good as Those in New York, Gray Says 


Hitting at the practice of many 


only difference between Philadel-| local firms of taking on New York 
phia and New York agencies is a|agencies, he said, “There is no 


need for any industrial or consum- 
er account in this area to go to 
New York for agency service.” 

Returning to his specialty of 
copy, Mr. Gray said he deplored 
“ad advertisements.” 

“It grieves me to pick up a copy 
of a magazine and see a grotesque 
or Daliesque illustration that is 
remembered long after the adver- 
tiser is forgotten. This is not ad- 
vertising as we know it. It is a 
departure from the simple, news- 
style advertisement that will real- 
ly sell.” 


® He told the group that even 
though a client might point out 
that the agency took very little 
time to get an ad up, simplicity is 
still the most effective device in 
advertising. 

Mr. Gray was presented with a 
certificate of appreciation from the 
Philadelphia Guild of Advertising 
Men. 


Radio-TV Group Establishes 
Paul White Memorial Award 

The Radio-Television News Di- 
rectors’ Assn. has established the 
Paul White Memorial Award to 
pay tribute to the late Paul White, 
pioneer broadcast newsman. The 
first such award will be presented 
at the association’s 1956 conven- 
tion Nov. 15-17 in Milwaukee. 
Nominations or suggestions re- 
garding recipients of the award 
may be forwarded, not later than 
Oct. 15, to Jack Shelley, news 
manager, WHO and WHO-TV, Des 
Moines, Ia. 

Judges named by the association 
will select the individual, who in 
their judgment has made the most 
significant contribution to radio 
and television journalism during 
the 12-month period preceding the 
award date. However, the recipient 
need not necessarily be a radio or 
tv newsman; he may be a reporter 
or commentator, a representative 
of industry management or a non- 
broadcaster who has contributed 
to radio-tv journalism. 


Publisher Names Muhlteld 

Edward H. Muhlfeld has been 
appointed assistant director of ad- 
vertising of American Aviation 
Publications, with headquarters in 
New York. He formerly was di- 
rector of advertising of Aero Di- 
gest. Prior to that he was on the 
sales staff of Conde Nast Publica- 
tions. 


Messer Joins Brand Names 
Albert H. Messer, formerly an 
account executive of Fred Rosen 
Associates, has been named direc- 
tor of public relations of Brand 


Names Foundation, New York. 
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(Continued from Page 2) 
tribute Schweppes here and the 
Schweppes people would do the 
same for Pepsi in England. 

However, many distributors in 
the U. S. warned the commander 
that Schweppes would lose its U. S. 
market if it made this transition, 
because U. S. consumers would 
not accept the idea that the U. S.- 
made British product is as good as 
the British-made British product. 


# It was then that David Ogilvy, 
s head of Ogilvy, Benson & Mather, 
the Schweppes agency, proposed 
@ that Cmdr. Whitehead should pose 
for an ad showing him leaving a 
BOAC plane and explaining he 
was carrying a briefcase contain- 
ing “the secrets of Schwepperves- 
cence.” At first the commander | 
refused. “I told him I would rather | 
shave my beard,” he explained. 
But he was finally persuaded to 
have at least one picture made. 
What happened after that made 
advertising history. 


® The commander’s role as a ra- 
dio personality on the West Coast 
also was arrived at by backing into 
it, as it were, he explained. 
He made some spot radio com- 
mercials as a tryout while visiting 
in Los Angeles. Shortly after he 
left to visit other Schweppes in- 
Stallations around the world, the 
agency started running the com- 
mercials in a few spots. By the 
time the commander had returned 
to L.A. via Hong Kong, he discov- 
ered he had become a famous ra- 
dio personality as well. There was 
a great deal of demand for him to 
appear on interview shows on ra- 
dio and tv there. 
The commander says that he 
feels that radio helped put 
Schweppes over on the West Coast. 
He attributes this to the disc jock- 
eys, “of which they have a great 
many out there.” He said that al- 
though the spots were only sched- 
uled to run four or five times a 
day on a few stations, the disc 
jockeys picked up the recording 
and played it on their own pro- 
grams for their own amusement. 
“And when they weren’t playing 
it, they were imitating it,” he said. 


= The success of the radio cam- 
paign is illustrated, he said, by the 
experiences of the Schweppes’ Los 
Angeles distributor.' “Before the 
campaign, this distributor was sell- 
ing about 2,000 cases of Schweppes 
a month. Within three months 
after the radio campaign, he was 


SMOKE SIGNALS from 
\_ CHIEE OSHKOSH | 


"DAILY 
MORTHWESTERK 


COVERS THE 
“HEAP BIG” 
OSHKOSH 


RETAIL SALES 
$61,387,000 


SOURCE — 1954 U.S. CENSUS 
OF BUSINESS 


Represented by 
Johnson, Kent, Gavin & Sinding, Inc. 


| Cmdr. Whitehead Was Reluctant Schweppes 
Ad Model at First, He Tells Agate Club 


selling 10,000 cases per month,” 
the commander explained. 


s The commander told the Agate 
Club that, like many British cor- 
porations, Schweppes had been a 
“stick-in-the-mud company” until 
after the war. He said that until 
then Schweppes did no aggressive 
selling, the attitude of the board 


of directors being, “If the best 
people drink it and the best places 
sell it, that’s good enough for us.” 
After the war, the board decided 
to change its policies “because few- 
er and fewer of the best people 
were left in England.” 

As a result of the aggressive 
selling policy, Schweppes has in- 
creased its sales 400% in the past 
seven years, said Cmdr. White- 
head. In the prior 100 years, he 
said, the company had increased 
its sales only 75%. 


The company was founded in 
1794 by Jacob Schweppes, who 
came to England from Geneva, 
Cmdr. Whitehead told the group. 
He was among the first people in 
the world to make soda water. At 
the time, the British government, 
not knowing what soda water was, 
decided to label it a patent medi- 
cine, and taxed it at the rate of 
threepence a bottle. Schweppes 
took advantage of this to adver- 
tise its tonic as a medicine good 
for almost every ill. However, the 
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commander points out, today 
Schweppes emphasizes that its 
quinine water has no therapeutic 
powers. 

The commander himself worked 
for a British insurance company 
until 1939, when he was called into 
the Royal Navy. He rose to the 
rank of commander during the 
war. ; 

After the war he was assigned 
to the Ministry of Labor, where he 
advised on the resettlement of war 
veterans. He left the Navy to take 
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over as general secretary of a 
foundation to raise the level of 
training and education in indus- 
try. 

He was then persuaded by Sir 
Stafford Cripps, at that time 
Chancellor of the Exchequer, to 
accept a top administrative ap- 
pointment in the Treasury, advis- 
ing both management and labor on 
human-factor problems affecting 
industrial productivity. He held 
this post between 1947 and 1950, 


when he joined Schweppes Ltd. as | integration of its advertising, mer- 


| advertising manager, later becom- | 
ling London sales manager. 4 

Cmdr. Whitehead explai that 
he had had no experience in ad-| 
vertising before accepting the job 
of Schweppes advertising manager. 


S. L. Allen Plans 
Integrated Ad Campaign 

S. L. Allen & Co., Philadelphia, 
maker of Planet Jr. farm, garden 
and lawn equipment and Flexible 
Flyer sleds, plans a more effective 


chandising and promotion for its 
1956-57 selling season. One of the 
major aims is to “give new empha- 
sis to the company program of 
advertising and merchandising at 
the local dealer and consumer 
level,” according to a company 
spokesman. Dealers can qualify for 
a personalized promotion in com- 
munity trading areas by placing 
an order for a given quantity of 
Planet Jr. products. 

The advertising phase of the 


campaign will include insertions 


in national consumer magazines, 
trade publications and regional and 
state publications. Arndt, Preston, 
Chapin, Lamb & Keen, Philadel- 
phia, is the agency. 


Pream Offer Again Allows 
20¢ on Coffee Purchase 

H. C. Moores Co., Columbus, O., 
a division of M & R Dietetics Lab- 
oratories, for the third time is of- 
fering a 20¢ refund on the pur- 
chase of coffee and Pream, instant 
powdered coffee cream. This time 


....in good company 


On September 16, WGTH-TV, Channel 
18 in Hartford, became a CBS Owned 
station ... changed its call-letters to 
WHCT... immediately increased its 
weekly operating hours...and began 
a new era of television service for 
viewers in the Hartford-New Britain 
area, the nation’s sixth market in per 
family income. 


As viewers in New York, Chicago, 
Los Angeles and Milwaukee have 
known for a long time, CBS owner- 
ship means a great deal. Very soon, 
viewers in Greater Hartford will be 
seeing the difference. They’llsee WHCT 
become a pace-getter in community 
affairs. And they’ll see more and more 
big-name CBS Television Network 
shows...plus an expanding schedule 
of local programming tailored for 
local tastes and produced to the show- 
manship standards which have made 
CBS Television the most popular 
entertainment medium in the nation. 


HARTFORD 
WHCT 


For advertisers, CBS Owned WHCT 
shapes up as a dynamic new sales force 
in a market where family incomes 
exceed $7,300 annually. Better check 
CBS Television Spot Sales today for 
details on the new WHCT, Hartford! 


WHCT COVERAGE DATA: 


television families (UHF) 275,029 
retail sales $2,078,741,000 
food sales $467,326,000 


drug store sales $68,888,000 
effective buying income $3,328, 943,000 


(Sales Management Survey of Buying Power, May 
1956; Television Magazine, August 1956) 
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the offer—“Save 20¢ on your 


favorite coffee while you discover Him 


wonderful new Pream’”—will be 
good for any kind of coffee, in- 
stant, vacuum or bag. On the pre- 
vious two offers, it was applicable 
to instant ‘coffee only. The con- 
sumer mails to the company. the 
Pream label plus the label or one 
inch of the winding strip from the 
coffee. 

The 20¢ refund will be adver- 
tised in color pages in the October 
issues of Better Homes & Gardens, 
Collier’s, Family Circle, Good 
Housekeeping, Ladies’ Home Jour- 
nal, Look, The Saturday Evening 
Post and Woman’s Day. Abundant 
store display material has also 
been sent to retailers. Benton & 
Bowles, New York, is the agency. 


Norge Names George Zednick 

The Norge division, Borg-War- 
ner Corp., Chicago, has appointed 
George F. Zednick staff executive 
in the sales promotion department. 
Mr. Zednick formerly was adver- 
tising and sales promotion manager 
of Schneider Metal Mfg. Co. 


TELLER 
DOESN'T 
READ 
AMERICAN 
BANKER 


RTE Ba TS 


But you can be sure his bank's 
key executives do...it is 
required reading for men who 
make decisions. it’s certain to ; 
reach their desks and command 
their attention because it is 
their only daily source of bank- 
ing news and information. 
AMERICAN BANKER offers a 
readership of some 50,000 
bankers in the 8,000 important 
banks which represent 92 per- 
cent of the total bank deposits 
of the country. 

Subscribers to AMERICAN 
BANKER paye$20 a year... the 
highest subscription rate in the 
field...and 96 percent renew 
year after year. 


if you're banking on banks 
for business, reach the banker 
who reads... 
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The Herald-News sells your volume market in more 
than 64,000 homes in Bergen and Passaic Counties 
where households average over $7,000 in spendable 


income. 


THE HERALD-NEWS 


of PASSAIC-CLIFTON, N. J. 


New York General Advertising Office, 18 East 41st Street, New York 17—James J. Todd, Mer. 


Agency Appoints Pardieck 
Bud Pardieck has been appoint- 
ed chain store art director of Rut- 
ledge & Lilienfeld, Chicago. Mr. 
Pardieck formerly was associate 
art director of Kroger Co., Cin- 
| cinnati, in charge of all newspaper 
advertising for 26 branch stores. 


McMillen Feed Boosts Parry 

Arthur W. Parry Jr. has been 
advanced from advertising assist- 
|ant to advertising manager of Mc- 
Millen Feed Mills, Fort Wayne, 
Ind. He joined the company in 
1954. 


Borom Joins Grim & Craigle 
Preston Borom, formerly sales 
promotion and advertising man- 
ager of Mall Tool Co., has been ap- 
pointed an account executive of 
Grim & Craigle, Chicago agency. 


Fuld Joins MGM-TV 

Raymond L. Fuld, a former 
salesman with NBC-TV, has joined 
MGM-TV, New York, as a sales 
representative. 
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heard him in the media meeting talking about how things bave changed in Cincinnati.” * 
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*THE RUNAWAY NO. 1 DAILY NEW. 
CINCINNATI ENQUIRER. No. 1 in City Zon 
No. 1 in Retail Display linage. No. ‘ 
name-it (including Tota) Adv 
Automotive Display). 


Complete modern R.0.P. color available 


eee _ 
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— 


SPAPER IN CINCINNATI IS Now THE 
Circulation . 
1 in just about you- 
ertising, Total Display, 


* « j 


Solid Cincinnati reads the CINCINNATI ENQUIRER 


Represented by Moloney, Regan & Schmitt, Inc. A member of the Metro Sunday Magazine Network. 
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‘Trigger Can for 


{ 


‘Pig Medication Is 


‘Pfizer Vet Premium 


Brook.iyn, Sept. 25—The veter- 
inary department of Pfizer Labor- 
atories, a division of Chas. Pfizer 
& Co., is using tv, radio and farm 
magazines to promote its third an- 
nual “Keep ’Em Healthy” cam- 
paign this fall. 

Designed for vets, druggists and 
feed stores, this special fall sales 
event centers around a consumer 
premium—a trigger-action oil can 
($1.25 retail value) which is of- 
fered free in a special pack of 12 
tubes of Terramycin Animal For- 
mula for Mastitis. 

Six of these special premium 
packs are included in a combina- 
tion deal.containing an assortment 
of Terramycin products. A $78.66 
wholesale value, the assortment is 
offered at $68.66 and can be sold 
for $116.20 with a 40% profit. A 
three-way island merchandiser is 
included. 

This new combination deal was 
announced to the trade in two- 
color spreads in drug and feed 
trade papers in September. Con- 
sumer advertising will begin with 
three-color pages in October issues 
of Dairyman’s League News, Farm 
Journal, Hoard’s Dairyman, Pro- 
gressive Farmer, Successful Farm- 
ing and Western Dairy Journal. 
These ads all feature the school- 
bus yellow background which has 
become the color symbol for Pfizer 
ads. 


® Starting in mid-September, ra- 
dio and tv commercials are being 
broadcast in the New England and 
midwestern markets. Star of the 
promotion is Dave Livingston, a 
farmer’s farmer from Washington, 
la., who gives the tv commercials 
and is pictured on postcards mer- 
chandising the promotion to sales- 
men and distributors. The folksy 
sales pitch on the postcards is in 
script and signed by Mr. Living- 
ston. 

The program is also being mer- 
chandised to dealers and druggists 
by special mailings from Farm 
Journal and Successful Farming. 

To help Pfizer salesmen sell the 
offer to dealers, there’s a three- 
dimensional, pop-up folder. For 
point of sale, each salesman is 
equipped with a 100’ roll of color- 
| ful wallpaper. Each roll repeats its 
| “Keep ’Em Healthy” sales message 
about 28 times, with perforations 
every 40” for easy tearing. Armed 
with a stapler, a salesman can 
decorate an entire window or store 
almost before the dealer can say 
“Stop.” 


® The oil can, while handy for 
farm use, is especially applicable 
to the Pfizer promotion because it 
can be used to shoot Pfizer terra- 
mycin into the mouths of baby 
pigs—an idea illustrated on the 
premium carton and on the tv 
commercials. 

Leo Burnett Co., Chicago, is the 
agency. 


National Brewing Channels 
October Ad Budget to Charity 
National Brewing Co. during 
October will devote its entire ad- 
vertising budget in the Baltimore 
area to the Community Chest-Red 
Cross joint appeal. This is report- 
edly the first time a major adver- 
'tiser has channeled its advertising 
lexclusively into a Community 
‘Chest drive. National will devote 
|all its commercial time during the 
\televising of the Colt foctball 
games, weekly half-hour film 
|shows, wrestling and the final 
|week of the Baltimore Orioles’ 
baseball games to the Community 
| Chest drive, plus all radio spot an- 
|nouncements, outdoor panels and 
| weekly newspaper ads. 
| W. B. Doner & Co. is the agency 
|for both National and the Com- 
{munity Chest. 
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What's the 


You've heard a lot of talk recently about the 
powerful gas turbine engines and when they might 
be available. Rumors—flying thick and fast—have 
catapulted from every direction; from many 
sources. 

Authoritative? Some of them, yes. A clear pic- 
ture? Alarmingly absent! 

In April, AUTOMOTIVE NEWS published an 
article which snapped the answer into sharp focus: 
“A realistic timetable (on gas turbine engines) 
would carry a foognote that there are numerous 
‘ifs’\—-which may or may not swing in favor of the 
turbine. This would be a proper prelude to any 
statement that the turbine might appear as an 
extremely high-priced option (a jet-age power- 
pack) in the period of 1960 to 1964 .. . and 
possibly could enter high-volume production in 
the years 1962 to 1965.” 

In terse, engineering-management language, the 
article discussed a/l pros and cons—came up with 
a vivid, concise answer. 

Clearing the air of confusion is an old habit 


with AUTOMOTIVE NEWS. Industry men know 
this; they've made it necessary reading: The 
Weekly Newspaper of the Industry. 


From the designer, engineer, president, all the 
way to the car dealer—over 44,000 subscribers 
rely on 14 highly-trained editors and 106 editorial 
correspondents to bring them all the news as 
rapidly as possible. 

That's why AUTOMOTIVE NEWS has built 
such a solid subscription list among automotive 4 
manufacturing executives, as well as car dealers. 
The need for news is so vital that AUTOMOTIVE 
NEWS enjoys an 86% renewal rate (at $8 per 
year) without premiums, cut rates or other gim- 
micks, 


Keeps you in front of the fast-moving automotive market 


ow 
+ 508. 


latest “‘poop”’ on gas turbine cars? 


THINK OF THE INFLUENCE 


When your product—regardless of its automo- 
tive mature—reaches this intense readership, you 
can count on the maximum selling force of your 
advertising dollar. Is your product represented 
in this atmosphere of dynamic automotive buying 
influence? 


Your AUTOMOTIVE NEWS representative 
has many interesting facts on how to better reach 
this huge market. He’s at your convenience. 


NEW YORK: Edward Kruspak, Ray Billingham, Howard 
E. Bradley, Murray Hill 7-6871. ; 
CHICAGO: J. Goldstein, William H. Gallagher, State 
2-6273. 

DETROIT: R. L. Webber, William R. Maas, Roy Holihan, 
Woodward 3-0495. 

LOS ANGLES: R. H. Deibler, Dunkirk 3-0303. 
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(Continued from Page 3) 
from this was not so much the 
rank of popularity as that a total 
=m of 102 products, each with six or 
more votes, were identified by 
brand name. He termed this proof 
of the impact of tv. 

Answers to a question as to 
= summer vs. winter viewing indi- 
cated a “modest” decrease of 10% 
in set usage during the summer. 

On the question, “If good color 
tv sets were available for $500, 
would you purchase one?” yes an- 
swers totaled 421, no answers 980. 
Mr. Hudson commented he thinks 
m@ these answers reflect the answers 
of buyers who hope to get prices 
lower. 


® Asked what channel gives the 
best picture, respondents verified 
engineering findings that low- 
numbered channels are better re- 
ceived. However, there was no 
critical comment about the quality 
of reception on any channel. 
Answers split 50-50 on the sub- 
ject of repeat broadcasts. Approx- 
imately 50% felt that repeat pro- 
grams enabled them to enjoy a 
program that they otherwise would 
have missed. The remaining 50% 
said they would prefer to see 
something new. s 
Cartoons were favored five to 
one in replies to the question: 
“What kind of tv commercials do 
you like best?” 
Apparently very few viewers 
care whether a program is live or 
film. 
When asked, “What usually de- 
termines whether or not you tune 
in a new program,” newspapers 
were given as the number one 
| source of program information. Tv 
fan. magazine weekly logs were 
second, just ahead of recommenda- 
tions by family or friends. On-the- 
air announcements came in third. 


@ Approximately 70% of all re- 
spondents indicated they pre-pick 
50% or more of their tv programs. 
The question, “How many of the 
programs you watch do you select 
in advance?” brought these re- 
plies: 138 said 25%, 252 said 50%, 
523 reported 75% and 209 said 
100%. 
The question, “Do you some- 
times try to follow more than one 
program at the same time by shift- 
ing the dial back and forth...?” 
brought “no” answers at the rate 
of three to one. 

Checking audience composition 
during viewing hours, the question 
was asked, “In your household 
who decides the selection of a pro- 
gram during the following peri- 
ods?” The results: 


e Before noon, the tv set is con- 
trolled by the female adult, closely 
followed by the children of the 
house. 


e Noon to 3 p.m.; the female adult 
is in charge by four to one over 
the male adult or children. 


e 3 to 6 p.m. are the children’s tv 
hours, closely followed by mothers’ 
choices. 


e 6 to 8 p.m.—about evenly di- 
vided between adult male and 
adult female, with a slight edge for 
the men. 


e 8 to midnight—about the same 
ratio as for the previous period, 
except that the child factor drops 
considerably. 


= Less than half the respondents 
said they had seen a telecast in 
color. 

Asked what media influenced 
buying of groups of items, re- 
spondents provided these answers: 
Purchases of automobiles are in- 
fluenced most by tv, with newspa- 


a Southern Californians Average 2 TV 
iSets, 3 Radios, ABC Survey Shows 


Food item purchases are in- 
fluenced most by newspapers, with 
tv second. 

Cosmetics purchases are most 
influenced by tv, with magazines 
second. 

Newspapers influence the pur- 
chases of clothing most, with mag- 
azines second. 

Purchases of hard goods are in- 
fluenced most by tv, with newspa- 
pers second. 

Selection of motion pictures is 
influenced most by newspapers, 
with tv second. 


@ In the purchase of beer, tv in- 
fluence is 20 times greater than the 
total influence of newspapers, ra- 
dio and magazines. Radio is sec- 
ond. 

Cigaret purchases are influenced | 


by tv by a morgin of 15 to one, 
with radio second. 

Coffee purchases are influenced 
most by tv, with newspapers sec- 
ond. 

Gasoline purchases are influ- 
enced most by tv, with newspapers 
second. 

Purchases of toothpaste are in- 
fluenced most by tv at a rate of 
seven to one, with newspapers sec- 
ond. 

Questioned as to whether they 
select programs viewed by their 
children, the greatest number of 
respondents said they “partly” do 
so. Asked what kind of program- 
ming they would like to see more 
of, the following categories were 
named, in the following order: 
Dramatic, on-the-spot news, more 
travel programs, musicals. Mr. 
Hudson cautioned this does not re- 
flect the relative popularity of 


‘program types, but does indicate 


what viewers want more of. 
Of the respondents, 50% said 
they watch tv more than a year 


they watch it less. Just 75 of the 
1,381 respondents reported that at 
some time they had been contacted 
by a rating survey. 


® The survey also covered radio. 
In this category, when asked what 
product has the best commercial 
on radio, the top eight (not in or- 
der of popularity) were: Rhein- 
gold beer, Firestone Tire & Rub- 
ber, Lucky Strike cigarets, Ford, 
Pepsodent, Chevrolet, Lucky Lager 
beer, and Southern California Gas 
Co. Most of these commercials 
have singing jingles, either as a 
frame or as a chief element. 

Asked what type of commercials 
they liked best, respondents rated 
singing jingles first, with straight 
announcer messages a close second. 
The question, “What are your fav- 
orite radio programs?” revealed an 
“overwhelming majority” in favor 
of “music.” News rated second. 

The trend in radio listening 
habits was revealed by the answers 
to the question, “Where do you do 


ago, with an equal number saying 


most of your + wommtes to radio?” | 
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The kitchen was No. 1, with the 
bedroom a close second. Practically 
all respondents named their auto- 
mobiles as regular listening posts. 
Other answers listed the beach, 
parks, the office, workshop, bath- 
room and pool. 


® Programs most favored while 
driving were music and, second, 
news. Asked, “Do you have an fm 
radio set?” 460 (33%) said yes. 
Mr. Hudson said a projection of 
this indicates there are 645,744 
families in greater Los Angeles 
with fm sets, making fm a poten( 
medium for advertisers. 


Moore Joins W. R. Grace 

Richard L. Moore, formerly as- 
sistant treasurer and director of 
public relations and personnel of 
Foster D. Snell, has joined the 
public relations division of W. R. 
Grace & Co., New York. He will 
direct pr for two of Grace’s seven 
chemical divisions: Grace Chemi- 
cal Co. division and the Polymer 
Chemicals division. 


j 


How to evaluate 


a business paper’s § 


- 


by knowing more 
about the readers 


pers second. 


1 Get acquainted with the readers you're 
talking to. You don’t really buy “space”, 
you buy readers. So get to know more 
about what you're buying. STEEL 
can tell you all about its readers. 
(Mr. Average STEEL Reader, for 
instance, is 45, a college graduate 
with an Enginecring degree, has 3-4 
children, owns a $22,700 home, makes 
$12,300 per year, likes golf, etc.) 


2 Know your audience by its reading 
habits. Since readership is the most 
important phase of a magazine’s per- 
formance, it pays to check into read- 
ing habits. How much time is spent 
reading the magazine? Where: home 
or plant? Is it read at one sitting? We 
gladly share all data we have on read- 
ing habits. Other magazines will do 
the same if they have the information. 


See 


3 Identify readers by the functions per- 
formed. It’s often more important to 
know the functions of your readers 
than their titles. Today you've got to 
reach the entire Buying Group, not 
just the purchasing official. Some pub- 
lications break down readers by func- 
tions performed. STEEL, for one, 
gives you that information obtained 
through its continuing annual census. 
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Help-Wanted Ads in 
August Are Up 17% 
Over July: Study 


PHILADELPHIA, Sept. 25—The 
number of help-wanted ads in 105 
U. S. newspapers in August was 
17% more than in July, according 
to “Trend,” published by B. K. 
Davis & Bro. Help Wanted Ad- 
vertising Service. 

However, the August count of 
933,110 ads, second only to May 
of this year, was only 5% more 
than in August, 1955. This 5% in- 
crease represents the lowest rate 
of increase reported this year. 
Gains over last year were as high | 
as 40% in January, 37% in Feb- | 
ruary and 41% in March. 

Of the 105 newspapers in ma- 
jor labor markets reporting, 39 
showed losses during August. | 
Most of the losses were small and 
were more than offset by the) 
gains recorded by the 66 news- 
papers reporting gains. | 


Typical of those dailies show- 
ing big gains were the New York 
Times with 7,316 more ads, the 
Tulsa World with an increase of 
5,313 and the New Orleans Times- 
Picayune, 3,382 more. 

There have been 1,200,000 more 
ads over the first eight months 
this year than for a similar period 
last year. With September the 
peak month of any year, “Trend” 
predicted that the number of ads 
placed this month could exceed 
1,000,000. Last September, 955,644 
ads were run. 


Stanley-Judd Uses Gatefold 
Stanley-Judd, Wallingford, 
Conn., manufacturer of drapery 
hardware, has scheduled a four- 
color gatefold in the October 
House & Garden. The ad will in- 


| troduce a new selection of drapery 
‘and curtain rods available in 


House & Garden’s 1957 colors and 
is the largest advertisement ever 
to tie in with the H&G color pro- 
gram. Clark & Bobertz, Detroit, is 
the agency. 


tee wang 1 New Sapper Premeem (named 
(AO Pb anrely New Memeftty er tow 
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00 AAO PORTE OT OF MRE RRA SD COMPEENEENY CAME 


= SINCLAIR POWER-X 


X WITH x—Sinclair Refining Co. is 
promoting its new super-premium 
gasoline (AA, Sept. 17) with ads 
like this in the Houston market. 
Re 


Brands, Products 
Shift as Users — 
of R.0.P. Color 


Beers, Tobacco Items 
Move Up in ‘56; Cars ° 
Drop from Ist to 7th 


Cnicaco, Sept. 25—The tobacco 
industry, which was not even 
among the top ten industries in 
use of r.o.p. color in July, 1955, 
\leaped into third place in July, 
1956, by placing a total of 544,629 
lines during the month. Gas and 


oil products, third last year, 
jumped to the head of the list. 
Passenger cars, meanwhile, 


which headed the user industry list 
in July, 1955, with a whopping 
798,891 lines for the month, 


Ps mmeaentll 


reade 


Knowing a business paper's readers 


rship 


enables you to put your finger 


on the best way to win their attention. Knowing their reading habits, 
interests and preferences gives you tangible help in making your 
advertising more effective. In the entire area of reader research, 


STEEL can be of real help to you. 


in an intensive, searching study of its readers . . . checking and rechecking 


on who they are, what they do, how 
makes them “tick”. This wealth of 


STEEL has invested many years 


they live and work . . . what 
data is yours for the asking. It's 


still another reason why every issue finds more advertisers swinging to 
STEEL to build greater effectiveness into their advertising to 
metalworking. (This is another in STEEL’s continuing series, “How, 
to Measure Readership of Business 
reprints of the entire series.) 


4 Evaluating readers’ needs discloses 
their worth to you. Do your advertise- 
ments tell readers everything they 
need to know to buy your products? 
Knowing readers, and their needs, helps 
you to make your advertising more 
effective. Service-conscious _ publica- 
tions are armed with well-defined data 
on the information needs of their read- 
ers—gladly pass it on to advertisers. 


Papers”. Drop us a line for 


5 are 


want, editorially? Supplying informa- 
_tion needs of readers is also an editor's 
chief responsibility. That’s how read- 
ership is built. The authoritative and 


balanced blend of 1, News; 2, 


necring and Production Data; and 3, 
Market Information in STEEL, for ex- 
ample, has been one of its most notable 


editorial achievements over the 


A Penton Publication 
Penton Buitpinc, CLEVELAND 13, Oun10 


- 
¥ 


sell. As stage celebrities 


thing goes for publication 
Engi- 


years. 


easier te 


know, an 


audience’s responsiveness rather than 
its size, is the key to best results. Same 


advertising. 


STEEL’s record of responsiveness is 
an impressive one: an average of 10,000 
individual requests from STEEL read- 
ers every year for reprints of STEEL’s 
useful, authoritative editorial articles! 


dropped to seventh place in July, i 


1956, placing only 208,159 lines. 

These shifts in r.o.p. usage ap- 
pear in r.o.p. linage figures com- 
piled by Media Records and pub- 
lished by Lake Shore Electrotype, 
Chicago. While the figures com- 
pare usage only between 
months a year apart, they do evi+ 
dence some early trends and indi- 
cate what industries and what ad- 
vertisers are making the most use 
of r.o.p. 

A comparison of the two periods 
shows that seven industries—gas 
and oil, beer, soft drinks, miscel- 
laneous groceries, passenger cars, 
dairy products and baking prod- 
ucts—were among the top ten in- 
dustries in use of r.o.p. for both 
periods. 

Newcomer industries to the top 
ten list—in addition to cigarets— 
are liquor and the tube and tire 


industry. Displaced from the July, ] : 


1956, list were toilet requisites; the 
meat, fish and poultry category, 
and cereals. These were seventh, 
eighth and ninth, respectively, on 
the July, 1955, top ten uccr indus- 
tries list. 


® The trend 
r.o.p. seems more fixed. Of the ten 
categories of retailers that led in 
r.o.p. linage in July, 1955, nine re- 
appear among the top ten in July, 
1956. Department stores, chain 


grocers and household furniture 


appear to have the first three spots 
on the retailer heavy-users list 
pretty well sewed up. 


The listings of leading individual [im 


advertisers in r.o.p. for the two pe- 


riods, however, shows little sim- | 


ilarity. Ford, in first place in July, 
1955, was tenth in July. 1956; 
Coca-Cola dropped from fifth to 
seventh while Standard Oil of 
Indiana held fast in eighth place. 
Aside from these three, there were 
no duplications on the two leading 
advertisers lists. 

The top three brands in July, 
1956—Winston cigarefs, Sperry & 
Hutchinson Green Stamps and 
Firestone tires and tubes—didn't 
appear among the top ten the year 
before (see tables on Page 136). 


Tele-Service Co. Bows 
Tele-Service Co. has been 
formed with offices at 1525 N. 
Hudson, Hollywood, to tailor syn- 
dicated films to the needs of spon- 
sors. Tele-Service will handle in- 
sertion of commerciais, sponsor 
identification and other material, 
and shipments of film to stations. 
The new company starts with three 
clients: Richfield Oil Corp., for 
“Mayor of the Town”; Bekins Van 


& Storage Co., for “Mickey Rooney 
| Show,” 


and the Ken Murray 
filmed series, “Where Were You?” 
Hamilton Warren, Lillian Green 
and Russ Coulter are associated in 
the new company. Miss Green and 
Mr. Coulter were formeriy with 
Peerless Film Processing, Holly- 
wood. 


ARF Elects 11 Subscribers 

Advertising Research Founda- 
tion, New York, has elected 11 ad- 
ditional subscribers, including four 
U. S. agencies, six associate inter- 
national subscribers and one as-+ 
sociate academic subscriber. They 
are Barnes Chase Co., San Diego; 
Buchanan & Co., New York; Cuiver 
Advertising, Boston; Fitzgerald 
Advertising, New Orleans; Doddy 
& Dechy S. A., Brussels; Dentsu 
Advertising, Tokyo; Adolph Kates 
& Son, Habana; OTPLA Organiza- 
cion Tecnica Publictaria’ Latino 
Americana, S. A., Habana; Pub- 
licidad Inter-Americana, Habana; 
Synergie, Paris, and the University 
of Oregon, Eugene, O. 


West-Marquis Elecis Combs 

West-Marquis, Los Angeles, has 
named Roger M. Combs a yp. Be- 
fore joining the agency as an ac- 
count executive three years ago, 
Mr. Combs was with Erwin, Wasey 
& Co. and N, W. Ayer & Son in 
New York. 
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tees Adds Two Accounts (pointed to handle advertising and 
Kaufman public relations for the new Wil- 


Henry J. 
low Lawn Shopping Center, Rich-|first of its ind in Richmond. 


ates, Washington, has been ap- 


& Associ-_ 


CORNELL UNIVERSITY 


COMPARATIVE 
AVERAGE SALES 
PER ISSUE 


PLAYBOY 756 
Sat. Eve. Post 198 
Life 
True 


goes to the top of 
the class at 


From A Continuing Study o, 
College Newssta Magecie, Look 
Sales,© actual sales, based on Collier's 


the average of several issues, : 
newsstands catering pri- Eoquire 


marily to student traffic at Time 
Coane. University. pees Holiday 


taken directly from the 
magazine wholesaler’s records. 


ocal 
Sports Ill. 


THE COLLEGE MARKET IS YOURS WITH PLAYBOY 


|Institute of Greater Washington. 


[mond, said to be the largest shop-| 
ping center i» the South and the 


| Scheduled to open Nov. 1, it com- 
prises 65 services, and is owned 
and operated by a partnership of 
| Washington business men. The 
| Kaufman agency has also been ap- 
| pointed to handle advertising and 
|public relations for the Oil Heat 


Sponsorship of Louis Allen's news- 
casts on WMAL-TV, Washington, 
will be one of the facets of the 
advertising program. 


Goetze Joins WCOP-AM & FM 

Randy Goetze, formerly with the 
Boston office of Weed & Co., sales 
representative, has joined the sales | 
department of WCOP-AM and 
WCOP-FM, Boston. 


ABC Film Names Rubin 
Nathan S. Rubin, formerly with 


dication, New York. 


Geigerich 
CAR TALK—Hashing over plans for the National Automobile Show to 
be held in December in the New York Coliseum, are William H. 
McGaughey, American Motors vp and head of the show committee; 
Harry A. Williams, director of advertising and promotion for the 
Television, has been named re-| Avtomobile Manufacturers Assn., which is sponsoring the event, 
search manager of ABC Film Syn-| @"d Carl Geigerich, account executive for Cunningham & Walsh, 
agency for the show. 


Williams 


Ready to roll... to serve you beffer! 


THIS TWIN'S NEW, IMPROVED 


Always among the leaders in the field of 
ROP color, the St. Paul Dispatch-Pioneer Press 
is ready to start adorning its pages with more 
and more perfectly printed colors! 

Keeping right in stride with the ever-expand-” 
ing use of color, the Dispatch-Pioneer Press has 
just added a new Goss Headliner press, with 
a double half deck, two single half decks” and 
a color hump, to its other two ROP celor 


presses. 
This brand new Headliner is ready to roll 
. .» to serve you better . and it’s just one 


more shining example of how the Dispatch- 


Pioneer Press is keeping in step with the prog- 


ress of its thriving home town. 


And here’s something else worth remember- 
ing. Whether your advertising message in the 
Dispatch- Pioneer Press is adorned with color 
or runs in —. -white, it will go into almost 


the St Paul market. 


every home 1 


And living in those homes are 446,300 
people who spend more than 563 million dollars 


a year! 


May we tell you the whole colorful story 
of the big, rich St. Paul market? Just write 


Dept B. 


DIS PAT CH: tcosxons, mc 


DETROIT 
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SAN FRANCISCO . LOS ANGELES 
ST PAUL - MINNEAPOLIS 


U.S. Publishes 
Self-Do Ad Guide 
for Small Business 


WasHINGTON, Sept. 25—Adver- 
|tising is an important part of the 
‘total sales function and should 
never be an “ivory tower” activity, 
according to a new booklet just 
issued by the Small Business Ad- 
ministration. 

The booklet, “Profitable Adver- 
tising for Small Industrial Goods 
Products,” emphasizes the how-to- 
do-it aspects of industrial adver- 
tising and highlights the need for 
careful advertising plans developed 
for individual plants. 

“Profitable advertising,” the 
booklet says, “cannot be a static, 
ready-made activity to be slipped 
on by any small company. Rather, 
it must be a dynamic, tailor-made 
function, fitted with great care to 
the needs of the particular com- 
pany. What works well for one 
will not necessarily work at all 
for anybody else. In addition, ad- 
vertising must play a varying role, 
depending on other marketing pol- 
icies such as pricing and distribu- 
tion methods. 


a “Any business executive,” the 
booklet says, “is wise to look at 
advertising with a critical eye, but 
his analysis should be just as un- 
biased as it would be in any other 
function—such as engineering, pro- 
duction or finance. He should be 
especially cautious not to accept 
unquestionably either the enthu- 
siastic claims or the complaints 
which are sometimes the by-prod- 


juct of misunderstanding or faulty 


administration of advertising pro- 
grams.” 

The booklet stresses that adver- 
tising is an educational medium, 
especially in the industrial field, 
where purchases typically are 
made on a rational basis. 

Specific suggestions on how to 
use and benefit from a wide vari- 
ety of advertising, promotional and 
merchandising tools, are provided 
in the booklet, No. 18 in the agen- 
cy’s small business management 
series. It can be purchased from 
the Government Printing Office 
for 35¢ a copy. 


Three Named Directors of 
Press Wireless in Revision 

Amory H. Bradford, secretary 
of the New York Times; Charles L. 
Stillman, exec vp and treasurer of 
Time Inc., and Frank L. Taylor, 
exec vp of the New York Herald 
Tribune, have been named direc- 
tors of Press Wireless Inc. 

Press Wireless’ stockholder con- 
trol was recently revised. Previ- 
ously the three companies held 
48.10% of Press Wireless stock. 
Now the Times holds 35.87%; the 
Herald Tribune, 25.57%, and Time 
Inc., 35.95%. 
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“Like you advertising people say, I’m one of the half million 
who read only one newspaper, the Detroitg@imes 


@ “Jim gets home about five-thirty. I like to look at the paper for 
a half hour before he gets here. Peggy, our daughter will be along 
soon. She’s downtown shopping for a new dress. Jim will pout. 
Always does. Says we spend too much for clothes. But he’s proud 
of his women. Likes us to have good things. One of the good things 
we all like, you should know about. 


_ “We read only one newspaper, the DETROIT TIMES. 


“Know why? One sure thing we like is all the news we read. We 
don’t miss a thing with the TIMES. It’s the only Detroit paper that 
prints news with that important (INS) on it. Jim told me what it 
means. And we wouldn’t think of seeing a show or a movie without 
reading what Harvey Taylor or Walter Stevenson says about it. 

“We both read Bob Considine. He’s one of our favorites of the 
big name writers in the TIMES. And we're all Vera Brown fans. 


Detr 


Vera Brown writes OUR TIMES, a sort of big city, local goings-on 
column. 

“Me, I like to read the women’s pages in the TIMES and the 
stories about our own social affairs written by Jean Whitehead and 
Vera Nolan and Frances Givens. Peggy’s favorite is the Friday 
TEEN PAGE. Frances D’Honte writes it. 

“We like the whole paper. The TIMES writes about things just 
the way we think. ; 

“If you want to reach families like mine in Detroit (we read the 
advertising, too) remember, you can reach us through no other 
newspaper but the DETROIT TIMES.” 

One million families live in the Detroit retail trading area and their 
retail purchases amount to five billion dollars annually. 

By advertising in the DETROIT TIMES you reach about half the 
families in the Detroit Trading Area, the heart of the Michigan market. 
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ROCHESTER, MINNESOTA 


Sweeps Sales Management Figures for Minnesota 


sT RA Buying Power Por family $6.161 
STATE County Sales Per family $4.991 


IBM IS INVESTING $8,000,000 
FOR A NEW INSTALLATION HERE A 35,000 population city with a 200,000 population 
- skyline. The 52nd largest airport in the U.S. with 80,000 


Passengers yearly. 


We feature the Outstanding merchandising of any paper our size 


s ROCHESTER POST-BULLETIN 


See your John Budd man for more details 
Circulation over 19,600 daily COLOR NOW AVAILABLE! 


(Continued from Page 2) 

“Early this year it was reported 
that several agencies were pitching 
for the Texaco account. Mr. Stew- 
art said 12 agencies made presenta- 
tions. They were: G. M. Basford 
Co.; Ted Bates & Co.; Cunningham 
& Walsh; Dancer-Fitzgerald-Sam- 
ple; Erwin, Wasey & Co.; William 
Esty Co.; Foote, Cone & Belding; 
Grant Advertising; Bryan Houston 
Inc.; Kudner Agency; Lennen & 
Newell, and Warwick & Legler. 

Each agency made a presentation 
to the company’s advertising com- 
mittee, Mr. Stewart said. “They 
|were all excellent presentations, 
which made a decision difficult. It 
also explains why the matter has 
been hanging fire since last Feb- 
ruary. 

“It was the consensus of the 


The finest technique and know-how of color printing— 
gained from over 30 years experience in printing color in 
editorial and advertising columns and Sunday color comic 
sections—mixed into a market that’s been called one of the 
five fastest growing markets in the nation. That’s the way to 
get sales reaction that'll brighten your sales picture. 


wom, 8 


The ONLY Sunday Magazine Section that COVERS Oklahoma! 


In Oklahoma, the combined total of all the 
national supplements reaches no more than 4% of 
the state! Only the Sunday Oklahoman covers Okla- 
homa with a Sunday magazine supplement. And the 
Sunday Oklahoman reaches more families every 
Sunday than any other newspaper in the Great 
Southwest! For the greatest coverage of Oklahoma 
City, the State of Oklahoma, or the entire Southwest 
—advertise in the Sunday Oklahoman. 


Locally Edited . . . Locally Printed 


> ( 


Published by The Oklahoma Publishing Company 
Represented by The Katz Agency 


wna Magazine 


‘¥ 
re sit 


‘ys 


wa 


THE DAILY OKLAHOMAN and OKLAHOMA CITY TIMES 


Advertising Age, October 1, 1956 


Texas Co. ‘Simplified’ by Focusing 
Ads at Cunningham & Walsh, Basford 


committee,” Mr. Stewart said, 
“that C&W fulfilled our require- 
ments on the strength of its pre- 
sentation, on the fact that it was 
familiar with the way we operate 
and on the feeling that C&W was 
the best equipped agency to han- 
dle the over-all account.” 

The committee’s recommenda- 
tion, Mr. Stewart said, was con- 
firmed by the Texaco management 
Monday. 


® The Texas Co., which celebrated 
its 50th anniversary in 1952, 
ranked 15th among U:S. industrial 
companies in 1955. Its sales ex- 
ceeded $1.7 billion; its net profit 
was $262,730,000. 

Among leading national adver- 
tisers in '55 Texaco was ranked No. 
46, with an advertising expenditure 
in three media of $6,000,945, com- 
pared with $5,460,948 in '54. But 
not all advertising expenditures 
were included in the tabulation— 
notable exceptions were radio and 
tv. ? 

Mr. Stewart confirmed that Tex- 
aco’s budget is close to $12,000,- 
000, but he declined to give a 
breakdown. 


® Texaco became a national ad- 
vertiser about 1912. It ran its first 
page in The Saturday Evening Post 
May 18 in that year. The name of 
the original agency is not on 
record. Erwin, Wasey handled 
Texaco advertising for about 30 

ears; Newell, Emmett (now 
C&W) for about 21 years; Kudner 
for about ten years. Hanff-Metz- 
ger and Buchanan also handled 
parts of the account several years 
ago. 

In 1929, Texaco was advertised 
as “the only gasoline and motor oil 
sold in every one of our 48 states.” 
During the depression in the ’30s, 
Texaco ads featured a budget ap- 
peal, emphasizing its oil as “crack- 
proof and longer lasting.” 

Also, from 1932 through 1935, Ed 
Wynn’s “Fire Chief” radio show 
was a national favorite. During the 
late ’30s the company featured 
“registered rest rooms” at Texaco 
stations. 

The Texaco-sponsored Milton 
Berle show was a highlight on 
home tv sets from 1948 to 1953, and 
in 1950, in a sample survey by 
Hooper, the Berle show recorded 
100% identification with its spon- 
sor. 


® In the 17 years that the company 
has been sponsoring Metropolitan 
Opera broadcasts, it has received 
unusual support from opera fans, 
Mr. Stewart said. Many of them, he 
added, have become stockholders 
to show their appreciation. 

Mr. Stewart denied that any ex- 
ceptional circumstances had led to 
the company’s sponsorship of the 
opera. “It was undertaken de- 
liberately,” he said, “as a cultural 
public service, and it has probably 
won us more friends and support- 
ers than any other one thing we 
have done.” 


Currie Named WRAL Manager 
William Currie, for the past two 
years associated with the Tobacco 
& Sports Network operated by 
Capitol Broadcasting Co., has 
been named manager of WRAL, 
Raleigh radio station. WRAL is 
operated by Capitol. Mr. Currie 
will also be sales manager, suc- 
ceeding Fletcher Turner, who will 
devote his time to WRAL-TV. 


IMA Appoints Nickerson 

A. L. Nickerson, president of 
Socony Mobil Oil Co., New York, 
has been appointed chairman of 
the planning council of the Inter- 
national Management Assn., New 
York. 
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Somebody ask a question 
about Newspaper reading? 


We never quite realized how much more intensely our 
newspaper is read—until we looked at the figures! 


We knew that between 1941 and today newspaper 
editing got sharper, and tighter, and the newspaper reader 
got sharper, and the newspaper product became altogether 
brighter and more attractive. 


We knew TV was in the picture—since December of 
1948 in New Orleans—but we always figured TV viewing 
couldn’t materially affect one way or the other the reading 
of our newspaper. 


Reading depended on us 


We figured the one thing that could affect the reading 
of our newspaper was the kind of newspaper we published, 
and went at it that way. 


But now, along comes the TV bureau presentation 
into our market pretending to tell manufacturer’s repre- 
sentatives and other people that newspaper reading is 
slipping before TV. 


We didn’t run out and make a survey to find out if 
we were. We looked into two readership studies of The 
Times-Picayune we had on hand, one made on May 15, 
1941, as part of the Continuing Study of Newspaper 
Reading, and the second made October 7, 1953, both made 
by Publication Research Service (Carl Nelson & Asso- 
ciates). 


National Ad Reading Doubled 


There’s only one conclusion clearly to be drawn from 
a comparison of the two. We have been right, and they are 
wrong for whatever advantage being wrong may im- 
mediately give them. 


Almost without exception readership of The Times- 
Picayune has gained—not just somewhat, but dramati- 
cally. Through the newspaper—both the reading of the 
Editorial Content and the reading of Advertising (the 
reading of national advertising actually doubled!). Here 
follow high-spots of the two studies. 


Various ‘Anchor’ Positions 


May 15, October 7, 
Percent Reading—Men and Women 1941 1953 
Any for Page One ............. 97M—95W 99M—97W 
Any for Page Two ............. 77M—86W 79M—87W 
Any for Page Three ............ 87M—82W 84M—86W 
First Society Page ............. 55M—90W 50M—-91W 
Second Society Page ........... 15M—61IW 30M—86W 
Sports—Page One ............ 73M—13W 81M—36W 
—Page Two ............. 69M—13W 77M—27W 
—fPage Three ........... 55M—33W 79M—39W 
dS re 17M— 5W 25M—15W 
Amusements Page, Movies ...... 58M—79W 68M—84W 
Advertising 
May 15, October 7, 
Percent Reading—Men and Women 1941 1953 
Display Advertising ............ 76M—97W 3 89M—97W 
FOUN ue Bah obo bo ia'wiae se’ 40M—46W + 79M—92W 
ROOUE ses Kiar Naas 6-6 CORRES ss 74M—97W  3=79M—96W 


So, for the record, such is the area in which your 
advertising works in New Orleans—where it would seem . 
in a dozen years newspaper readers have become notably 
more intensive newspaper readers, and, as a consequence, 
newspaper advertising—always a good buy—is an even 
better buy today. 


And, rather on the same subject, we circulate almost 
100,000 newspapers a day more today than we did in 
1941, all paid for, of course, and bought to be read! 


Che Cimes-Picauune 
NEW ORLEANS STATES 


Represented by Jann & Kelley, Inc. 


Circulation: 288,312 Daily, 281,973 Sunday 


A. 8. C. Publisher's Statement? Ist Qtr. 1956, 
Daily combined morning and evening avg. 
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Advertising Age, October 1, 1956 


Brown Urges Druggists to Organize) sxvcict'i'n’s pecuiar position 


go. In the original experimental 
store, started in January, sales 
volume was double that of the 
same period last year when it car- 
ried a regular line of goods. 


Stineway Expands Line 
Stineway Drug Co., Chicago, has 
announced it will expand its ex- 
perimental food and non-drug line 
sales to stores in suburban Chica- 


druggist is in a peculiar position 
that complicates any solution. His 
total sales are made up of small 
volume spread over more than 15,- 


THE COLLEGE MARKET IS YOURS WITH PLAYBOY 


AVAILABILITY —— Daily and Sunday; 
spot or full color! 


Read by.3 out of 5 families 
in Nebraska and Western Iowa 


Il years’ outstanding growth in 


R.O.P. FULL COLOR 
in The Omaha World-Herald - 


WHY? 


RESULTS — Proven by consistent | 
color schedules! 


253,647 Daily 


Omaha 
World-Herald 


Publisher's Statement for March 31, 1956 
O'Mara & Ormsbee, National Representatives 
New York * Chicege * Detrelt * les Angeles * Sen Francisce 


264,886 Sunday 


ag?) a 


¥ Sd, eee 


‘Sell’ to Fight Non-Drug Competitors 


market competition and other | that “it is unfair to the ill to in- 
problems, and wound up the six-|crease the profit on prescriptions 
day sessions by electing Charles R. | to offset the lack of profit on over- 
Seward, Pasadena, Cal., president. . 


the-counter merchandise.’ 

Manufacturers who have consid- 
ered this problem by increasing the 
gross profit margin on their prod- 
ucts were “complimented,” and 
NARD members were urged “to 
cooperate with the manufacturers 
who take the interest of the retail- 
er into consideration.” 


s Non-prescription sales represent 
75% of total drug store income, 
and the retail druggist must devel- 
op methods of organized selling of 
\gowth items if present rate of 


growth of retail drug store volume 

|is to continue, according to Dr. 
| Lyndon O. Brown, vp and director 
of media, merchandising and re- 
search, Dancer-Fitzgerald-Sample, 
New York. 

Dr. Brown warned that retail 
druggists must face the problem of 
meeting the competition brought 
about by modern supermarket vol- 
ume in drug and toiletry sales, an 
increase in house-to-house selling, 
redistribution of population, shop- 
ping center development and ris- 
ing cost of labor. 

“The druggist,” he said, “must 
be just as sharp as his non-drug 
competitor in such matters as store 
layout, traffic direction, selection 
of items for display and for clerk 
selling, and in personnel training, 
if he is to keep pace with his com- 
petition and build profits in the 
future.” 


000 different items, only part of 
which offer any opportunity for 


NARD Convention Spurs deny gg John J. McKeightan, | rea] sales development and profit. 

° , ’ » SICH. “The average druggist,” he said, 

Fight on Obscene Mags, “cannot afford to employ the staff 

PLAYBOY COMPARATIVE | Machine Vending of Drugs|* 4 resolution concerning “in-/ necessary to do the accounting, re- 

Ly PUBLICATION snr — get, creased profit to meet increasing|search and sales planning neces- 

oes to the top of ui yey? ~ am “ The Na- operating costs,” declared that “the | sary for the proper organization of 

; ee he PLAYBOY 1,174 | tional Assn. 0 y il Druggists, at/cost of doing business in retail| selling activities. He must, there- 

“ e class at Life 206 its 58th annual convention here stores has increased steadily dur-| fore, turn to his wholesaler source 

NORTH CAROLINA last week, urged further restric-| ing the past 10 years, whereas the|of supply and to manufacturers, 

STATE COLLEGE True 176 tion on distribution of obscene pe- | gross profit margin, with few ex-| who have the resources to develop 

From A Continuing Study of Sat. Eve. Post 175 riodicals, condemned sales of drugs | ceptions, during this same period, | scientific plans for organizing sales 
College Newsstands Magazine by or through vending machines | has not been increased by pharma-| efforts at the retail level. 

Sales,© actual sales, based on LO™ 160 | and in non-drug outlets and “com- | ceutical manufacturers and other} “Many wholesalers and retailers’ 

the average of several issues, Holiday 144 plimented” drug manufacturers | manufacturers of products normal-| manufacturers, such as McKesson 

Mw gy gerne ree Pt Collier's 142 who have 2 pene or gross prof-|ly carried by retail pharmacists.” | & Robbins, and Johnson & Johnson, 

inate’ Cosine’ Renan’ Cae. ‘ 69 it margin of their products. It was pointed out that “all sur-| already offer these services to the 

Lect. Figures taken directly Esquire The 3,500 druggists attending the | veys show that the margin between | retail druggist. Only by taking ad- 

from the local magazine whole.  Ti™® 62 convention also heard more than a|cost of doing business and gross| vantage of the knowledge and ex- 

saler’s records. Sports Ill. 24 score of speakers discuss super-/profit is dangerously small,” and| perience of the large wholesalers 


and manufacturers as a basis for 
developing his own organized sell- 
ing of non-prescription items can 
the druggist meet the competition 
of the highly scientific, well organ- 
ized merchandising of his non- 
drug competitors.” 


= Urging druggists to push sales 
of advertised drugs, James Hill, 
board chairman, Sterling Drug 
Inc., said, “These are the products 
which are identified by trademarks 
and brand names, which the public 
has come to know well by virtue 
of consistent and heavy advertising 
by their manufacturers. 

“These are the products which 

the public has come to trust, and 
therefore to want to buy again and 
again, because they deliver the 
performance which the advertising 
promises. These are the products 
which are, in fact, actually pre- 
sold. 
“I know the word ‘supermarket’ 
is a growl word for this audience, 
but I think there is real signifi- 
cance in the merchandising fact 
which guides that type of outlet, 
namely, to stock and display only 
fast movers, and continually to 
drop from stock those items which 
don’t move fast enough. 


s “I appreciate that the druggist 
has a responsibility which the non- 
drug outlet does not have. He must 
carry many brands and lines in or- 
der to discharge his professional 
service responsibility as a druggist. - 


“But it’s one thing to have a lit- 


KNOW-HOW—Eleven years in gf” 
R.O.P. full color is experience few | 
newspapers can match! a R.O.P. 


ing buy! 


for FULL IMPACT 


now AVAILABLE in 
Fort Smith, Ark. 
Spark your food ads with R.O.P. FULL 
COLOR! Now available every day in Ar- 
kansas’ Top Food Market! New 4-color 
press units and high quality color ink 
give top impact for smart food adver- 
tisers. Arkansas’ most ideal test market 
conditions make this your best advertis- 


Sonthwest.-Times Record 


Notional Reps,—Arkansas Dailies, Inc. 
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TOP TEN SRANDS 


i's novasTen, 


ysTon HOME MARKET 
HO 


pyrene BY MOLONEY, REGAN & sc 


Texans 


1956. 
CONSUMER INVENTORY». 


a 


MPAITT, INC. 


7 < 


The Houston Post’s Second Annual 


Top Ten 
Yours For The Asking 


GB The new 1956 consumer inventory reporting the 
Top Ten Brands in Houston homes and stores is just 
off the press. It shows the Houston market — for foods, 
beverages, household products, drugs, sundries, toilet- 
ries, appliances, automobiles, and many other products. 

This is the second annual Top Ten Brands study 
made in Houston by Dan E. Clark, II & Associates, Inc. 


USTON PosT 


Written and Edited to Merit Your Confidence 


tee 


Brands Houston Post Study 


Compare this new 1956 study against the 1955 study 
for product trends in Houston. This is a highly valuable 
advertising tool for national manufacturers, advertising 
agencies and distributors interested in local and national 
shifts and trends in product preference. 

To get your free copy, write The Houston Post 
or see your Moloney, Regan & Schmitt representative. 


Represented Nationally by MOLONEY, REGAN & SCHMITT 
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tle known item available for the 
occasional customer who might ask 
for it. It’s something else to stock 
up heavily on little known brands, 
perhaps because of the attraction 
of high percentage margins, and 
then try to recover the investment 
in that kind of inventory by giving 
it valuable display space in the 
store. 

; “In this age of dynamic mer- 
m™ chandising, we have all learned 


customer know we've got them; 
more than that, we’ve got to put 
the goods right in front of the cus- 
tomers’ eyes.” , 


® Discussing fair trade, Maurice 
Mermey, director, Bureau of Edu- 
jcation for Fair Trade, said, “The 
| reality of the present situation is 
that it is becoming increasingly 


Are You Selling the Restaurant icary NOW? 


YOU CAN...AND FOR 
REALIZE... Through the Advertising Pages of: 


ee? , re 5 S. Wabash Ave 
meriian Keslaurtanl mogarine Chicago 3, Illinois 


ALOT LESS THAN YOU 


that it isn’t enough merely to stock | 
best sellers. We've got to let the| 


NANCY DIXON has been named di- 

rector of media and public rela- 

tions of Ingalls-Miniter Co., Bos- 

ton. Miss Dixon, a home economist, 

also has been with Young & Rubi- 

cam and has produced and starred 
in several tv shows. 


trade programs.” 


difficult for fair-trading manufac- 
turers to operate nationwide fair 


Aiming db te Rich Souths . 


Don't Miss" the COLORFUL 
MAGIC EMPIRE! 


A BILLION DOLLAR 


MARKET 


This is the billion-dollar Magic Empire, oil-rich, 
water-rich, and loaded with buying power. You 
just can’t cover the Southwest without it— 


and at the heart of this 


find the richest pay zone of all: 


Magic Empire you'll 
Metropolitan 


Tulsa, Here *297,700 people share an effective 
buying income of *$528,695,000. 


Are you getting your share of this billion-dollar 


market? 
in the Tulsa World and 


You can, when you tell your story 


the Tulsa Tribune— 


preferred reading of +169,092 residents of the 


fabulous Magic Empire. 


*1966 Sales 
¢Mareh 31. 1ss0. 


* eg man fer covies of 
. Spot color in 


Seacarmeett, Surver of Baytag Power. 


COLOR ADVERTISING 


of color ads in the World 


TED RLD 1 BY @ THE BRANHAM 
CITIES 


OFFICES IN THE PRINCIPAL 


IN TRAE U.S.A. 


'a series of advertisements for re- 


(Continued from Page 3) 
ad or a series of ads, Mr. Arm- 
strong pointed out. 

“What you don’t learn from 
these procedures is observation, 
believability, sales,” he said. “We 
have long felt we must have a re- 
search tool which pre-tests ads for 
relative effectiveness.” 

Mr. Armstrong said that since 
McCann-Erickson began relative 
sales conviction testing of adver- 
tising it has reported the findings 
achieved but never has disclosed 
“how we do it.” 

The method is an application of 
motivation research, he explained. 
Researchers use depth interviews 
which may last an hour to an hour 
and a half. 

Size of the sample depends upon 
the type of product advertised and 
the area or number who receive a 
copy of the ad. It has varied from 
150 to 1,500 interviews. 


= “To validate the technique we 
have gone to direct mail and retail 
advertising, using carefully con- 
trolled sales areas, where they can 
trace the actual volume of sales,” 
Mr. Armstrong said. 

“We reasoned that if we could 
validate the technique, then it 
should be used as a copy-editing 
tool. We could submit a variety of 
copy to tests to find out which is 
strongest.” 

The depth interviews are con- 
ducted by researchers who corral 
housewives or home owners and 
ask such questions as these about 


tail product or such things as sil- 
verware patterns: 

“Is there anything in this ad that 
you believe . . . or don’t believe? 

“How does your family use this 
product?” 

From the interviews the re- 
searchers come up with compara- 
tive figures on what proportion of 
sales volume should have resulted 
from each ad of the series, Mr. 
Armstrong said. 

The researchers have then told 
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‘Conviction’ Ad Pre-Testing Is 96% 
Accurate in Forecasts: Armstrong 


Some 40% of all national adver- 
tising is handled through the agen- 
cies in New York agencies, he ac- 
knowledged, but pointed out that 
national advertising represents 
only 55% of all advertising. 


s Advertising clubs in Texas are 
working for the repeal of a provi- 
sion in the Texas constitution 
which bars the state government 
from spending any money on ad- 
vertising. 

William R. Baker, board chair- 
man of Benton & Bowles Inc., told 
the conventioners he expects to see 
industry call upon advertising 
agencies to help acquire new 
equity capital—a chore currently 
done by financial men. 

By 1965, Mr. Baker said, indus- 
try will need to raise $160 billion 
from outside sources for expan- 
sion. 


® A panel of advertising students 
from the University of Houston 
presented to the convention their 
views on what they look forward 
to in the advertising profession. 
Dr. John Young, chairman of the 
department, was moderator. 

The American Assn. of Adver- 
tising Agencies’ exam on adver- 
tising aptitude should be given 
the junior year to advertising stu- 
dents, not the last semester of the 
senior year, Frank M. Nicholson 
told the group. 

Mr. Nicholson, 28, will graduate 
in February and has a parttime 
job as copywriter with the local 
office of McCann-Erickson. 

“In February, after he has reg- 
istered for the final semester, the 
student plunks down $20 and in 
some cases then finds he has no 
aptitude,” Mr. Nicholson com- 
mented. 

“The aptitude exam should be 
given in the junior year, at the 
beginning of his specialization. 
When he is a senior, then give the 
student a comprehensive test. 


the advertiser the percentages 
and asked them how closely the 
figures jibe with their actual sales 
traced to the various ads, he add- 
ed. 

In 141 cases, involving in all 
50,000 interviews, the correlation 
was .97, Mr. Armstrong disclosed. 


s Pushbutton shopping, with 
women selecting their purchases 
from a tv screen, was envisioned 
by Roy Campbell, western division 
exec vp of Foote, Cone & Belding. 
“Technicians foresee the time 
when women shoppers will shop by 
tv screen,” Mr. Campbell said. “It 
may be possible for a housewife 
to sit in her car in the parking lot 
of a supermart, watch the display 
of brands on the tv screen, push a 
button for those she selects and 
have her order automatically as- 
sembled and brought to the car.” 
He predicted that by 1966, there 
would be 1,000 tv stations in place 
of the present 463, with 85,000,000 
receiving sets in more than 50,- 
000,000 homes, half of them in col- 
or, and annual sales of 8,000,000 
sets, largely replacements. 


= A panel of middle management 
members from the 14 advertising 
clubs of the 10th district today at- 
tacked—by brainstorming—the 
problem of publicizing the great 
Southwest as a vacation land. 
Willard Pleuthner, vp in charge 
of communications and brain- 
storming for Batten, Barton, Dur- 
stine & Osborn, preceded the ses- 
sion with a talk. 


® Main St. is more important than 


Available Oo 


in 1,000 lines 
or more. 


Only the 

Fond du Lac 
Commonwealth 
Reporter gives 

you 89% daily 
coverage in 

Fond du Lac County 
—compare this with 
19% ... the next 
largest daily coverage. 
Total ABC Net Paid 
17,087 


Fond du Lac (Wis.) 


COMMONWEALTH REPORTER 


E. A. FAULKNER & ASSOCIATES 


Madison Ave. sometimes thinks, 
commented Elon Borton, AFA' 


NEW YORK - CHICAGO 
National Representatives 


president. | 
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Constructively Serving Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: 
NEW YORK CHICAGO 


ROBERT T. DEVLIN, JR. EDWARD J. LYNCH 
342 Madison Ave. 20 N. Wacker Drive 
Murray Hill 2-5838 aA Andover 3-6270 


GEORGE S. Dix 
Penobscot Biag. 
Woodward 5-7260 


West Coast Representatives: 


FITZPATRICK ASSOCIATES 
155 Montgomery St. 
Garfield 1.7946 


LOS ANGELES 


FITZPATRICK ASSOCIATES 
3460 Wilshire Boulevard 
Dunkirk 5-3557 
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MORE 
COLOR 


Already among the first five newspapers of 
the nation in the volume of R.O.P. color 
advertising, the St. Louis Post-Dispatch has 
installed new color equipment to improve 
its color printing and increase its capacity 


for R.O.P. and Rotogravure color. 


Dependence on Ad Schedules Makes Use of 
R.O.P. Color Difficult, Food Editors Say 


New York, Sept. 25—Food edi- 
tors from the nation’s dailies aired 
their problems on run of paper 
color here today and in so doing, 
several of the newspaper women 
pointed up the need for better 
education of editorial departments 
on the subject of color. 

Some of the questions asked by 
the ladies of the press—about 175 
of whom are attending the 14th 
annual food editors’ conference at 
the Waldorf this week—indicated 
that information which may be 
common knowledge to the adver- 
tising departments of papers using 
r.o.p. color has not penetrated the 
editorial sanctums. 

The panel on color was set up 


at the request of the food editors | nearby Lake county. Du Pont filed 


as part of their annual conference. 
Moderated by James S. McAnulty, 
vice-chairman of the conference 
committee, it included Clarice 
Rowlands, Milwaukee Journal; 
Ruth Ellen Church, Chicago Trib- 


editorial usage. 

Mr. McAnulty told the group 
that there currently are 661 dailies 
using black and one color, 324 us- 
ing black and two colors, 86 using 
black and three colors and 251 us- 
ing full color. Of the r.o.p. color 
papers, 183 are located in popula- 
tion centers of 100,000 or more. 


Prohibits Du Pont 
Antifreeze Price Cut 

A permanent injunction prohib- 
iting the sale of antifreeze made 
by E. I. du Pont de Nemours & 
Co. at cut-rate prices has been 
granted by Common Pleas Judge 
Winfield S. Slocum, Cleveland, 
against the Bargain Fair store in 


suit last December, charging Bar- 
gain Fair with selling under the 
contract price that Du Pont main- 
tains with other Ohio retailers. 
The judge has also granted an 


ise * ao. 
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injunction sought by Union Car- 
bide & Carbon Corp., maker of 
Prestone, against Bargain Fair for 
cutting the gallon price from $2.95 
to $2.49. The case is pending in 
the seventh district court of ap- 
| peals. 


| Citrus Commission Plans 
‘Vitamin C’ Campaign 
Scientific research proving the 
potent vitamin C content of frozen 
citrus juices is the mainstay of a 
new professional advertising cam- 
paign being launched for the Flo- 
rida Citrus Commission. This series 
will be directed to doctors, den- 
tists, nurses, nutritionists and 
hospital personnel and will appear 
in 14 trade journals. Noyes & 
Sproul, New York, is the agency. 


DuKane Appoints Ziv 

The John Marshall Ziv Organi- 
|zation, Chicago, has been appoint- 
|ed to handle advertising for Du- 
Kane Corp., St. Charles, IIL. 
electronic specialist and manufac- 
turer of sound systems. 


Mere Coler tor R.0.P. 


une; Grace Hartley, Atlanta Jour- | = 
nal, and Harry Gwaltney of the 
Milwaukee Journal’s r.o.p. color 
service. 


The advertisement on the opposite page was published by The 
Milwaukee Journal in the Chicago Tribune in color and in the 
New York Herald Tribune in B&W on September 27, 


Six new extra color couples have been in- 
stalled in the Post-Dispatch press room, in- 
creasing the capacity for R.O.P. full color 
and spot color. Full color, previously limited 
to papers of 64 pages or less, can now be 
handled in papers up to 80 pages in size. 
Color will soon be available on both the in- 
side and covers of sections. 


s No matter what else may be 
done, “if we don’t have good 
newsprint, we just can’t print 
good color,” Mr. Gwaltney said in 
answer to a question on ways to 
improve the reproduction qualities 
of color. Outlining the three meth- 
ods newspapers use to make color 
mats (cold-rolled, baked and hot- 
baked) Mr. Gwaltney said only 
about 66 newspapers use the hot- 
baked mold, the system which has 
minimum shrinkage. For “a rea- 
sonable cost,” he said, more news- 
papers could use this system and 
obtain better register on their col- 
ors than they do presently. 

Color can be extremely effec- 
tive in the editorial treatment of 
food, according to Miss Hartley. 
A color treatment on lobster in the 
Milwaukee Journal “sold out the 
city on lobster,” she reported. But 


connection with the Chicago Color Conference 15 other news- 
papers published the color ad for coast to coast coverage 


Available Today 
1956 Edition 


Mere Celer fer Retegravare 


New full color printing equipment has also 
been installed in the Post-Dispatch Roto 
gravure Plant, increasing the color capacity.’ 
Full color or spot color is available now on 
every page* of the Sunday “PICTURES” 
Rotogravure Section, as well as special roto- 


gravure advertising supplements. 


*Not all pages are available for advertising. 


ST.LOUIS POST- DISPATCH 


First in Advertising for more than 55 consecutive years 


“we can’t depend on just color to 
get reader interest,” commented 
another panel member. 

One thing that editorial depart- 
ments frequently do depend on in 
their use of r.o.p. color, is the 
schedule of the advertising de- 
partments. 


® Several of the food editors in- 
dicated that most of the time their 
color features have to wait for a 
color advertiser before they can 
run because of the high cost of solo 


OFFICES editorial color. 
Objections were voiced by some 
CHICAGO NEW YORK of the food editors to advertising 


Mr. Robert C. Rowden, 
Manager 

St. Louis Post-Dispatch 
1829 Tribune Tower 


Mr. Joseph B. Ambrose, 
Manager, 

St. Louis Post-Dispatch 
52! Fifth Ave., Suite 2401 


agencies which supply color trans- 
parencies that are “loaded with 
the client’s product.” 

“Write to them and tell them to 
be a little more subtle about it,” 


Chicago tI, Hlinois New York 17, N. Y. was the suggested solution. 
° e Generally it was agreed that 
duplicate transparencies are not 
SOUTH# WEST COAST as desirable as originals. One food 
THE w Co. | editor commented: “Our photo de- 
The John Budd Company paras rad ea taayg partment absolutely won’t work on 
Healey Building . anything that’s not the original 
Atlanta 3, Georgie Los Angeler 14, California transparency.” Several others in- 


The John Budd Company 
$03 Mercantile Bank Bidg. 
Dalles |, Texas 


The John Budd Company 
1138 National Bank of 
Commerce Bidg. 


West-Holliday Co., Inc. 


625 Market St. 
San Francisco 5, California 


West-Holliday Co., Inc. 
520 S.W. Sixth Avenue 


dicated that their pressrooms, in 
effect, often decide what the edi- 
torial departments will run, be- 
cause the pressmen turn down the 
color requirements as too critical. 

A suggestion was made that ad- 
vertising agencies and others who 


Latest information on... 
Newspapers offering R O P Color. 


New Orleans 12, Louisiana Portland 4, Oregon supply the dailies with transparen- ROP Color rates and circulations of 255 newspapers. 
ies might d b& tact prints, ‘ - 
° West-Holliday Co., Inc. with autetens = the guar Readership survey findings, R O P Color versus B&W. 
603 Stewert St. treatment, as a means of cutting . . 
resell Seattle 1, Washington traneparency costs. Case histories on results. 
it. Len Techniques and production methods for better 
The Leonard Company West-Helliday Co., Ine. = It appeared that one of the ma- ROP Color pean rs. 
311 Lincoln Road 1312 Cherokee jor deterrents to wider use of pape 
Miami Beach, Florida Denver 4, Colorado editorial r.o.p. color is the high 


cost to individual newspapers of 
turning out color plates. Any plan 
which companies might ultimately 
devise to make these plates or 
high-quality mats available would 
be a major factor in enlarging 


Write the Advertising Manager for your copy. 


The Milwaukee Journal 
America’s Most Colorful Newspaper 
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What price 
newspaper 
coverage...in 
ff 


SQ, *2* 
+ “ 
r. 4 
eek: 
~ By : ote 255 newspapers with 25,899,347 circulation now offer R.O.P. 
Spite se eg? dar , Full Color advertising in ABC CITY ZONE centers with 55,832,325 
Ae a a ¢ population... Pius-millions more in Trading Areas! Price exampie: 
<.. f | ° * ; ; i $118,007.14 
* s f Maximum cost* 
| ‘ — — buys a big newspaper page in full color in 


ali 53 cities (solid flags, see map) of A 
approximately 200,000 and over. 
Total circulation: 14,506,485 


* 


TOP CITIES OF APPROXIMATELY 200,000 AND 
PULA 8.0.7. COLOR (53) (cor- 
porate City or ABC City Zone 5.8.0.5. 8-15-56) 


Cities 200,000 end ever net offering £OF. 
Pull COLOR (8). 


Other cities offering BOP full COLOR (175) 


TO COMPLETE 

BIG CITY COVERAGE: 
A black and white page adaptation of 
your color ad in 8 other cities (outline 
flags) costs $14,995.44. Total circula- 


tion added: 2,235,465. (6 of these 8 
have 1-color service). 


Market selection? =. 
Timing? Flexibility? 
Regional Concentration? 


172 (*) additional city news- 
paper markets have 6,219,093 
circulation and 12,249,502 
CITY ZONE population. 


Smali price for the selling power of R.O.P. COLOR! 


You drive home full page ad messages in selected city newspaper markets. You can do it 

with one smashing coast to coast salvo — or with rifle shot accuracy pick your time with market 
by market flexibility. 

Without duplication or waste circulation, at low cost per thousand, you can tell people about 
your product or service with “spectacular” impact, poster size impressions and memorable, 


exciting full color display. cost? 
You can merchandise your campaign at the local level, run the ad over local dealer signature, 0 Pp Full Color 
invite day-after-pubiication buying results at local outlets. And — the merchandising “ Full Page in R. : = $105,183.79 
staff of every paper works for you locally. ‘" a 
Newspaper departmentalization pays off, too — food pages, fathion pages, sports pages, etc. 
— for positioning ads where and when product interest is highest. 3 ---and 1-color service 
Many leading advertisers already have discovered through RESULTS Many national advertising campaigns have gained added 
the astonishing power of R.O.P. Color campaigns. impact and added reader attention through the use of one 
lari hasize identifi through illus- 


What other medium gives you so many advantages? If you are now color, f ly to emphasi ; 
advertising your product in any other medium, or group of media, we'd - ee of labels or —— > natural color. — iy 
like to show you how to get greater impact and more unduplicated coverage paces rent eves we y i io now availehle , 
in the nation’s top markets at lower space cost per thousand. — ; 


70 ADVERTISERS ANO AGENCIES... ae 
Published in the interests of color advertising in American newspapers by 


the Milwaukee Journal 


This week in Chicago, about 500 agency, newspaper and advertising 
production people are meeting at the first newspaper R.O P COLOR 
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It’s a habit with us breaking (shattering! )— 


A Million lines of color a year! 


There was a time just a few years back when only two U. 8. 
newspapers had broken the magic Million in lines of r-o-p color: 
One was The Times-Picayune, always among America’s first 
newspapers in r-o-p color (and in many other ways). 


The Cimes-Picaane 


NEW ORLEANS STATES 


CIRCULATION 
DAILY .............288,312 
SUNDAY ...........281,973 


A. B. C. Publishers Statement ist Qtr. 1956 


NATIONALLY REPRESENTED BY JANN & KELLEY, INC, 


Gillane Heads Pratt & Whitney 

Edward P. Gillane, exec vp and 
a director of Pratt & Whitney Co., 
West Hartford, has been elected 
president of the company, succeed- 
ing Alexander H. d’Arcambal, who 
will retire as president and gen- 
eral manager Nov. 1. Pratt & 
Whitney is a subsidiary of Penn- 
Texas Corp. Mr. Gillane also will 
; Succeed Mr. d’Arcambal as chair- 
| man of the board of Potter & John- 
'ston Co., a Pratt & Whitney sub- 
sidiary. He formerly was president 
of Potter & Johnston. 


Kameny Off on World Tour 
Nat Kameny, partner in Kameny 


meet with his international ac- 
counts and set up a network of 
affiliated agencies in various coun- 
tries. The Kameny agency services 
a number of foreign companies, 
particularly Japanese photograph- 
ic manufacturers. 


Associates, New York agency, has | 
left on a round-the-world trip to 


In Merchandising . . . in Advertising . . . nothing catches the eye 
like COLOR! Now, you can capture more attention . . . more sales 
- +. More impact . . . in Columbus and the rich Central Ohio Market. 
Use new, ROP Full Color advertising in the Columbus DISPATCH 
and watch profits grow. Write for information today! 


10 on Sunday 
Netionel Representatives: O'Mara & Ormsbes, Inc., New 
les, San Francisco. 


WANT FACTS on products, brand popularity and 
market trends? Send for the 10th annual Columbus 


Dispatch Consumer Analysis. 


Columbus Dispatch 


Read in more than 4 out of 5 Columbus homes daily . . . 9 out of 


York, Chicago, Detroit. 


MeAchit S Poncen, Inc., Miami Beach. 


sm the Horne 


Integrity Start 


FOR POoP—The 1957 Father’s Day 

(Grandpa’s, too) poster gives dad 

a big halo. The poster is in four 

colors and comes in sizes from 50” 
to a 2” sticker. 


Newspapers Study 
Qualifications of 
Good Ad Salesmen 


Cuicaco, Sept. 26—The first at- 
tempt to determine what kind of 
individual makes the most success- 
ful newspaper advertising sales- 
man has been launched by the 
sales training committee of the 
Newspaper Advertising Executives 
Assn 


Called “Operation Screening,” 
the project calls for a detailed 
sales personnel audit covering 
more than 4,000 newspaper adver- 
tising salesmen. An extremely de- 
tailed questionnaire, part of which 
is filled out by the salesman and 
part by his supervisor, delves into 
personal and family background, 
education, age, physical character- 
istics, etc., and an evaluation of 
the job he is doing, as well as 
where and how he was hired. 


® Questionnaires already have 
been put into the mail, and from 


them it is hoped to develop a pro- 
file of the successful newspaper 
salesman’s characteristics—the 
first attempt in this field. Results 
will be presented to the NAEA an- 
nual meeting in Chicago in Janu- 
ary. 

The survey is being conducted 
by Phillips Associates, Chicago 
sales consultant organization, un- 
der the direction of the NAEA 
sales training committee, headed 
by Louis E. Heindel, advertising 
director, San Jose Mercury and 
News. 

Following analysis of the data, 
the group hopes to determine ef- 
fective sources and methods for 
locating and procuring sales per- 
sonnel, and also to develop meas- 
urement and evaluation techniques 
which can be used to determine an 
individual’s suitability for selling 
newspaper advertising. 


® “Operation Screening” is the 
third major project developed by 
the NAEA sales training commit- 
tee. The first was “Operation Step 
Up,” which 417 newspapers used 
to improve the sales techniques of 
some 7,500 salesmen. The second 
was “Operation Follow Through,” 
designed to follow “Operation Step 
Up” as a second course in improv- 
ing sales effectiveness. Already 119 
newspapers have adopted this 
program, and the committee an- 
ticipates several hundred addition- 
al, as “Operation Step Up” is con- 
cluded. 


Joseph Ball Opens Agency 

Joseph H. Ball has resigned as 
promotion and research manager 
of Jewelers’ Circular-Keystone to 
open his own advertising-publicity 
office in Philadelphia. The new 
agency, Ball Associates, will be lo- 
cated at 246 S. 22nd St. 
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This Week in Washington 


More Bond Buyers Have Specific Aims 


By Stanley E. Cohen 
Washington Editor 

Wasuincton, Sept. 27—If you 
are selling to wage and salary 
earners, don’t overlook the in- 
fluence exerted by the wife. That’s 
one of the lessons passed on to the 
Treasury Department by inter- 
viewers from the survey research 
center of the University of Michi- 
gan, who have just turned in a spe-| 
cial report on the attitudes of} 
people who are potential buyers of 
Series E bonds. 

In 84% of all instances, the re- 
port notes, the wife plays a role in 
fixing the family’s saving goal. She 
is particularly influential in fam- 
ilies of skilled or unskilled work- 
ers, or of clerical or sales persons. 
“In these cases,” it explains, “the 
wife is in a better position to as- 
sume the task of handling the fam- 
ily finances, since income tends to 
be more stable and predictable.” 

Interviewers detected a big shift 
in the motives of savers. Only 40% 
are saving “for a rainy day,” com- 
pared with 60% when a similar 
study was made four years ago. 
There is a sharp increase in the 
numbers who have positive objec- 
tives—retirement, education of 
children or purchase of a home or 
item of durable goods. 

About 20% have been buying 
bonds, although 76% say they 
think it is a good idea. Purchases 
are reported in all income brackets, 
but Treasury officials are partic- 
ularly happy to note that frequen- 
Cy of purchases among upper- 
income families—the so-called 
“financial sophisticates’—is up 
from 34% in 1952 to 41%. 

» e. 

Non-Durable Goods Gain: The 
auto and housing industries may 
be off sharply from 1955, but it 
isn’t because consumers have lost 
their interest in new things. Ac- 
cording to the latest Commerce De- 
partment reports, sales of non- 
durables have been running 8% 
ahead of last year. And despite the 
shrinkage in the housing market, 
most items of household equipment 
—particularly furniture, floor cov- 
erings, washing machines, dryers, 
radios and vacuum cleaners—are 
topping 1955. 

While consumers saved $7.1 bil- 
lion during the first half of 1956— 
an increase of $300,000,000 over the 
same period in 1955—their rate of 
saving is still below the $14 billion 
record set in 1954. 

* * 7 

Refrigerators Get Bigger: Amer- 
icans not only are acquiring more 
possessions, but bigger and fancier 
ones. New figures from the 1954 
census. of manufactures, for ex- 
ample, show how the refrigerator 
and home freezer industry scored 
a bulls eye, by offering the house- 
wife more storage capacity. 

Only 147,000 of the 4,000,000 re- 
frigerators built in 1947 were of 
more than 9.5 cu. ft. capacity. By 
1954, half of the 3,500,000 new re- 
frigerators had more than 9.5 cu. 
ft., and 527,000 had more than 11.5 
cu. ft. Similarly with freezers. Of 
650,000 made in 1947, 393,000 were 
under 8.5 cu. ft. On the other hand, 
only 46,000 of the 850,000 built in 
1954 were under that size, while 
385,000 were 12.5 to 16.4 cu. ft., and 
223,000 were 16.5 to 20.4 cu. ft. 


- ’ . 

How to Avoid Anti-Trust Trou-. 
ble: Federal Trade Commission’s 
chief counsel, Earl Kintner, offers | 
a simple formula to keep business | 
men out of anti-trust trouble. He 
says: Before doing something ques- 
tionable, see your lawyer. 

Mr. Kintner explains that FTC 
has too many “hard core” cases “to 
allow time for quixotic campaign- 
ing against every technically ques- 
tionable, but competitively in- 
nocuous practice.” Since most anti- 


trust investigations are the result 
of complaints filed by customers 
or competitors, he explains, “if 
there is no cause for complaint, 
there is little stimulus to anti-trust 
inquiry.” 


a 2 

FCC Responds to ‘Warning’?:| 
Now that anti-trust chief Victor | 
Hansen has spoken out against | 
proposals to relax FCC’s seven- 
station limit on multiple owner- 
ship, it looks as if the proposals 
will be pushed aside for a while. 

Reportedly there were five votes 
lined up for a substitute role pro- 
viding for case-by-case handling of 
multiple ownership problems, | 
when Mr. Hansen volunteered his | 
opposition, while appearing before 
the Celler committee. 

One of the chief beneficiaries of 
his action is former FCC Chairman 


Rosel Hyde. Reduced to the rank 
of ordinary commissioner, and reg- 
ularly outvoted by today’s FCC 
majority, Commissioner Hyde has 
been warning that approval of less 
stringent multiple ownership rules 
will lead to further congressional 
intervention in FCC’s affairs. He is 
suspicious of multiple owners, 
arguing that “large financial ag- 
gregates” seldom build new sta- 
tions, but generally take over sta- 
tions someone else has already 
built. 


Wellman-Buschman Adds 3 

Harris Calorifie Co., Cleveland, 
manufacturer of welding and cut- 
ting equipment, has appointed 
Wellman-Buschman Co., Cleve- 
land, to handle a program of trade 
paper advertising, publicity and 
trade shows. The agency has also 
been appointed to handle advertis- 
ing for Moslo Machinery Co. and 
Mid-America Plastics Co., Cleve- 
land companies in the plastic 
molding equipment field. 


Martin Joins WSPD Radio 
Reggie Martin, formerly general 
manager of WLCO, Eustis, has 


been appointed retail advertising 
manager of WSPD, Toledo radio 
station. 
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For WORTH STA 


TWICE AS EFFECTIVE! 


Advertisers placed 661,279 lines of R.O.P. 
color advertising in the Star-Telegram dur- 
ing the first seven months of 1956, accord- 
ing to Media Records. This ranks 11th in 
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iy TVYAP. OR MORE FAMILY COVERAGE DAILY IN 
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IN 55 TEXAS COUNTIES SUNDAY. 


A far greater number of 20% counties 
than any other Texas newspaper. 
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Readers Commend ‘South Bend Tribune's’ 


Convention Coverage as Accurate, Fair 


Soutn Benp, Sept. 25—Most of | most of them relied mainly on tv 
the readers of the South Bend for their news. 
Tribune appear to feel the news-| A total of 81% of the men and 
paper did an accurate and unbi-|77% of the women said they felt 
ased job of covering the Demo-|the news stories were presented 


conventions, according to a study|the men and 19% of the women 
made by the newspaper. But’ having no opinions. 


. +. One paper—The Star 
—gives advertisers near- 
saturation coverage of the 
English market in this 
big, growing, two-lan- 
guage city. Get the facts 
about Montreal and The 
Star from Head Office or 
from our representatives 


in the United States. 


in 


Montreal 


The Montreal Star 


Represented nationally by O’Mara and Ormsbee Inc. 


cratic and Republican national! accurately and fairly, with 12% of | 


Asked if they looked in the pa- 
per for any'ing that happened at 
the conventions, 21% of the men 
and women said they did, with 


74% of the men and 75% of the 
women answering in the negative. 

Some 19% of the women and 
29% of the men said they obtained 
additional information from read- 
jing the newspapers that they did 
not get from tv. A total of 47% of 
the males and 58% of the women 
said they gained no more conven- 
tion news through newspapers. 

The survey was conducted in 
1,194 South Bend and Mishawaka 
homes. In all, 592 men and 603 
women were interviewed. 


WHAM.-TV Becomes WROC-TV 
WHAM-TV, Rochester, N. Y., 
changed its call letters to WROC- 
TV as of Sept. 17. Transcontinent 
Television Corp. had to change the 
name of the station under the 
terms of an agreement selling its 
former sister radio station, WHAM, 
to Riggs & Greene. The radio sta- 
tion keeps the old call letters. 


WISN Buys MCA Films 

WISN, Milwaukee, has bought a 
total of 1,246 half-hour and quarter 
hour dramas from MCA-TV. More 
than 10 syndicated series are in- 


Russell Wood 


NEW SLATE—Recently-elected officers of the Western Society of 
Business Publications are Fred Russell, publisher of Tile, president; 
Peter Spitzer, editor, Chefs’ & Stewards’ Manual, vp; Louis Ken- 
dall, advertising manager, Western Metals, secretary (not in pic- 
ture), and Martha Fuller, western representative, Toys & Novelties, 
re-elected treasurer. Others in the photo are Nat Wood, editor, 
Western Metals, retiring president; Louise Simonson, two-yeares 
board member, Reuben Cordova and Louis Rangno, directors. 


Fuller 


cluded in the contract. 


tion for use in making toddies, 


EAGLE’S SHARE OF THE FIELD 


(Unduplicated advertising lineage) 


1950 FIRST 7 MONTHS 1956 
42% ......Department Store......64%, 
oy See eer 


52%....... Retail Grocery.......65% 


60% ....... Chain Grocery.......65% 
36%...... General Grocery......65% 
Oe Ui ei asic cu GEE coc ccc cane 


|, eae 
42% ..... Automotive Display . . . 
52%....... Retail Display* ...... 


Source: Media Records 


The Wichita Eagle's share of the field in all- 
important advertising categories has grown 
steadily since 1950. 


Any O'Mara & Ormsbee or Wichita Eagle 
representative will be glad to furnish you with 
complete statistical data for your further 
guidanc# if you wish to use lineage as a 
yardstick in selecting a newspaper for your 
advertising message in Wichita, Kansas. 


*Evening Eagle Amusement omitted 
(sold in combination) 
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General Display ......54% 
. 53% 
65% 


}months ended July 1 in comparison 


jin the same interval, he said. 


| expected to reach $250,000,000 in 
| 1956,” he said, “and we anticipate 
lthat by 1958 the beverage will 
| rank second to whisky in populari- 


Vodka Volume Will 
Top Gin by ‘58, Says 
Brandy Distiller 


ATLANTIC Cry, Sept. 25—Vodka, | 
a stranger on the U.S. alcoholic! 
beverage scene a decade ago, will 
outsell gin within the next two 
years, it was predicted here last 
| week by Edward K. Dreier, presi- 
'dent of Brandy Distillers Co. He 
|told the company’s national sales 
conference that the beverage regis- 
tered a 105% sales gain for the 12 


with the same period a year ear- 
lier. Gin sales increased only 11% 


“Consumer sales of vodka are 


ty among distilled spirits.” 

Sanford B. Rose, advertising 
manager of the distiller, an affili- 
ate of Schenley Industries, an- 
nounced that the company plans 
to increase its ad budget 40% in 
the coming fiscal year to promote 
the sale of its Samovar vodka, 
Golden Samovar, Coronet brandy 
and DuBouchett cordials. 

The major share of the appro- 
priation will go to daily newspa- 
pers, national magazines and out- 
door posting. Trade papers and 
point of sale material will be used 
in support. 


s Three new products were intro- 
duced at the meeting. These are 
XL, a premium American brandy; 
Cocktails for Two instant dry mar- 
tinis and manhattans, and Toddy 


grogs and eggnogs. All will be on 
the market for the holiday season, 
Mr. Dreier said. 

Gift packaging of the company’s 


|brands will take on major im- 


portance this year, the onsen 
added. 


DuMont Will Produce 
Chromatic Color Tube 

Allen B. DuMont Laboratories; 
Clifton, N. Y., and Chromatic Tel- 
evision Laboratories, New York, rd 
have entered an agreement calling ; % 
5 


for DuMont to get the Chromatic 
single-gun color tube and color 
sets using it into production. Pre- 
paratory work leading to mass 
production of the tube, which uses 
a single cathode-ray gun, will be 
completed within a year. 
Paramount Pictures Corp. owns 
a major interest in DuMont and 
Chromatic. The color tube will be 
made available to all tv set manu- 
facturers. This marks the first 
time that DuMont, which hitherto 
has manufactured color tv sets on 
a very limited scale, has indicated 
plans to get rolling on the mass 
production of tint receivers. 


‘National Oil Jobber’ Bows 
National Oil Jobber, a new 
monthly publication, will be 
launched with the January 1957 
issue. Owned and published by the 
National Oil Jobbers’ Council, it 
will be distributed on a controlled 
circulation basis to 10,000 mem- 
bers of state associations in the 
country. Subscriptions to others 
will be $5 a year. The business de- 
partment of the new magazine 
will be in the Syndicate Bldg., 
Minneapolis. Advertising rates for 


Jerry, a rum and brandy combina- 


one page, one time will be $325. 


goes to the top of 
the class at 


INDIANA UNIVERSITY 


taken directly from the local 
magazine wholesaler’s records. 


From A Continuing Study of . 

College Newsstand Magazine Collier's 138 
ve ee a based on True 113 
the average of several issues, . 

at newsstands catering pri- Time 93 
marily to student traffic at 91 
Inptana University. Figures Sports Il. 46 


COMPARATIVE 
AVERAGE SALES 
PER ISSUE 


PUBLICATION 
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Now... The 
Philadelphia Bulletin 
R.O.P. Full Color 


Siniiias Days a Week 


The Philadelphia Bulletin now gives advertisers the added im- 
pact of R.O.P. spot and full color—both Evening and Sunday. 


With the newest and most modern facilities for the effective 
printing of color, The Evening Bulletin now joins The Sunday 
Bulletin to provide complete color service seven days a week, 


This is made possible by the new equipment in the new Bulletin 
plant. This includes the two longest lines of newspaper presses 
in the world which can print color. 


The Bulletin delivers more copies to more people every 
seven days in Greater Philadelphia than any other newspaper 


Adding R.O.P. color to the pulling power of The Evening and 
Sunday Bulletin gives advertisers a great new combination for 
producing sales in Greater Philadelphia. 


Philadelphians like The Bulletin. They buy it, read it, trust it 
and respond to the advertising in it. The Bulletin is Phila- 
delphia’s home newspaper. 

Advertising Offices: Philadelphia, 30th and Market Sts. * New York, 342 Madison 


Avenue °* Chicago, 520 N. Michigan Avenue * Representatives: Sawyer 
Ferguson Walker Company in Detroit + Atlanta + Los Angeles * San Francisco 


In Philadelphia nearly everybody reads The Bulletin 
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Advertising Age, October 1, 1956 


to get the Post Office in the black, 
clear up the farm surplus, reduce 
income tax delinquencies and sell 
more government publications. 
Despite the fact that political 
candidates turn to Madison Ave. in 
a political campaign running into 
millions of dollars, Mr. Cunning- 
ham said, once the election is over 
“they forget all about the vitality 


Chilton Names Baldwin, Espy 
Chilton Co., Philadelphia, has 
appointed William H. Baldwin a 
regional manager for its Automo- 
tive Industries, with headquarters 
in Chicago. Mr. Baldwin formerly 
was with Construction Equipment. 
Chilton also has appointed Craig 
Espy regional manager in Tulsa 


‘Not Just in Campaigns’... 


Use Ads to Cure 
Government Ills, 


Wilkes-Barre Ad Meeting Set northeastern Pennsylvania adver- 
The Advertising Club of Wilkes-|tising and sales promotion con- 
Barre will sponsor its annual! ference Oct. 6 in Wilkes-Barre. 


avenge for Butane-Propane News, Distri- S C ba h , 
ee bution Age, Electronic Industries, ays unning QM) {ana power of advertising.” 
S0es to the top of : Gas, Hardware Age and Jewelers’ — ay — ot pee 
Circular-Keystone. He previously gency Head ites ment does show is lim o one 
the class at was Tulsa district manager for A , Cc Tax area besides elections—the public 
Jenkins Publications. Collections, P. O. Deficit, | service campaigns of the Advertis- 


MICHIGAN STATE COLLEGE 


vlog Stud: 
Newutent® ite: 


College 
Sales,© actual sales, — on 
the average of several issues, 
at newsstands catering pri- 
marily to student tralhe® ot 
MICHIGAN STATE Costncs. 
Figures taken directly from the 
ocal magazine wholesaler’s 
records, 


ing Council. 

Mr. Cunningham said that last 
year the Post Office lost $400,000,- 
000—and 10 times that amount in 
the past 10 years. 


Farm Glut, Leaflet Sales 


New York, Sept. 25—The fed- 
eral government might clear up 
many of the thorniest problems 
facing it by using the know-how 
of advertising, it was suggested 
here today. 

Speaking before Advertising 


Hunter Retires from Ayer 

John B. Hunter, a vp in the 
New York service department of 
N. W. Ayer & Son, has retired 
after more than 30 years with the 
agency. From 1928 until recently 
he was service representative on 
the American Telephone & Tele- 


® Through a low-cost advertising 
program in all media, the govern- 
ment could push many of the serv- 
ices it has available, including 


Time 
Holiday 
Sports Ill. 


FEE COLLESE MARKET 18 YOURS WITH PLAYBOY 


|graph Co. account and also has 
served on Cannon Mills, French 
Line and Steinway & Sons ac- 
‘counts. 


Men’s Post 209 of the American 
Legion, John P. Cunningham, 
president of Cunningham & Walsh, 
said advertising might be the tool 


money orders, parcel post and air 
mail, he said, and millions of dol- 
lars per year might be saved by 
getting people to use postal zone 


numbers. 

Stating that the Post Office 
lacks many of the sales personnel 
necessary to produce an effec-.. 
tive marketing and advertising , 
force, Mr. Cunningham said, “A ~ 
sales force should be set up to sell 
its services, with a sales manager 
and an advertising manager.” 

As a partial solution to reduce 
the $5 billion commodity surplus 
problem, Mr. Cunningham en- 
dorsed a plan allotting each sur- 
plus crop to a particular agency. 

Quoting John S. Williams, senior 
vp of Cunningham & Walsh, who 
previously had made this proposal 
(AA, May 14), Mr. Cunningham 
said agencies “would handle the 
entire job as they would a national 
food advertiser.” 


® Income tax revenue could be 
substantially increased, Mr. Cun- 
ningham said, through the use of * 
emotional and reason-why adver- 
tising just before the tax filing 
deadline. 

“Imagine a dramatic photograph 
of the look in a disabled veteran’s 
eyes as he steps from a wheel 
chair to walk erect again, thanks 
to the cure provided by Uncle 
Sam. Millions of consciences 
might no longer want to get away 
with it,” Mr. Cunningham re- 
marked. 

Turning to the government as a 
publisher, Mr. Cunningham said 
that in 1955, there were 19,759 ti- 
tles available from the Govern- 
ment Printing Office. 

“They were prepared at great 
cost to help improve the health, 
diet, efficiency and fun of the 
American people. The government 
prints ’em, stocks ’em and then sits 
on ’em,” he said. 

“You have to write to find out 
what they have to offer. Imagine 
having to write in to Simon & 
Schuster or Harper & Bros. to 
find out what they have for sale!” 


212 Full Color 
Pages Later 


FULL COLOR ROP isn't new with the Detroit Free Press. 


On March 24, 1954, The Free Press pioneered with the first full 
color ROP advertisement in the Detroit area. 


212 pages and two and-a-half years later, the Detroit Free Press 
leadership in full-color ROP is undisputed in Michigan's $9'% 
billion Motor Empire. 


The years of constant research and experimenting in the use of 
advanced mechanical and photographic equipment and methods 
by the Free Press Color Research Department means more effec- 
tive advertising for you. 


Here’s how The Free Press experience with full — ROP can 
help with your advertising plans: 


a) Color clinic for agencies and advertisers. 


b) Full time color experts on call at all times for consultation 
by advertisers and agencies. 


c) Complete Color Research Department available to test and 
experiment with new developments and ideas. 


Free Press color leadership can work for you. Ask for details! 


The Detroit Free Press 


FIRST in America’s Motor Empire! 


® By running a few pages of ad- 
vertising each year listing the ti- 
tles available, Mr. Cunningham 
said, much of the taxpayers’ cap- 
ital that is now tied up would be 
returned to the Treasury. 

In making these proposals, Mr. 
Cunningham said, he wasn’t look- 
ing for a large “grab-bag” appro- 
priation for the agencies. 

“I’m requesting that the govern- 
ment explore the values of modern 
marketing to sell what it has to 
sell,” with all the skills that “sales 
and marketing men can provide.” 


WNAC Becomes NBC Affiliate 

WNAC has become the NBC af- 
filiate in Boston, making the sta- 
tion the first tri-network in the 
nation with NBC, Mutual Broad- 
casting System and Yankee Net- 
work programs. The radio station 
says that addition of NBC pro- 
grams, given up by WBZ, will not 
interfere with Mutual and Yankee 
programs now carried. 


Netional Representative: Retoil Representative Southern Resort Representative: 
Story, Brooks & Finley Kent Hanson, New York Hal Winter Company, Miami Beach 


*As of August 28, 1956 
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ITEM: 


53% of the total newspaper space used by 


the 25 largest advertisers in Washington, 
D.C. for the first 8 months of the year 
was placed in The Washington Star 


against 35.1% for the second newspaper 
and 11.9% for the third. atin teil tibetan 


How to do business 


in Washington, D.C. 


It is always profitable for national advertisers 
to heed strong local habits. They sell more 
goods that way. 


As a case in point, take the total newspaper 
linage used by the 25 largest advertisers in 
Washington, D.C. during the first eight 
months of the year. 


A whopping 53% was placed in' The Wash- 
ington Star against 35.1% for the second 
paper and 11.9% for the third. 


You can see at a glance that The Star car- 
ried more of this linage than the two other 
newspapers combined. 


This is the collective judgment of adver- 
tisers in the best position to know Washington 


‘The Washington Star 


*% WASHINGTON, D.C. 


EVENING AND SUNDAY 


and its three newspapers. This is their judg- 
ment based on long experience. 


In The Nation’s Capital, advertisers large 
and small know that it is a family habit here 
to shop the ads at home in the evening in The 
Star. That’s why The Star consistently does 
the most good for most advertisers. That’s 
why The Star consistently leads Washington’s 
second newspaper by millions of lines year 
after year. 


As we've pointed out before, reaching 
people is nice, but reaching customers is more 
profitable. 


It will pay you to keep this in mind every 
time you work on newspaper schedules for 
Washington, D. C. 


Represented nationally by: O'Mara and Ormsbee, Inc., 342 Madison Avenue, NYC 17; Chicago — Detroit — Los Angeles — San Francisco 
Special Florida representative: The Leonard Co., 311 Lincoln Road, Miami Beach, Florida 
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Hansen Says He'll Be ‘No Less Tough’ 
Than Barnes as U. S. Anti-Trust Chief 


(Continued from Page 2) 
candor, I was determined to cover 
as many points as I could, in the 
hope that I would anticipate their 
questions.” 


e His second reason hinged on 
broad strategy. “Back in Califor- 
nia,” he said, “newspapers car- 
ried stories that Mr. Barnes was 
kicked upstairs because his poli- 
cies were too tough. I wanted to 
dispose of any notions that his 
Successor would be any less 
tough.” 


e The third reason was intramu- 
ral, so to speak, and obviously 
difficult for Mr. Hansen to de- 
scribe. In so many words, how- 
ever, he was determined to elim- 
inate any possibility that the 
members of the FCC might not 
fully appreciate how seriously the 
Justice Department regards the 
present tv situation. 


® While there is a continuing liai- 
son between FCC and Justice— 
and both agencies are supposed to 
be investigating the complaints 
which have been registered about 
network operations—he has yet to 
meet any FCC commissioners. At 
the Celler committee he was in- 
troduced for the first time to 
members of FCC’s legal staff. 

Although his statement may 
give a significant clue to the kind 
of anti-trust program which Mr. 
Hansen will develop, the real test 
will be in his selection of cases 
and issues. As experienced ob- 
servers put it, “A statement can 
be mostly bark. What really 
counts is the bite that goes into 
the cases.” 

He makes no secret of the fact 
that he was handpicked for the 
job by former anti-trust chief 
Stanley N. Barnes, whose vigor- 
ous enforcement program explod- 
ed the theory that anti-trust 
would be in mothballs under a 
Republican administration. 


® As he tells it, he was well along 
on what might have been a life- 
time job on the bench of Califor- 
nia’s superior court for Los An- 
geles when Mr, Barnes called in 
May. “The day may come when 
you will wish I hadn’t called,” 
Mr. Barnes said. “But how would 
you like to come down here and 
take over this job?” 

His friendship with Mr. Barnes 
goes back to pre-World War II 
days, when their law offices were 
housed in the same building. Sub- 
sequently they campaigned to- 
gether for Earl Warren in the 1950 
elections. They served together as 
regents of the University of Cali- 
fornia. And they were both ap- 
pointed by Earl Warren to the 
bench of the superior court. 

As chief judge, with 80 asso- 
ciates under him, Mr. Barnes must 
have had an unusual opportunity 
to measure the ability of Victor 
R. Hansen. At a time when Mr. 
Barnes was struggling to keep the 
calendar up te date, Judge Han- 
sen successfully reorganized the 
probate section so that it was able 
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difficult than outsiders might ex- 
pect. Partly, he says, because a 
lawyer with a good general back- 
ground can readily absorb a new 
specialty. Partly also, he adds, be- 
cause of the ee of the 
anti- 
to keep ahead of the huge volume — oe 
of work coming its way. ® During his first two months on 
the job, he has had little oppor- 
tunity to prove himself by initi- 
ating new cases, or by arranging 
the settlement of older ones. From 


® Soon after accepting his Justice 
Department post, Victor R. Han- 
sen, author of such recognized 
works as “Tort-uous Path of a|the start, however, he has insist- 
Fiduciary” and “Preparation of|ed that he is not likely to change 
Condemnation Cases for Trial,”| the policies instituted by his pred- 
found himself isolated in a Justice | ecessor. With only 97 cases pend- 
Department cubbyhole, “boning|ing in the courts, he thinks Mr. 
up” on anti-trust litigation. Barnes left the calendar in good 
Even for an expert on probate | shape. 
and condemnation, it was a reve- He sees eye to eye with Mr. 
lation. For the first time in a long| Barnes on the question of consent 
legal career he was introduced to/|settlements. “Where a business 
cases so complex that a whole|man inadvertently stumbles into 
year will be required to present/ trouble, there is no reason why 
the evidence in trial. In some in-|we should hold out for trial,” he 
stances as many as 50,000 to 60,-/ says. 
000 exhibits are involved. Would he have been willing to 
Nevertheless, he says, the tran-/settle the anti-trust case against 
sition to the anti-trust field is less| American Newspaper Publishers 


Assn. for less than a consent de- 
cree, as the publishers proposed? 
He says not. “It isn’t enough,” he 
says, “for a defendant to promise 
to discontinue an illegal practice. 
After all, we are dealing with cor- 
porations, and the personalities in- 
volved may change. What would 
there be to prevent some future 
board of directors from saying, 
‘There’s no court order against 
this. Let’s start doing it again?’ ” 


® While he expects to be busy 
tracking down a full quota of sim- 
ple Sherman Act violations, the 
temper of the times has made 
merger cases a priority item in 
his organization. Since there still 
are no court decisions interpret- 
ing the anti-merger laws of 1950, 
he will be pushing ahead with 
cases in this field. 

He finds anti-trust law as ab- 
sorbing as any of the other spe- 
cialties he developed earlier in his 
career. Right now he is particu- 
larly intrigued with a turn-about 
which the anti-trust staff has de- 
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| Pont cellophane case. 


“You'll recall,” he says, “fat. 


the Supreme Court threw that 
case out under the ‘relevant mar- 
ket’ theory. In other words they 
said we would have to measure 
Du Pont’s control of cellophane in 
terms of the total market for pack- 
aging materials, rather than just 
cellophane. 

“Well, we figure the relevant 
market theory can be applied to 
our advantage too. For example, 
in the Continental Can-Atlas mer- 
ger case, we use the theory to ar- 
gue that cans and glass containers 
are directly competitive, so the 
merger of these two companies 
results in illegal reduction of com- 
petition in the container field.” 


® Physically, the new anti-trust 
chief is several sizes smaller than 
his predecessor. While they are 
both football fans, and Mr. Barnes 
was once a member of a famous 
California championship team, 
Mr. Hansen has always preferred 
his football from the stands. 


veloped since its defeat in the Du| He was born in Minneapolis 
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ENGINEERING 


Published by the 
American Society 
of Civil Engineers 


55,000 
ELECTRICAL 


ENGINEERING 


Published by the 
American Institute of 
Engineers 


i cia fe F 2 ea afi i Siac i SNR eT ae or rs a ee rae ee, ‘ 
eee 72 
rey. ee 
a rs ee 
ee 
ia 
1 
ee 
“an eee 
2 Me 
; ae : 
ah 
- " oe * 
ae a 
ieee | 
Ey ae 
<4 ey rie 
ee 
Ba : me 
7 
a ea 
7 
mr. 
ge: 
By P 
Les an 
ie 
ap ee 4 
A eds. 
oon e - 
aoe 
7. ae Hi, 
os 
= . ei, by 
<4 ——— ——— — 
we a . 
Pes ) 
= late 
at eae 
ee Pe a 4 
fe 
i ros. | é 
aMense en 
- bo he | a 4 
a | a ; 
a po pe , 
A | 
Be | 
ae " 
ied Whe | i j 
ee Litt 
et f i 
one iy 
" Bee 1d 
am | ui 
ee | in 
ae | HT 
, oe | oy: | 
mers saat: ji of 
sae y 
Fes rae ; } 
ne ey . } 
ae 
Piaiae vay’. >. 
ee Se 
cr Bes | 
S boa 
Cae aay } 
x) nae f 
oD te | 
ae 
‘ Bilt « 
eat : 
dh Peat ; 
ae 
a 
am Bes . 
ein | 
ro ag 
pe se 
a : ‘em 
a ee: 
mote. ee 
iad i oe 
eh Boo ee =< *4. He 
a tees 3 A a 
ee = * 4 
oe Mee 
ss ‘a : 
os; a 
eee . d 
peas CO" a ‘ 
‘ee bee ; 
ge OY ie 
Soe. bi bs ; " 
ear Oe ae se - / 
0. coos 
b Re & 
Ae e 
oe : 20,000 @ | 
ee! _ 
ahi : nn 
ac) 7 : : _ eg os ee 
“a ; : | GD 
‘ie ° a 
| 
e ; 2 Published by the 
: ‘3 ; ° American Institute of 
ae fs > 4 Chemical Engineers 
ies » . 
noe s . 
i. © * 
Ph a e e : 
rie oe . / 
ica 4: e 4 
Be a 
ie : . 
i 
; - a 
COS Pas SWE pe OY as RD remem mens =. ae eS has gs ee emi : ier 2 gy Uh ot: |) cs 7k re ag Beem 77 aR ess 5 


Advertising Age, October 1, 1956 


March 12, 1904, the son of Hans) 
A. and Gina (Ericksen) Hansen. | 
After attending the University of} 
California from 1923-25, he went 
to the University of Southern Cal- 
ifornia for his law degree. From 
1931 to 1951, when he was ele- 
vated to the bench, he was a 
member of Hansen & Sweeney, 
Los Angeles, with a general prac- 
tice covering everything from ad- 
miralty to real property. 


® Much of his recent career stems 
from changes which took place 
during World War II. After grad- 
uation from the Army’s command 
and general staff school, he be- 
came closely acquainted with Earl 
Warren while serving as adjutant 
general for the State of California. 
He became a brigadier general in 
the California National Guard and 
wrote a book, “History of the State 
Guard of California.” 

His decision to give up service 


on the superior court has result- 
ed in a disturbing wrench to the, 
Hansen family life. 

From his apartment at Quebec} 


SNOW SPARKLE—Wesson Oil & Snowdrift Sales Co., New Orleans, has 
launched a new outdoor campaign with a schedule of 30-sheet 
poster showings in 232 markets to introduce the new Snowdrift 
label. The new campaign also calls for heavy tv advertising and a 
schedule in farm magazines, plus point-of-purchase displays. Fitz- 
gerald Advertising Agency, New Orleans, is the agency. 


House here, Mr. Hansen looks} pool and, most of all, its ideal cli- 
back nostalgically to the happy| mate for growing camellias. 

home at 1734 Earlmont Ave., La} “I like swimming and even en- 
Canada, Cal., with its wooded! joy cleaning out the pool,” he ex- 
grounds, its enticing swimming! claims. As for the camellias, he 


has raised 67 varieties, including 
an original one called “Lillian,” 
after his wife. “They are both 
beautiful,” he exclaimed. 


s Always a tightly knit family, 
the Hansens, for the moment, are 
a continent apart, with Mrs. Han- 
sen in the West with their three 
children. She is likely to remain 
there until after the first of the 
year, when daughter Marlene 
Adrianne is to present them with 
their first grandchild. One son, 
Victor Russell Jr., has finished 
second year college, and is nego- 
tiating with his draft board. The 
other son, Robert Arthur, is at 
home. 

In recognition of distinguished 
service rendered to his state, he 
was awarded UCLA’s Dickson 
alumni award for 1950 and the 
California state medal of merit 
for 1952. He is a member of the 
Reserve Officers Assn., the Los 
Angeles and California Bar 
Assns., Phi Delta Theta, Phi Delta 
Pi, and is a 32nd degree Mason 
and a Shriner. 
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IMPACT in Engineering Society magazines is set in 
8-point type and commands the interest and attention of 


170,000 engineers who specify and buy for industry ! 


Engineering Society publications need no frosting or window trimming 
to hold the interest or command the respect and intensive readership 
they enjoy. To an accredited Society engineer, the graphs and 

formulae and solid type found in the pages of these magazines give the 
facts and data so essential to the work in his field. They are the 

very bone and muscle of engineering progress. And that is the reason 
these publications are...and always have been...written by the _ 
acknowledged leaders in the field and published exclusively for the 
benefit of trained engineers. 


Influencing these men who have proved their qualifications for 
Engineering Society membership will help you sell to industry. 

In the pages of Society publications, you present your products to the 
world’s most selective and influential audience ...170,000 accredited 


engineers who 


specify and buy. They are your best prospects throughout 


every industry. For proof, call any of the publications listed below. 


*If you'd like to know what this equation means, we'll be happy to elaborate! 


Remember...engineers are educated to specify and buy! 
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‘Prairie Farmer’ 
Show May Better 
Attendance Mark 


Cuicaco, Sept. 27—The fourth 
annual Prairie Farmer-WLS Farm 
Progress Show opened today at the 
Francis Lane farm in Putman 
County, Greencastle, Ind. 

According to William G. Brook- 
man, associate advertising man- 
ager of the Prairie Farmer, a 
crowd exceeding last year’s record 
of 100,000 is expected as farm peo- 
ple from Indiana, Illinois, Michi- 


gan, Wisconsin and neighboring Mi 


states flock to the two-day show. 


® Highlights of the show will be 
demonstrations and exhibits of 
farm machinery, fertilizers, hybrid 
corn and new developments in 
farm chemicals. The exhibition 
field, says Mr. Brookman, has 190 
commercial exhibitors. 

The show, which rotates each 
year between Indiana and Illinois, 
offers a splendid cross-section of 
national farm advertisers, Mr. 
Brookman said, 


Eanes Succeeds Adams as 
‘Levittown Press’ Publisher 

Chauncey Eanes, general man- 
ager of the Press, Levittown, Pa., 
has been named publisher to suc- 
ceed Rolland L. Adams, controlling 
stockholder, who resigned after he 
ordered the afternoon daily shut 
down following a seven-week dis- 
pute with the International Typo- 
graphical Union. Twenty-one 
printers went on strike, claiming 
a number of them were fired be- 
cause of union activities. 

After massed picketing around 
the newspaper plant, Mr. Adams 
suspended publication of the news- 
paper and announced he planned 
to liquidate it. 

Samuel L. Ungerleider Jr., vp 
and editor, then took over as rep- 
resentative for management. He 
has announced thah management 


and the union have agreed on a 


contract. 


Two Raise Ad Rates 

Concrete Products and Rock 
Products, Chicago, Maclean-Hunt- 
er publications, have issued new 
rate cards, effective Jan. 1. For a 
b&w page, one time, Concrete’s 
rates have gone up to $470 from 
$420; Rock Products’ increase is 
from $410 to $460. 


Finer Balloons 
That Build More 
Good will 


Constant printing research has kept 

us years ahead of our competitors 

+. you get balloons with clear easy- 

to-read imprints. All Qualatex bal- 

loons are test-inflated . . . we know 

they hold air. Phone Betty Wolfe at 

Willard, Ohio, 231 for our prompt 

personal service. 

Mall Coupon Now For FREE QUALATEX Balloon 

Informatior. ae OF 

Gucranteed by 

The PIONEER Rubbe: Co.\ Good Housekevping 

408 Tiffin Road 

Willard, Ohio 

Please send me: 

(0 Name of my necrest QUALATEX 
Distributor. 

CO Free “Advertising Balloon Fact 
Pack” (ideas, samples, prices and 


imprint worksheet).. 

Firm - 

Address 

City Zone —. State — 


Requested by | 
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New concept in weight control 


You don’t have to 
give up sugar 


Cutting down portions, not cutting out 
foods you like, makes weight losses 
easier to obtain and to keep 


74 


Katz Agency Gets 2 Accounts | ing of cracked or broken castings, 

Benjamin Katz Agency, Phila-| and for Harfle Products Co., dis- 
delphia, has been named agency | tributor of diesel mufflers and ad- 
for Chain-Lock Process Co., devel-| ditives for diesel fuels. Both are 
oper of a method for cold repair-! Philadelphia companies. 


Europe Adclubs Ask 
Support of Canadian, 
British, U.S. Clubs 


Turin, Sept. 25—Advertising 
club members from seven Euro- 
pean countries held a four-day 
meeting here recently. They 
met to exchange views and get 
better acquainted with one anoth- 
er. 

The meeting was the 7th annual 
congress of the Federation Inter- 
|nationale des Clubs de Publicite. 
Some 350 adclub members at- 
tended—more than double the at- 
tendance at last year’s congress in 
Paris. 

The FICP, which today includes 
32 member clubs in Europe, was 
founded in 1949 by the publicity 
clubs in Paris, Amsterdam and 


‘ 


COMPARATIVE 
AVERAGE SALES 
PER ISSUE 


319 
67 
61 


< 
ae S ¥ PUBLICATION 
Sugar can often make it easier 
for you to cut down 


goes to the top of 
the class at 


LOUISIANA 

STATE UNIVERSITY 

From A Continuing Study of 
College Newsstand Magazine 


Helps keep your hunger satisfied 
on less food 


Studies show that people who 
used sugar lost as much 
weight as those who gave it up 


Loe mgr me cereal! Tee's a com sy ‘my thins we 


Sales,© actual sales, based on He 
re's how the satisfaction you get from sugar 


the average of several issues, 


at newsstands catering pri- actuatty Geive yon save calories 
marily to student traffic at 
Louisiana State University. 


Figures taken directly from 


Time 


18 CALORIES 
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Sele'Scoserdn Speete 1g [ag | Brussels. Its aim is to “foster in-| Ze tnSes StS soos | |, 
: ; ternational understanding among, “Tle anes eae | Sr WO 
THE COLLEGE MARKET IS YOURS WITH PLAYBOY admen on the social level.” Misrascs Gass Sees | OS 
, : The ad club movementin Europe) =Sc= sr oS Se | 
opus te oneal ee Se Ee = re meet et erentemene stemety count henre to line > 


is much more social in character | = 


THE FARGO FORUM 


ESTABLISHED 1878 


PUBLISHED MORNING, EVENING AND SUNDAY 


FARGO, NORTH DAKOTA 


has been printing r o p color advertising for years. 


(black, 1, 2, and 3 colors) 


145 color advertisements have been published this 
year. 88 local color ads; 57 national color ads. (abc 


51,433 m & e, 51,144 Sunday) 


we are happy to have color experience and facilities 


for good color 


repeat orders from national advertisers attest our 
quality reproduction and customer satisfaction. 


our color customers include: 


Standard Oil, General Mills, 
Heileman’s, L & M, Jim Beam, 
Kelloggs, Marlboro, Seagrams, 
Morrell Meats, Ocean Spray, 
Coca-Cola, Duncan Hines, Breeze, 
Betty Crocker, Goodyear, Wheaties, 
Phillips 66, S$ &H Green Stamps, 
Firestone, Admiral, Lan-o-wipe. 


for color information see SRDS or write The Fargo Forum, advertising department, 
Fargo, North Dakota. Represented Nationally by Kelly-Smith Co. 


NATURAL SWEETENER—This ad, slated to appear in newspapers Oct. 1, 
is the latest in a series by Sugar Information Inc. to show that 


sugar plays an important role in 
Leo Burnett Co., New 


the well-balanced reducing diet. 
York, is the agency. 


than in the United States or Great 
Britain. 

Between meetings here, dele- 
gates visited the Olivetti and Fiat 
factories and also viewed advertis- 
ing films from several European | 
countries. 


® The presidency of the FICP ro- 
tates, and this year it is the turn of 
Prof. Dino Dal Verme, who is pres- 
ident of the Turin Publicity Club 
and director of the Centro Italiano 
Studi Pubblicita e Propaganda, a 
Turin agency. 

Italy is a strong supporter of the 
club movement, with clubs operat- 
ing in Turin, Milan, Rome, Genoa 
and Bologna. These recently have 
been united in the Federazione 
Italiana dei Clubs della Pubblicita, 
whose president is Ignazio Weiss, 
advertising manager of Olivetti. 

France’s Andre Cuisinier, found- 
er and first president of FICP, re- 
ports that work is still going for- 
ward on the preparation of an 
International Directory of Adver- 
tising Clubs, and he is particularly 
anxious to gain the support of 
American, Canadian and British 
clubs. A lead was given by British 


publisher Reginald Harris, who 
announced at the congress that his 
club (Regent, of London) had 


agreed in principle to FICP affil- & 


iation. Monsieur Cuisinier hopes 
that this example will be followed 
by others on both sides of the At- 
lantic. 

Clubs interested are invited to 
write to Andre Cuisinier at the 
Club de la Publicite de Paris, 27 
bis, Avenue de Villiers, Paris 17e. 


Montgomery Paper Boosts 2 
Joe Azbell, formerly city editor, 
has been named sales promotion 
director of the Advertiser-Journal, 
Montgomery. At the same time, 
Robert W. Uhlich, in the national 
advertising department for the 
past two years, has been appointed 
national advertising director. 


AMERICAN, 
METAL as me : 


MARKET ~ 3 


Te CLIFF SF 
NEW YORK 38 


says Mr, W. L. Murden, Owner 
Horton and Snyder 


salers and retailers 
always glad to rec 


16-county Roanoke 


“After 53 years of experience, we think we know 
the value of advertising. The wide coverage of the 
Roanoke Times and World-News helps both whole- 


newspapers to our principals.” 
The Roanoke newspapers dominate the entire 
papers have significant 


coverage in this key market of 
western Virginia. 


SAWYER, FERGUSON, WALKER COMPANY 


reach more customers. We're 
ommend a schedule in these 


market area. No other news- 


Write for details to: 


National Representatives 


THE ROANOKE TIMES | 
ROANOKE WORLD-NEWS 


ROANOKE, VIRGINIA - 
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A house 1s 


BOILT FIVE TIMES 


A house is built first on paper, and no product goes into the house unless 
the architect first puts it in the specifications. 

A house is built with money, and no product goes into the house unless 
the lender will finance it in the mortgage. 

A house is built with parts, and no part goes into the house unless the 
dealer promotes and stocks it — and doesn’t try to switch brands. 

A house is built for sale, and very little goes into the house unless the 
realtor who sells it believes your product adds sales appeal to the total 
house. 

THEN... 

A house is built! And products are ordered — which have been specified, 
financed, supplied, and recommended for sales appeal. 


House « Home 


PUBLISHED BY TIME INC., 9 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 


, Construction: Carl Freeman, Inc. 
Consulting Architect: Joseph Miller, AIA 
Finance: Bogley, Harting & Hight. 

Sales: interstate Realty Co. 
Supply: Frank Ewing Lumber Co. 


In today’s tough competitive market, your products 
must be sold — and kept sold — at all five points of 
selection. 


Success in any one stage can produce some business, 
but complete success takes a five-time sale. 


The only magazine that can help you sell all five is 
House & HomME — the only magazine read by the 
builders of the most houses — and their architects, 
lenders, realtors and suppliers. 


1. construction 
2. design and specification 
3. appraisal and finance 
sells all 4. merchandising and sales 
5. supply 
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PUBLIC SERVICE—Krauss Co., New Orleans, gets double-duty out of 
its 6’ tall electric canopy sign. It is used about half the time for 


community endeavors and special events—the rest of the time for 
store events and sales. 


ALL NEW—Douglas Anderson (left), Anderson-McConnell, retiring 

president of Southern California Advertising Agencies Assn., turns 

over the gavel to the incoming president, James Christopher, Hill- 

Christopher. At the same time, SCAAA changed its name to West- 

ern States Advertising Agencies Assn., preparatory to forming 
chapters in 11 western states. 


Dunn Ludekens Potts 
LASS & LADDIES—Shown here is a preview of Artists of Chicago; Burton Cherry, president of the Art 
Guild Day, an art and talent show to be held in Directors Club; Fred Ludekens, senior vp and as- 
Chicago, Oct. 12. Model Carolyn Ray holds a sam-_ sistant creative director, Orville Sheldon, art di- 
ple of art work, while art directors view pictures. rector, and C. Marvin Potts, executive art director 
They are Cal Dunn, president of the Artists Guild and vp, of Foote, Cone & Belding. 


HUDDLE—Syd Eiges, vp in charge of press at NBC, shows Harold 
E. Fellows, president, National Assn. of Radio & Television Broad- 
casters, and Thad H. Brown Jr., vp for tv, NARTB, a list of net- 
work programs and stars who plugged National Television Week, 

Sept. 23-29. 


IN APPRECIATION—Kenyon Brown (left) of KWFT, Wichita Falls, 

Tex., presents an armchair to Dr. Frank Stanton from the CBS 

Radio Affiliates Assn. “in appreciation of Dr. Stanton’s ten years 
as president of CBS.” 
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INSPECTION—The use of full color in newspaper mixes are Rock Wales, mechanical superintendent, ~ 

food advertising is being discussed by the above and Robert J. Bowerman, national advertising man- IT’S A SMALL WORLD—Trans World Airlines enters the outdoor field 
group at a color party held at the State Journal, ager, of the Journal; Roland Postel, manager of the in the Kansas City area with this three-dimensional rotary bulle- 
Lansing, Mich. Looking over a full color ad run Detroit regional office, Bureau of Advertising, and tin. Foote, Cone & Belding is the agency; Stalcup Inc. erected the 
by Procter & Gamble for its Duncan Hines cake Don Douglas, zone manager of P&G. unit. 
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Announcement | 
by 2 ie 


Capper Publications, Inc. 


i THE interest of an early settlement of the estate of the late Senator Arthur Capper 
of Kansas, the capital stock of Capper Publications, Inc., has been sold to Oscar Stauf- 
fer, president of Stauffer Publications, Inc. The sale was announced September 15 and is 


subject to the approval of the Federal Communications Commission. 


Capper Publications, Inc., will continue with the same experienced management 
personnel that has built the fourteen properties—magazines, newspapers, farm publications, 


\ 
radio and television stations—into a large and prosperous enterprise. 


Mr. Oscar Stauffer has been closely associated with Capper Publications, Inc., for 
many years. He has been a corporate partner since 1941 in the jointly-owned Topeka News- 
paper Printing Company. Like Senator Capper, he is a native Kansan and he, too, started 
his publishing career as owner of a small Kansas weekly. Mr. Stauffer, as president of 


Stauffer Publications, Inc., owns and operates eleven newspapers and three radio stations. 


Mr. Stauffer says: ““My objective as owner of Capper Publications is to assure the con- 
tinuance of the policies and spirit of service initiated by Arthur Capper. I am sure that these 
goals can best be reached by the present experienced personnel and that our media will 


offer even more effective services to our advertisers, readers, viewers and listeners.” 


We announce this change in ownership with both pride and confidence. 


PHILIP ZACH 
President 


CAPPER PUBLICATIONS, INC. 


TOPEKA, KANSAS + NEW YORK + CLEVELAND + CHICAGO + SAN FRANCISCO 


Household Magazine, Capper’s Farmer, Capper’s Weekly, Kansas Farmer, Missouri Ruralist, Ohio Farmer, 
Michigan Farmer, Pennsylvania Farmer, Topeka Daily Capital, Kansas City Kansan, WIBW-TV, WIBW, KCKN 
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world’s BIGGEST farmers! 


’ 
“ 


Fo penne 


peers: 


Farmer PUBLICATIONS DEPENDED ON 
MOST BY IOWA FARM OPERA- 
39.9% TORS FOR INFORMATION ON. 
“MARKET PROSPECTS IN THE 
MONTHS AHEAD.”** 


Farm 
Mag. A 


16.8% 


MEN LIKE WESLEY YUSKA of Black cause they are farming’s biggest producers. 
Hawk County, are first in the nation in trac- Your sales short-cut to Iowa farmers like 
tors per farm, with an average of more than Mr. Yuska is Wallaces’ Farmer and Iowa 
1% tractors per farm. They raise about {th Homestead. 9 out of 10 of Iowa’s best farm 
of the nation’s corn, almost 4th of its hogs, families read it and depend on it more than 
and market more beef cattle than farmers of any other publication for all kinds of infor- 
any other state. They are big spenders be- mation (see chart). 


Mars News- News- 
6.0% 


*From “inFarmation Please No. 2”, area sampling survey 
conducted by Statistical Laboratory of lowa State College. 


WALLACES’ FARMER acd IOWA HOMESTEAD 


RICHARD S&S. PIERCE, PUBLISHER * DES MOINES, IOWA 
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Farm Income Up; 
U.S. Must Help 
Adjust to Changes 


By True D. Morse 

Under Secretary of Agriculture and 
President, Commodity Credit Corporation 

It is easy to become confused 
these days over the real economic 
position of American farmers. 
Many city people read what ap- 
pear to them as conflicting reports. 
On the one hand, they learn that 
under present conditions the farm- 
er cannot maintain an acceptable 
standard of living. On the other, 
they read of his large investment 
in land, buildings and equipment, 
and of the modern conveniences his 
family enjoys. Some farmers have 
increased their net incomes in re- 
cent years. Yet a 
look at agricul- 
tural statistics in- 
dicates that, in 
general, farmers 
have not kept 
pace with pre- 
sent prosperity. 

The explana- 
tion, I believe, is 
to be found in 
regional differ- 
ences, and the 
extreme com- 
plexity of modern American farm- 
ing. Many factors influence farm 
family living. Weather, local needs 
for farm products, management 
skills, government programs, for- 
eign conditions—all these affect 
individual farms differently, even 
some farms in the same county. 
We need to keep this in mind as 
we take a look at the general 
trends. 

The total farm picture has im- 
proved during the first half of 
this year. Early in 1956, farm 
prices turned upward, after a long 
decline which began in 1951. Cash 
receipts from farm marketings the 
first half of this year were almost 
the same as in the first half of 
1955. Net farm income should be 
higher in 1956 than in 1955. 


True D. Morse 


® This is total income of all farm- 

ers. When we consider per capita 

income, the picture is even bright- 
(Continued on Page 90) 
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WasuincTon, Sept. 27—From the 
welter of reports and statistics, to- 
day’s farmer emerges as a deeply 
involved business man, with big— 
and constantly increasing—invest- 
ments in modern equipment for 
farm and farmstead. 

He may be rough, tough and 


self-reliant, but the farmer is 


Stranger to Farm Market, Lilly's 
Careful Market Plan Is Success 


INDIANAPOLIS, Sept. 27—About 
two years ago, Eli Lilly & Co. 
faced a double-barreled market- 
ing challenge. The company had a 
brand new product ready for 
introduction and it fell in a 
classification—farm—with which 
Lilly had virtually no previous 
experience. 

Lilly’s Stilbosol (from Diethyl- 
stilbestrol Premix, Lilly) is a hor- 
mone feed additive used to fatten 
beeves for market. Within 90 days 
after the product was put on the 
market in December, 1954, about 
38% of the 10,000,000 cattle an- 
nually fed for slaughter in this 


country were receiving Stilbosol, 
according to Fred D. Randall, 
merchandising manager of Lilly’s 
agricultural and industrial prod- 
ucts division. 

“We estimate now,” says Mr. 
Randall, “that about 68% of all 
cattle are receiving Stilbosol in 
their feed. The going will be some- 
what slower from here, of course, 
but we predict that eventually at 
least 85% of the cattle on feed 
will be receiving our product.” 


® Lilly’s introductory market 
plan for Stilbosol took form in 
(Continued on Page 96) 


TREND CONTINUES—The increasing demand for farm products and 
a continuing rise in farm wages has seen the number of farm 
workers decline as more and more machinery replaces hand labor. 
Machinery demands bigger farms for economical operation and 
each year many more fences are knocked down. Since 1940, farm 
mechanization has increased by well over 80%. 


Farmers Spend 2/3 of $30 Billion 
Income on Variety of Operating Needs 


hardly more self-sufficient than 
his city cousin, today. He is heav- 
ily dependent on others for the 
goods and services he needs to op- 
erate his farm and maintain his 
family’s standard of living. 

Besides machinery and automo- 
tive equipment, which take nearly 
12% of his income, he spends 
nearly $4 billion a year for feed, 
another $1 billion for fertilizer, 
over $1.4 billion for gasoline and 
oil, and $2.4 billion for wages and 
machine hire. 


Good Crops and Prices 
Hold Farm Prosperity 


Farm Market Is Scene 
of Many Changes, but 
Buying Power Is High 


By Stanley E. Cohen 

Wasuincton, Sept. 27—While 
politicians eagerly court their at- 
tention, the men who operate 
America’s 5,000,000 farms are 
hard at work, marketing livestock 
and crops which seem sure to 
yield a better return for 1956 than 
they did for 1955. 

Crops, generally, are good, and 


Good Year Ahead for 
Sales to Farmers, 
According to Poll 


Sr. Paut, Sept. 26—Farm busi- 
ness in 1957 will be as good or 
better than in 1956, say 3,258 deal- 
ers and merchants in Minnesota, 
North Dakota and South Dakota. 
They participated in the annual 
farm business outlook survey, 
conducted by The Farmer maga- 
zine. These dealers sell farm ma- 
chinery, automobiles, appliances, 
hardware, furniture, lumber and 
motor trucks. 

Over 12,000 dealers were asked, 
“Do you expect your sales to farm 
families in 1957 to be better than 
1956, same as 1956 or less than 
1956?” 

There were 3,956 (31.4%) re- 
spondents to the questionnaire. Of 

(Continued on Page 91) 


prices are up, particularly for 
livestock, dairy products and veg- 
etables. Even for crops where 
prices are off, the demands of the 
nation’s expanding population 
have resulted in sufficient new 
demand so that net adjusted iarm 
income is expected to reach $11.6 
billion, a 5% gain over a year ago. 

Probably as much as $300,000.- 
000 of this gain will come from 
the soil bank program, approved 
by Congress last June. Under this 
plan, growers of four basic surplus 
crops are paid to take part of their 
land out of production. 


s The political controversy fo- 
cused on rural America this fall 
makes it easy to forget that the 
American farmer, with all his 
problems, remains the envy of the 
agricultural world. 

He produces more with less ef- 
fort than the farmers of any other 
nation. Even with~his income 
down from the dizzy peak of the 
wartime bonanza period, he 
and his family have achieved 
and maintained living standards 
which have wiped out the old dis- 
tinction between city and rural 
life. 

His success stems from inten- 
sive use of machinery and scien- 
tific agricultural methods. But his 
transition to industrialized farm- 
ing has brought economic and so- 
ciological problems which are the 
cause of today’s political debates. 


= To use equipment efficiently, 
the farmer has been compelled 


s This summer’s $8.50 per ton in- 
crease in steel prices was bad 
news in the farm belt. Farmers use| 
6,500,000 tons of finished steel each | 
year—more than is used for a, 
year’s output of passenger cars. 
They use 17% billion gallons of | 
crude petroleum, more than used 
by any other industry; 286,000,000 | 
Ibs. of raw rubber, enough to make | 
tires for 6,000,000 automobiles; 
and 22 billion kilowatt hours of 
electrical power, more than enough 
to serve the cities of Chicago, De- 
troit, Baltimore and Houston for a 
year. 

Altogether, according to the De- 
partment of Agriculture, better 
than two thirds of the $30 billion 


(Continued on Page 94) 
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products and animals $11,864,924,238 $11,825,315,401 + 0.3 
Farms with product sale 

of: 

$25,000 or more .. 134,041 105,536 + 27.6 

$10,000-$24,999 ...... 448,771 386,423 + 16.0 

$5,000-$9,999 ....... 706,686 125,888 — 2.6 
Motor Trucks ........ 2,701,247 2,209,386 + 2.3 
TD eds wk 60's 000 4,692,122 3,615,130 + 2.9 
Automobiles .......... 4,258,178 4,206,447 + i2 
Telephones (number of 

TE Sidae si acerss 2,331,709 2,057,984 + 13.3 
Electricity (number of 

BY Rae h as caer sc 4,448,462 4,213,314 + 5.6 
Home freezers ........ 1,542,096 650,683 +-137.0 
Milking machines ..... 711,776 635,863 + 11.9 
Grain combines ....... 979,677 714,301 + 37.1 
Corn pickers .......... 687,691 455,774 + 50.9 
Pick-up hay balers . 447,941 196,048 +128.5 


How Farm Picture Has Changed 


The U.S. Department of Commerce, Bureau of Census, has is- 
sued preliminary farm census reports for the year 1954. Pre- 
sented below are 1950 and 1954 totals in a number of categories, 
and the percentage changes that have taken place. 


Per Cent + 
1954 1950 Change 

Number of farms ...... 4,782,393 5,382,162 — iL. 
Ave. size of farm 

GU ai eeowh 50 242.2 215.3 + 12.5 
Avg. value of land and 

buildings per farm .. $19,706 $13,939 + 41.4 
*Farm expense for machine 

hire, labor, feed, gaso- 

line and oil ......... $8,149,625,541 $7,187.796,128 + 13.4 


*This classification reported on basis of 1949 instead of 1950 
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INCOME UP—Although farm operators realized net income declined 
again in 1955, continuing the trend under way since 1951, figures for 
the first half, 1956, show a slight gain. At mid-year, realized gross 
farm income is running at the rate of $33.4 billion, production ex- 
penses at $21.8 billion and realized net income at $11.6 billion. 


to knock down fences and acquire 
neighboring acreage. Under-capi- 
talized family farmsteads have 
been squeezed out, to make room 
for a new breed of farmer who is 
an informed, shrewd entrepre- 
neur, using costly machinery to 
get a good return from man-sized 
investments in expensive live- 
stock and land. 

By 1954, the average U. S. farm 
-~—land and buildings alone—was 
valued at $20,000, up 40% from 
1950, and nearly 150% over 1945. 
According to the 1954 census of 
agriculture, farm property, live- 
stock, poultry and machinery 
added up to a total investment of 
more than $125 billion. 

Over 600,000 farms disappeared 
between 1950 and 1955. Presum- 
ably these were mostly small 
farms, or farms worked by ten- 
ants or sharecroppers which were 
absorbed into larger operating 
units, for the total amount of land 
in cultivation remained virtually 
unchanged. 


e For the nation as a _ whole, 
farms of more than 1,000 acres 
more than doubled in number in 
the past 30 years. Average size of 
farm in 1955 was 242.2 acres, up 
26.9 acres from 1950, and 10#acres 
greater than in 1910. 

While farms have been indus- 
trialized, they have not been in- 
stitutionalized to a significant de- 
gree. More farmers own their own 
farms than ever before, and ten- 
ancy is at an all-record low. By 
and large, farms are still family 
operated. In fact, mechanization 
has made it possible for families 
to farm with less hired labor than 
ever before. 


Because of increased mechani- 
zation, one farm worker now sup- 
ports 20 other persons, compared 
with 14.7 only 10 years ago. This 
holds down production costs, but 
it also stimulates a trek from farm 
to city. Between 1940 and 1956, 
the number of persons residing on 
farms dropped from 30,500,000 to 
22,200,000. 


= In the political debates this 
year, Democrats stress the fact 
that net farm income dropped 
from a $16.7 billion peak in 1947 
to $11 billion for 1955. They say 
the farmer needs something akin 
to rigid price supports of the type 
that guaranteed his income dur- 
ing World War II and the immedi- 
ate postwar years. 

But Agriculture Secretary Ezra 
Taft Benson contends that rigid 
price supports inevitably generate 
unneeded surpluses which clog 
government warehouses and hang 
as a depressing influence over the 
normal market. 

His program includes flexible 
price supports designed to keep 
production more closely geared to 
actual demand. In addition, he 
champions the “soil bank” as an 
effective weapon to cut produc- 
tion of surplus crops, and an ag- 
gressive program of overseas bar- 
ter to dispose of surpluses already 
resting in government ware- 
houses. 


® His advisors contend the slump 
in farm income looks worse than 
it actually is. While realized net 
farm income dropped 30% since 
1947, farm population is off 20%. 
Thus the decline on a per person 
basis is less than statistics imply. 


With farmers producing 40% 
more on the same amount of land 
than they did in 1935-39, gross 
farm income reached $33.4 billion, 
compared with $10.4 in the earlier 
period. After production expenses, 
average net income per farm fig- 
ures approximately $2,300 in 1956, 
compared with $682 in the earlier 
year. 

Net income from farming, how- 
ever, is only a partial measure of 
farm buying power. Since farmers 
consume nearly $2 billion worth 
of food and other products pro- 
duced at home, and in addition, 
have no housing problems, cash 
income is not wholly comparable 
with that of individuals who de- 
pend solely on wages and salaries. 


# In addition, farmers get signi- 
ficant cash income from non-farm 
sources. According to recent esti- 
mates by the Agriculture Market- 
ing Service, income from off-farm 
employment, investments, and 
other such sources now make up 
roughly a third of the total money 
received by farmers. 

“Dollars thus received,” says 
Secretary Benson, “are just as 
useful in paying bills as dollars re- 
ceived from the sale of crops and 
livestock.” 

Considering income from all 
sources, per capita income of farm 
people is estimated at about $800 
this year. This compares with 
$507 in 1939, and a wartime peak 
of $970. 


s While this per capita income is 
in terms of 22,000,000 people liv- 
ing on 5,000,000 farms, farm ex- 
perts prefer to talk in terms of the 
progress of the 2,000,000 commer- 
cial farms which produce 85% of 
the food and fiber that goes to 
market. 

In his efforts to put the best foot 
forward for his administration’s 
farm program, Secretary Benson 
laments that the “true farm pic- 
ture” is distorted by the millions 
of part-time and non-commercial 
farms. 

“The real truth is,” he says, 
“that incomes of commercial 
farmers—farmers who operate 
family-sized units—compare fa- 
vorably with those of urban peo- 
ple with similar ability and capi- 
tal.” 


s This commercial farmer is a 
substantial citizen. After consid- 
ering his debts, his equity 
amounts to about $22,000 per 
family, compared with about $17,- 
000 for the average non-farm 
family. 

In a recent speech before the 
| Union League Club of New York, 
Secretary Benson exclaimed: “The 
‘farmer has the same problems as 


sylvania. 


Eastern Northern Central: Ohio, 
Michigan, Wisconsin 


souri, 
Kansas. 


New England: Maine, New Hampshire, Vermont, 
Massachusetts, Rhode Island, Connecticut. 


Middle Atlantic: New York, New Jersey, Penn- 


Western Northern Central: Minnesota, Iowa, Mis- 
North Dakota, South Dakota, Nebraska, 


Farm Population and Income 


July 1, 1955 1955 1955 

Total Farm 
Total Farm Per Cent Personal Personal Per Cent 
Population Population of Total Income Income of Total 

Section* (000 Omitted) (000 Omitted) (000 Omitted) (000 Omitted) 

New England 9,839 440 4.5 $ 20,075,000 $ 346,000 1.7 
Middle Atlantic 32,555 1,519 4.7 69,283,000 773,000 1.1 
E. N. Central 33,480 3,779 11.3 69,832,000 2,333,000 3.3 
W. N. Central 14,657 3,394 23.2 24,439,000 2,755,000 11.3 
South Atlantic 22,547 4,531 20.1 35,217,000 2,131,000 6.1 
E. S. Central 11,438 3,729 32.6 13,708,000 1,430,000 10.4 
W. South Central 15,159 2,736 18.0 23,267,000 1,797,000 1.7 
Mountain 5,753 815 14.2 9,863,000 910,000 9.2 
Pacific 16,857 1,215 7.2 37,707,000 1,899,000 5.0 
Total U.S. 162,284 22,158 13.7 $303,391,000 $14,374,000 4.7 
* States included in each section are as follows: South Atlantic: Delaware, Maryland, District of 
Columbia, Virginia, West Virginia, North Caro- 


Indiana, Illinois, 


lina, South Carolina, Georgia, Florida. 


Eastern Southern Central: Kentucky, Tennessee, 
Alabama, Mississippi. 


Western Southern Central: Arkansas, Louisiana, 
Oklahoma, Texas. 


Mountain: Montana, Idaho, Wyoming, Colorado, 
New Mexico, Arizona, Utah, Nevada. 


Pacific: Washington, Oregon, California. 
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SLIGHT RISE—For the first time since 1952, farm population showed a 

slight increase this year. From 22,158,000 in 1955, population moved 

up to 22,200,000. Despite this change, the number of farms contin- 

ues to decrease. More than 600,000 have disappeared between 1950 
and 1955. 


= 


Average value per acre is at a 
peak $88.65. 

Farm debt amounts to only 11% 
of assets, compared with 19% in 
1940 and 21% in 1930. Foreclo- 
sures are at all-time record lows, 
with seven out of 10 farms en- 
tirely free of mortgage debt, and 
four fifths of the remainder mort- 
gaged for less than half of their 
market value. 

Many factors contribute to the 
farmer’s-confidence that the long 
postwar adjustment in farm in- 
come-is coming to a close, and that 
better times are ahead. 


other business men. He has the 
problems of using capital wisely. 
He has the problem of maintain- 
ing a skilled labor force and meet- 
ing its cost. He has the problem 
of the cost of goods purchased. 

“In addition, he has all the 
problems centered in a biological 
industry that is affected by too 
much rain or too little, by hail, or 
frost, or insects, or disease. And 
he has the price problems that 
haunt other producers of raw 
materials.” 


® While over half a million farm- 
ers have already signed up for an 
estimated $300,000,000 of pay- 
ments under the soil bank pro- 
gram, the impact of the soil bank 
on the total production of agricul- 
ture will not be fully felt until 
next year. 

Because of agriculture’s ability 
to increase its production seem- 
ingly at will through the use of 
new strains of seed and soil foods, 
the soil bank seeks to curb pro- 


® His strongest single bulwark is 
the fact that the national income 
continues to hum along, with his 
customers enjoying record levels 
of buying power. 

Since the late 1920s, total utili- 
zation of U. S. farm commodities 
has increased a third. Domestic 
food use expanded almost 60% by 
1955. 

With the total national popula- 


duction by cutting down the tion growing at a rate of over 3,- 
amount of land in_ active|000,000 a year, production would 
cultivation. have to increase 15 to 20% in the 


next decade just to provide the 
same kind and amount of food 
which is available today on a per 
capita basis. 


As assurance for the future, 
land participating in the soil bank 
program is to have a protective 
cover of soil-building grasses, leg- 
umes or trees. The farmer is com- 
pensated on the basis of what|# But current prosperity has also 
might have been raised. For | changed the demand pattern for 
wheat, he gets an average of $1.20| farm products. People are eating 
a bushel, for corn 90¢, for cotton more meat, eggs and other animal 
15¢ per Ib. and for rice, $2.25 per products. Fortunately for the 
ewt. |farmer, these high protein foods 

\offer by far the most promising 
= If the farm real estate market way of utilizing the enormous 
is any indication, the farmer re-| grain and forage potential of his 
mains confident about his future.| farmland. 

Farm land prices are still near all-| Another effort which takes on 
time peaks. The market value of/increased_ significance is the 
farm land and real estate, accord-| _ emerging effort to develop new 
ing to Federal Reserve estimates,|markets abroad and at home. 
has reached a new high of $102.7; While the U. S. has been careful 
billion, up $4 billion from 1955. | to avoid any action which might 
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OUTSIDE HELP—As farm income lags, farmers depend more and more 

on income from non-farm sources. In 1954, farm persons received 

about $1 of non-farm income, mostly wages, for every $2 received 
from farming. 
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- What’s different 
about th 


$48 BILLION market? 


The South is Prosperous 


Continuing to outgain all other regions with a 28% per-capita 
increase in retail sales during the past five years, the South is a 
big, prosperous, 16-state market. In 1955, the South produced 
$48 BILLION in retail sales, 26% of the U. S. total. 


~, Southern Farm Income is UP 


One important reason for the South’s great gains in buying 
power is the prosperity of Southern farm families. Contrary to 
the national trend, Southern farm income was UP $124 MIL- 
LION in 1955 over 1954 and is UP another $171 MILLION 
in the first six months of 1956. 


The South is Rural 


The South is a tremendous segment of the U. S. market no 
manufacturer can afford to overlook. Yet you cannot do an ade- 
quate job of selling the South unless you recognize the basic 
fact that the South is different because it’s far more rural than 
the rest of the country. 

The remainder of the U. S. is only 29% rural; but in the 
South more than half the families live on farms or in rural com- 
munities of less than 2,500 population. 1,174 of the South’s 1,387 
counties are rural counties. 

To sell the South, your advertising must be properly directed 
to influence Southern rural families. Media, preferred by urban 
families, are weak in their coverage of the rural South. Where, 
then, can you place your advertising to sell this big market? 
Your one best answer is— 


The Progressive Farmer 


The Progressive Farmer dominates the rural South as no other 
magazine dominates a market of similar size. Edited by South- 
erners for Southerners for 70 years, The Progressive Farmer is 
published monthly in five separate editions localized to the five 
distinct farming areas of the South. The Progressive Farmer is 


a local magazine to each of its more than 4 MILLION rural 
readers. This intensely-localized editorial service gives your ad- 
vertising powerful local impact and influence in the rural South. 

In the South’s 1,174 rural counties, The Progressive Farmer 
has more than 2% times as much circulation as Life or The Sat- 
urday Evening Post. Added to any list of magazines in which 
your advertising appears, The Progressive Farmer fills a big 
gap in your coverage of the fastest-growing regional market in 
the country. And The Progressive Farmer is— 


The Choice of Your Dealers 


Southern retailers know that merchandise really moves when 
it’s advertised in The Progressive Farmer. The results of 54 
surveys show that The Progressive Farmer is the 4 to 1 choice 
of 8,502 retailers as the one farm magazine with greatest influ- 
ence on their rural customers. In these surveys, The Progressive 
Farmer led all other farm magazines combined by 2 to 1. 

Leading advertisers also recognize the sales power and mer- 
chandising value of The Progressive Farmer. That’s why The 
Progressive Farmer is the nation’s No. 1 farm magazine in ad- 
vertising linage. And The Progressive Farmer is third in adver- 
tising linage among all U. S. monthly magazines of more than 
a million circulation. 


It All Adds Up! 


The South is a big market—more than $48 BILLION big in 
retail sales. The South is a rural market—predominantly rural 
in population and trade. The Progressive Farmer fills a big gap 
in coverage of the rural South by any other media. To sell the 
South, place your advertising in The Progressive Farmer. 
Contact the nearest office listed below for the latest market 
data on the rural South, including Neilsen figures, survey re- 
sults, media coverage, and a great variety of other helpful infor- 
mation on this huge, up-and-coming market. Make sure you 


see the latest issue of The Progressive Farmer. You’il quickly - 


see why this big, modern, family-service magazine is your best 
Southern salesman. 


The South Subscribes to 


The Progressive Farmer 


1,312,000 SUBSCRIBER-FAMILIES... MORE THAN 4 MILLION READERS 


PAUL HUEY, V.P. and Advertising Manager OSCAR M. DUGGER, V.P. and Western Advertising Manager DON CUNNINGHAM, Eastern 
Birmingham 2 + Phone: 54-2571 


Daily News Bidg., Chicago 6 + Central 6-3400 


Advertising Manager Other Offices: RALEIGH » MEMPHIS 
250 Park Ave., New York 17 + Yukon 6-7520 DALLAS + SAN FRANCISCO + LOS ANGELES 
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be considered “dumping” by oth- 
er nations, a determined effort is 
under way to get a better share 
of the world market for farm 
products. 


A network of agricultural at-| 


taches has been assigned to dip- 
lomatic missions to develop out- 
lets for American farm products. 
An active campaign is also un- 
der way to “swap” government- 
owned surpluses for strategic ma- 
terials which can be stored in the 
national defense stockpiles. 


® During the year ending June 30, 
1955, agricultural exports were 
7% higher than in 1953-54 and 
11% higher than in 1952-53. This 
year they have been running 6% 
higher in value and 9% greater in 
quantity than a year earlier. 

Partly because of these in- 
creased exports, $2.7 billion of 
government-owned stocks of farm 
products have been moved to use- 
ful outlets, where they no longer 
constitute a threat of depressing 
the normal prices of the market. 
Surpluses valued at nearly $9 bil- 
lion are still on hand. 
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GETTING CLOSER—Although the prices of farm commodities continued 

their downturn, farm real estate values rose again during the year 

ending July, 1955. Values advanced 2% or more in three-fourths of 

the states. Land values now bear about the same relationship to 
commodity prices that they did in 1940. 


merchandising. In recent years 
the farmer’s share of the con- 
sumer food dollar shrank from 


Also contributing toward a 
long-run solution of the farm 
problem are market research and 


the wartime peak of 53¢ to as low 
as 39¢, as the consumer turned to 
prepared foods and other products 
involving costly processing and 
distribution. 


= The Department of Agriculture 
is thoroughly sold on the thesis 
that market expansion is bound to 
benefit farmers. As Secretary Ben- 
son puts it, “A smaller share of a 
larger number of dollars is pref- 
erable to a larger share of a few 
dollars.” 

Recently, under the 1956 farm 
bill, the President appointed a top 
level commission on industrial use 
of farm products, under the chair- 
manship of T. LeRoy Welsh, 
Omaha grain operator, and mem- 
ber of the board of regents of the 
University of Nebraska. While it 
will not conduct research of its 
own, this commission’s job is to 
develop recommendations designed 
to bring about wider use of agri- 
cultural commodities in the manu- 
facture of industrial products. 

Under its program of market 
development, the Department has 
expanded its “plentiful foods” 


Louisville’s 
BEST KNOWN FIGURE 


y » The WHAS-TV Channel 11 figure here promotes the film series 
F ; “Crunch and Des” for Coca Cola and Lincoln Bank and Trust 
‘ Company. He’s a sensitive emcee on other slides, attracting viewers 

to Gateway Supermarkets’ quiz show, “Sense and Nonsense”. 

This versatile little fellow, despite costumes or high water, 


always is 


11 may be found the best in local and national spot shows. 

He should remind you that for selling results, individual 
and distinctive treatment, your advertising deserves the impact 
of programming of character. In Louisville, WHAS-TV 
programming PAYS OFF! 


Are you participating? 


VICTOR A. SHOLIS, Director 

NEIL CLINE, Station Mgr. 
Represented Nationally by Harrington, Righter & Parsons 
Associated with The Courier-Journal and Lovisville Times 


recognizable as a reminder to viewers that on Channel 
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DEBTS AND MAJOR ASSETS OF AGRICULTURE 
BILLIONS OF DOLLARS T 

2 L au assers +—+ — =e 
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50 I 
1945 1950 
ALL uP—Assets shown in this Fed- 
eral Reserve System chart have 
represented about two-thirds of 
farmers’ total assets in recent 
years. Farm real estate values are 
as of March, 1956. Liquid assets 
and debts are as of January, 1956. 
Debts exclude price support loans 
of the Commodity Credit Corp. 


promotion program, in coopera- 
tion with food chains and other 
food distributing organizations. 
Under this program, food outlets 
cooperate with the government to 
“push” the perishables which are 
in temporary surplus supply. 


® In addition, the Department has 
gone “all out” to stimulate indus- 
try sponsored research and mer- 
chandising programs. It is a work- 
ing partner in the $2,000,000 
advertising program to develop 
markets for lamb and wool prod- 
ucts. 

The dairy industry’s efforts to 
use promotion as part of its attack 
on “surplus” problems stands out 
as a model example of what the 
Department looks for from mod- 
ernized merchandising of food 
products. While the production of 
dairy products has continued to in- 
crease, and seems certain to top 
last year’s record 123.5 billion 
pounds, consumption of milk and 
other dairy products has in- 
creased, too. Cash receipts from 
dairy products will exceed the 
$4.2 billion marked up in 1955, and 
may reach the $4.6 billion record 
of 1952. 


By Type of Product and by 
Area, National Aggregates 
Make Little Sense 

From final income figures now 
available for 1955 marketing of 
farm products, Department of Ag- 
riculture reports show a total farm 
income from marketing of $29,- 
263,899,000. While this represents 
a drop of nearly $940,000,000 from 
1954, discussions of agriculture 
make little sense solely in terms 
of national aggregates. Behind the 
statistics are success and failure 
stories with a special twist for 
each farm product, and indeed for 
each farm community. 

For example, Nebraska’s total 
farm income for 1955 held close 
to the 1954 level, but only because 
improved earnings from cattle off- 
set the losses from hogs. Farm in- 
come in North Carolina topped 
1954, largely because of the gain 
of tobacco growers. 


® Cotton contributed to striking 
expansions in farm income in Ala- 
bama, Mississippi, South Carolina, 
Georgia and Arkansas. But else- 
where—North Carolina, Texas, 
New Mexico, Arizona and Califor- 
nia, for example—income from 
cotton fell below the 1954 return. 

In North Dakota, a spectacular 
improvement in wheat yields led 
to a 60% increase in total farm in- 
come. Maine benefitted from an 
upturn in potato prices after an 
abnormally low year. 


Low hog prices cut deeply into 
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‘Missouri and Kansas 


UBSCRIBER STUDY 
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FACT FIND NO. 1 


SIZE OF FARMS 


Sixe-Acres Per Cent Per Cent 


4 260 te 499.._.__-_--. 26.68 ___.... te 499_.._ 28.34 


3 100 
a 29.02 ___.._te 299... 31.16 


: (Missouri farme later.) 


Above comparison with official 

U. S. census figures shows Weekly 
Star Farmer weighted heavily with 
larger, better class farms more 
able to buy more in all categories 
of goods and services. 


SRS ES SES 


FEE Re I eRe A RE 


A Guide to Successful Selling 
in This CROP-RICH, 
STOCK-RICH Farm Market 


Now, the Weekly Star Farmer, with more R. F. D. and more 
total circulation than any other farm paper in Missouri and 
Kansas—provides an accurate, penetrating picture of its potent 
R. F. D. subscribers. Detailed, convenient, informative—fifty- 
seven pages packed with real marketing MEAT! 


ARERR NN 


PRESEN 


GIVES FARM MARKETERS in Missouri and Kansas in- 


ship of farm and home equipment, specified crops and live- 
stock, family composition, readership, buying habits—and 
Pd other profit-pointing facts. 


OTe POO 


Send For Your Free Copy Joday! 


eae: Write or phone one of the offices below or ask your 


Weekly Star Farmer representative for it! 


Weekly Star Farmer 


America's Largest Weekly Farm Publication 


PUBLISHED IN KANSAS CITY, MO. 


KANSAS CITY CHICAGO NEW YORK SAN FRANCISCO 


1729 Grand Ave. 202 S, State St. 21 E. 40th St. 625. Market St. 
HArrison 1-1200 WEbster 9-0532 Murray Hill 3-6161 ‘, GArfield 1-2003 


valuable advance knowledge of size and type of farms, owner- 
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% OF 1947-49 coe Dakyta, Kansas, Nebraska! Percentages, July 1954 to July 1955 
an owa 
oy Total ] Dairy farms in the northeast 
196 livestock registered a 19% gain in income, 
é; breeding Py largely because of increased milk 
s production per farm, higher prices 
|for milk, poultry and eggs, and 


low cost for the feed which the 
farmers purchase. In eastern Wis- 
consin, however, dairy income fell 
|12%, chiefly because they re- 
lceived only $14.70 per cwt for 
hogs, compared with $21.10 in 
1954. Since they grow their own 
feed, Wisconsin dairymen benefit- 
ted less from the reduction in feed 
prices than dairymen of the north- 
eastern states. 


per acre Prod. per unit 


1920 1930 1940 1950 1920 ‘930 1940 1950 


PESTIMATEO ACREAGE F8OM WHICH ONE OF MORE CHOPS WERE HARVESTEO 
PLUS ACREAGE OF CHOP FAILURE AND SUMMER FALLOW 
@ INCLUDES 416 BREROING LIVESTOCK EXCEPT HORSES, AND ALL LIVESTOCK PRODUCTION 
EXCEPT FARM. PRODUCED POWER OF HORSES AND MULES 


Ub OEPART MENT OF AGRICULTURE WEG 55(8)-742 AGRICULTURAL RESEARCH SERVICE 


U. 5. DEPARTMENT OF somcULTURE MEG. SS(10)-908 aGRICULTURAL MESESACH SERWICE 


# Net incomes of corn belt farms 

FEWER WORKERS, MORE WORK—In the past 15 years, output per man- were generally lower, particularly VALUES up—In most states, the value of farm land rose from 1954 to 

hour of farm labor just about doubled. The increase is due, of |on the hog-beef fattening farms,| 1955. Major reasons seem to be continued strong demand by farm- 

course, to improved technology on the farm and also to indirect |and the hog-dairy farms. They ¢Ts for added land based on the premise that farmland is still a safe 
contributions of non-farm workers to farm production. were off 24% on the grain farms and desirable long-term investment. Part-time farms, and a de- 

and the hog-beef raising farms, mand for rural residences contribute to the rising values. 

farm income in such states as, Drought claimed its toll from the| with wide variations according to| 

Iowa, Illinois, Indiana, Minnesota,/corn and wheat crop in Kansas,|the impact of weather conditions’ Incomes were up 12% on the to-|plains of North Carolina, but off 

Ohio, Missouri and Nebraska.|and the summer corn crop in/on individual types of farms. /baeco-cotton farms of the coastal/17% on the tobacco-livestock farms 


Universal Atlas .. . 


is the nation’s largest cement producer, with a capacity of 
36 million barrels . . . 12% of the industry total.* 

Capacity, however, is not always a true index of 
effectiveness. Size is relative. One magazine, for instance, 
with 1,300,000 circulation covers a major $11 billion market. 

The magazine is SuccessFUL FARMING ... a 100% 
service publication, guide to better business and better 
living for the country’s best farmers. Three copies in four 
are concentrated among the 39° of all top-bracket farm 
families who earn 88%, of the farm income, and own 72% 
of the tractors, 85°, of the pick-up hay balers, 87%, of the 
grain combines, and 93° of the corn pickers. With high 
earnings as well as wealth, SF farm subscribers average 
more than $10,000 cash income from farming alone... 
are one of the world’s best class markets! 

For more than 50 years, SuccessFUL FarMinc has helped 
subscribers make more money, won confidence and respect 
... today has an unmatched influence in its market. 
National advertisers need SuccessFUL FARMING to tap 
important buying power and balance national schedules. 
Inquire any SF office. : 

*Source: Standard & Poor's Industry Surveys, Nov. 3, 1955 


Merepiru PusiisHinc Company, Des Moines... 
with offices in New York, Chicago, Detroit, Philadelphia, 


~ Cleveland, Atlanta, San Francisco, and Los Angeles. 


a 


jof the bluegrass area of Kentucky. 
Cotton farms of the southern Pied- 
|mont of the South Atlantic states 
and the Black Prairie of east 
| Texas had a 55% increase in in- 
;come; and the farms of the Delta, 
‘a 45% increase. But the irrigated 
cotton fields ‘of the high plains of 
west Texas were down 35%, 
largely because of higher irriga- 
tion costs. 


/@ Wheat-small grain-livestock 
farms and wheat-roughage-live- 
|stock farms did considerably bet- 
iter than 1954, but wheat-corn- 
|livestock farms fell a third be- 
‘hind. On the southern plains and 
the Pacific Northwest, lower yields 
‘cut into the income from winter 
|wheat. Sheep and cattle ranches 
of the Southwest had a spectacu- 
lar improvement over 1954, and 
|cattle ranches of the mountain re- 
|gion showed progress. But sheep 
|and cattle ranches of the northern 
|plains were off slightly from 1954, 
|largely because of reduced income 
|from grains and hay which cus- 
‘tomarily provide roughly 25% of 
their income. 

From the data now becoming 
available, the outlook for 1956 is 
generally brighter. Cash receipts 
from farm marketing for the first 
half of the year equal first half 
1955, with the prospect that the 
second half will run ahead of 
second half 1955. 


® Prices have recovered roughly 
10%, after dropping in late 1955. 
By mid-year the farmer was get- 
ting 4l¢ of the consumer’s food 
dollar, compared with 39¢ during 
the first quarter. 

Prices of fed cattle and lambs 
have climbed above last year, and 
hogs regained the 1955 level. De- 
mand for dairy products is strong, 
with prices better than a year ago. 
Increased prices for truck crops 
and potatoes offset the smaller 
receipts from wheat and soybeans. 


® In terms of production, it is a 
year of somewhat smaller crops, 
so far as the perennial surpluses 
are concerned. Oats are expected 
to be down 14% because of rela- 
tively poor yields in Nebraska, 
South Dakota, Kansas and a num- 
ber of other states, and the diver- 
sion of substantial quantities of 
land to the soil bank. Hay will be 
off 5% and corn 3%. Wheat is 
expected to equal last year, but 
was 18% below the 1945-54 av- 
erage, enabling the government to 
work off some of the accumulated 
carry-over. Pig slaughtering is ex- 
pected to be below second half 
1955, while beef will move to 
market in somewhat greater 
quantities. 

While agricultural operations 
are carried on in virtually every 
county in the United States, 10 
top farm states accounted for bet- 
ter than half the income from 
farming last year. They were: 


California $2,632,650,000 
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REASONS-WHY 


you should take a new look 
at today’s Farm and Ranch 


Help, not entertainment 


The South’s number one business-of-farming 
magazine gets to the readers first with ideas and 
information which weren’t available yesterday — 
but which will be used tomorrow. 


Farm and Ranch is edited solely for farm families 
who are farming as well as they know how—but 
who want to farm and live better. 


Quality circulation 


The last three Starch surveys show Farm and 
Ranch has the highest-quality readers of any 
Southwide farm magazine. 

No survey is infallible. But, could Starch be 
wrong—on the same side—for three straight 
reports? 

And, a recent Farm Journal survey shows Farm 
and Ranch subscribers superior to Progressive 
Farmer subscribers in every category! 


Top woman ’s editor 


In a recent poll of all Home Demonstration 
Agents in the South, Farm and Ranch’s Iris 
Davenport got 64.8% of the total vote on the 
question, “In your opinion, who is the outstand- 
ing farm magazine woman’s editor in the South?” 


What other editors think 


Other editors rate Farm and Ranch the number 
one ‘“‘buy”’ in the South. No other Southern farm 
magazine gets more than a small fraction as 


many reprints of its agricultural articles in house ~ 


organs, trade papers, and other magazines. 
And, Tom Anderson’s “Straight Talk” is the 
most-read, most-quoted, most-reprinted, edito- 
rial page in the entire farm field. 


Reader. action 


Farm and Ranch challenges the other Southwide 
farm magazine to show as low a “cost-per-order”’ 
on pattern sales, house plan sales, and circula- 
tion subscription sales. 


Why pay more.. . for less? 


Why pay $5600 for a black and 
white page in the other Southwide 
farm magazine (new rate effective 
February, 1957) when you can buy a 
page in Farm and Ranch for $4000? 
Take a look at today’s 


Farm and Ranch 


NASHVILLE, TENNESSEE 
ATLANTA DALLAS CHICAGO NEW YORK LOS ANGELES SAN FRANCISCO 
Bill Jones Bruce Johnson Dan Doody Bob Finn (McDonald-Thompson) (McDonald-Thompson) 
Ed Thompson Roy McDonald 


More than 1,300,000 subscriber families in 15 Southern states. 
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gricultura 
oeaicom REACHES THE RICHEST 
FARMERS IN THE WORLD 4 


The important ranchers and planters of Latin America 


Hundreds of manufacturers—who at one time confined their promotion to U. S. farmers 
—are making big sales in the booming farm markets of Mexico, Central and South 
America. They rely on Agricultura, because it delivers the leading audited cn-the-farm 


circulation . . . stresses U. S. products . . . demonstrates the latest and best in farming a eee 
methods. 
U & OEPARTMENT OF acRiCUTURE MEG. 55110). 751 AGRICULTURAL RESEARCH SERVICE 
WRITE FOR MARKET AND MEDIA BOOKLET LIVESTOCK LEADS CrOPS—Mostly because of acreage allotment pro- 
° ul A 0 grams, livestock production has increased at a much faster rate 
; Agric tur a de las mericas than has crop production since the 1947-49 period. Output of poul- 
LbPA “The Magazine of Modern Farming for Latin America” try and nog hy ne a pw tay wy the — rise oe 
GRA BLDG.. KA crop groups. Feed grains, an y and forage also have increase 
FING ARTS fe SAS CITY 5, MO. much more than the average for all crops. Declines are principally 
in food grains and cotton. 
| Iowa 2,137,603,000 
| Texas 1,895,668,000 
> wiles : | Illinois 1,705,713,000 
Minnesota 1,247,544,000 
Nebraska 1,021,521,000 
Indiana 991,350,000 
Ohio 985,592,000 
shee 4 Wisconsin 974,276,000 
Ae North Carolina 935,465,000 
a Missouri 932,614,000 


f Kansas had a marketing income 

. in excess of $844,000,000; New 
York was over $800,000,000; and a 
multitude of other states had mar- 
keting incomes of $500,000,000 or 
more. 


® Thanks to wide diversification 
California widened its lead over 
Iowa, Texas and Illinois in ’55, in- 
creasing its farm income by over 
$114,000,000 while these nearest 
rivals fell slightly behind their 
1954 marks. California tops all oth- 
ers in production of poultry 
($265,636,000), fruit ($577,083,000) 
and vegetables ($479,914,000). It’s 
third in dairy products ($267,673,- 
000), and it’s fourth in cotton 
($246,132,000), topping such fa- 
mous cotton states as Alabama, 
Arizona, Tennessee, South Caro- 
lina and Louisiana. 
: Iowa got $1,346,000,000 of its 
ae Phe. KE $2,137,603,000 agricultural income 
" 4 : ; from meat, an amount nearly dou- 
a : E ble the total of second place IIli- 
—— ny nois. Iowa got another $330,000,- 
pale Se: 000 from feed, $172,000,000 from 
oy I poultry, $144,000,000 from dairy 


i See 3 products and over $101,000,000 
ST fi from oil crops. 

; Texas, which slipped ahead of 
Illinois this year, is another high- 
ly diversified state. Its $695,000,- 
000 from cotton was more than 
twice as great as second-place 
Mississippi. It was fourth in meat 
. , ‘ . ($464,000,000) and showed among 
America’s Most Receptive Hearing Aid ty eT 
with between $100,000,000 and 
$160,000,000 each from feed, dairy 

products, poultry and grain. 


Video is great but audio is a must to reach the provides the coverage depth available through 


ears of busy daytime America! KBS. Here is America’s most receptive HEAR- 

You have a sales message? You have a product ING AID for your sales messages in rich, vee — a 
promotion in mind? You need that extra push responsive Hometown and Rural America. $331,644 000 from teed, $212 a. t 
in a big PLUS market? For your special message or program or pro- 000 ‘fren oil crops, $1 58,123 000 

Lend us your audio for a moment! motion we can tailor you a NETWORK of 90 or from dairy products and $100,- 

In the market serviced by Keystone Broad- 900 stations which will deliver the message PLUS 000,000 from poultry. 
casting System's 900 radio station affiliates the most active and energetic MERCHAN- Largely because of poor prices 
there are more than 60 million hungry, healthy, DISING assistance you've ever experienced. for hogs, income from meat, at 
active American customers. No other medium A phone call will put us to work for you— $8,200,000,000, was off nearly 

$900,000,000 from 1954. Iowa, the 


leader, was off nearly $200,000,- 
000; Illinois, in second place, was 
down $125,000,000 (with a total 
in 1955 of $729,365,000). Nebraska, 
with $610,819,000, nearly equalled 


CHICAGO ‘ tos anomusS 
111 W, Washington St. STate 2.4303 nee eR , ne 1954, and Texas, with $464,047,- 
580 Fith Avenue, PLaza 7-1460 57 Post Street, Sutter 1-7440 : Min Oe ane tee ‘ 
Bes ‘ wn i Kas ~ nnesota ($431,649,000), Missou- 
YOUR, SOREFOR YOUR» ons onoen poss ts Bd ($398,567,000), Indiana ($382,- 
stations of the artwork cost er indian pre is ont Ge an ue .: iy STING SYSTE c 305,000) and Kansas ($351,476,000) 
- 8 minute oF & full hour gramming. Network cov- . all lagged behind 1954, while Cal- 
... it'se q for less some best - ’ 
t's up to you, your pam od pany am aa — eee ifornia ($347,101,000) had a $23,- 
ree Aa 000,000 increase. 


Dairy products, one of the 
strongest branches of agriculture 
this year, registered a total of 
$4,212,353,000 for an $80,000,000 
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improvement over 1955. At least, 
a dozen states showed over $100,-, 
000,000 from this source, led by) 
Wisconsin's  $502,872,000; New) 
York’s $386,896,000; and Califor- 
nia’s $267,673,000. Pennsylvania, 
Minnesota and Ohio topped $200,- 
000,000, with Michigan, Illinois, 
Iowa, Texas, Indiana and Missouri 
just behind. 


® Poultry, at $3,186,292,000, was 
roughly equal to 1954. Behind Cal- 
ifornia ($265,636,000) was Penn- 
Sylvania ($192,125,000), Georgia 
and Iowa ($172,000,000 éach), 
Minnesota ($165,000,000), Texas 
($138,000,000) and New York and 
New Jersey ($120,000,000 each). 
Also, with more than $100,000,000 
each were Ohio, Indiana, Illinois 
and Wisconsin. : 

Total income from crops was 
$13,427,403,000, within $80,000,000 
of 1954. Oil crops, tobacco, fruit 
and vegetables were up, nearly 
offsetting a $300,000,000 drop in 
food ains, and a $135,000,000 
drop cotton. ' 

Texas, with only a slight drop 
from 1954, accounted for $695,- 
046,000 of the $2,562,449,000 cot- 
ton crop. Mississippi, up $32,000,- 
000, netted another $339,093,000. 
Other ‘cotton leaders: Arkansas 
($258,233,000), California ($246,- 
132,000), and Alabama ($184,000,- 
000), trailed by Arizona, Tennes- 
see, South Carolina and Louisi- 
ana. 


® The $1,955,517,000 marketing 
revenue from food grains was 
widely distributed, with Kansas 
tops ($279,792,000); followed by 
North Dakota, Nebraska, Utah 
and Texas. Feed crops brought 
$2,322,000,000, roughly the same 
as 1954. Illinois, down $50,000,000 
from 1954, and Iowa, up $23,000,- 
000, were neck and neck with 
$331,000,000 each. Among the oth- 
er leaders: Minnesota, California, 
Texas, Indiana, Ohio and Nebras- 
ka, all with $100,000,000 to $200,- 
000,000. 

Over a fourth of the $1,761,180,- 
000 from vegetables went to 
California ($479,914,000), and 
$191,884,000 to Florida, with each 
registering gains of nearly $50,- 
000,000. Others with close to $100,- 
000,000 from this source were 
New York, Michigan, Texas and 
Idaho. 

California received $577,083,000 
from fruit, an increase of $66,- 
000,000. Florida’s $208,423,000 was 
a $15,000,000 gain. In all, revenue 
from fruit was $1,286,605,000, a 
$44,000,000 improvement over 
1954. Washington topped $123,- 
000,000, followed by Oregon, New 
York and Michigan. 


® North Carolina, with $533,701,- 
000, had the lion’s share of the 
tobacco money, well ahead of 
Kentucky ($239,262,000), and 
South Carolina ($107,474,000). 
Others sharing in this $1,225,112,- 
000 crop (up $65,000,000 over 
1954) were Virginia, Georgia and 
Tennessee, with $50,000,000 to 
$100,000,000 each. Connecticut got 
$24,633,000, and Maryland $15,- 
614,000. 

Oil bearing crops (chiefly soy- 
beans) brought $1,135,953,000 to 
farmers, an increase of $123,000,- 
000 over 1954. Illinois, with $212,- 
000,000, was first, followed by 
Minnesota ($130,000,000), Indiana 
($116,000,000), Iowa ($101,000,- 
000) and Georgia ($60,000,000). 


Gallagher Joins ‘Grocers’ 

Harold Gallagher, formerly a 
sales executive of WTAM and 
WBNK, Cleveland, has been named 
manager of the northern Ohio edi- 
tion of Grocers’ Spotlight. 


Finkeldey Appointed 

William Finkeldey has been 
named syndicated sales manager 
of RKO Television, New York. He 


a 
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AND THEIR AGENCIES 


has been with the company for 
some time. | 


An Open Letter to— 


FARM ADVERTISERS © 


WGN serves an area in which more than half a million farm families live—work—make 
money—and buy goods. Some of WGN's heaviest listening penetration is found in the 


richest farm counties in the nation. 


WGN knows the Middle West and the farm audience's preferences in farm programming 
because WGN's farm staff travels tens of thousands of miles each year to meet with 


farmers, farm groups, extension agents and midwest agricultural college specialists. 


Each day, up-to-the-minute local, regional, national and world news keeps the farmer 
informed on happenings affecting his business. Comprehensive weather forecasts, crop 
news, and latest market information are all a part of WGN's service to the farmers in 


the Middle West. And interviews with farm experts are a frequent feature. 


As farm advertisers, you are well aware of the midwest's position as the agricultural 
center of the world. WGN reaches more homes in the Middle West than any other Chicago 


advertising medium—and WGN can sell your products to this great, active-buying market. 


More comprehensive facts and figures on WGN's Farm Story are available to you for 


the asking. 


A Clear Channel Station . . . Beer ey 
Serving the Middle West On Your Dial 


Chicage Office: 441 N. Michigan Avenue, Chicage 11, Iilineis 
Eastern Advertising Selicitation Office: 220 E. 42nd Street, New York 17, New York 
West Coast: Edward Petry & Company, inc. 
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REPORT 


from the Midwest 


World’s Richest 
Farm Market 


WITH DEEP WELL IRRIGATION, the Hoys’ typically modern Midwest “family farm” produces two bushels of corn where one grew before. 


_ Midwest farms powered to feed 


63 million more by 1975 


Modernizing is a continuing process with Mid- 
west farmers as they look ahead to the job of 
providing the food and fiber for a nation grow- 
ing so fast it will be bigger by 63,000,000 in 1975. 

Power equipment and scientific methods have 
doubled production, investments and incomes 
of Midwest farmers. 

Doubled their buying power, too. A survey of 
Midwest farmers’ 1956 buying intentions, for 
instance, shows that 10,300 of them this year will 
follow the example of the Raymond E. Hoy fam- 
ily of Waverly, Neb. in installing irrigation sys- 


tems. They will purchase 431,758 items of farm 
electrical equipment, 1,220,954 home appliances. 


Midwest farmers depend on you, instead of 
the “hired man” of bygone years, for everything 
it takes to operate the bigger, highly specialized 
and strictly “family farm” of today and the fu- 
ture. Here, in the 8 Midwest Farm Paper Unit 
States, the Golden Area of Agriculture, is your 
golden sales opportunity. For mass coverage of 
this class market, advertise in the Unit — first 
choice with readers, dealers and advertisers—one 
order, one plate at a substantial savings in rates. 
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THE HOY FARM is a combination crop and livestock operation. Steers on increases and stabilizes production by assuring a plentiful supply of water 
feed currently are 160. About 100 hogs are raised each year. Irrigation for crops if rainfall needs to be supplemented. 
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MRS. HOY’S KITCHEN has every appliance found in city homes and illus- THE MIDWEST FARM PAPER UNIT is first choice with farm families like the 

trates why Midwest farm homes in 1956 are in the market for 1,220,954 Hoys. A survey of 6,049 Midwest farms, supervised by Batten, Barton, 

» electrical appliances. Durstine & Osborn, Inc., shows Midwest Unit Farm Papers preferred 
beiter than 3 to 1 over the second ranking farm publication. 
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WER EQUIPMENT on the job at all hours, what used to be “chore MEET THE "BOARD OF DIRECTORS” of this farm family corporation—sons 


C 


WITH PO 


time” can be spent relaxing in the comfort of their outdoor dining room. Harlan and Bernard, vice presidents, Mr. Hoy, president, and Mre. Hoy, 
Mrs. Hoy particularly enjoys the new leisure. secretary and treasurer. Business is discussed at meal-timne meetings three 
times a day. 


Advertisttshere FARMING IS BIG BUSINESS AND GOOD LIVING 
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SALES OFFICES AT: 


35 E. Wacker Drive, 
Chicago 1...250 Park ~< 
Avenue, New York 17, 
New York ... 110 Sutier 
Street, San Francisco 5... 
672 South Lafayette Park 
Place, Los Angeles 57. 
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Farm Scene Bright; Government Plans 
Must Help Farmers Adjust to Changes 


(Continued from Page 79) 1950-52. In 1955, per person net 
er. The average per capita net in-| income on farms stood 15% higher 
come from all sources of persons/than in 1949, and 6% higher than 
on farms in 1953-1955 was less|in 1950. If the present trend holds 
than 1% below the average of|up, per capita farm income in 1956 


will be higher than in 1955. This 
is income from all sources. 

All the other basic indicators 
point to real economic strength in 
American agriculture. Farm fore- 
closures are just about at an all- 
time low. Seven out of 10 farmers 
have no mortgage debt. Farm debts 
are only 11% of farm assets, com- 
pared with 19% before World War 
II. Farm land values are at an 
alltime high. 
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Impressive gains are being made 
by farmers—regardless of the great 
problems with which they have 
been faced. These gains show their 
effective management, initiative 
and thrift. 


® The new “Balance Sheet” re- 
cently published by the Federal 
Reserve Board shows a new high 
in assets for farmers of $170 bil- 
lion. The increase for the year 
was $3.5 billion. 

Assets increased about three 
times as fast as debts. Farmers as 
a whole continue to maintain the 
remarkable record of only about 
$1 of debt to $9 worth of money 
and property they own. 

Crop conditions for 1956 are fa- 
vorable for farmers, although 
drought has cut deeply into pro- 
duction in some areas—especially 
in the central and southern Great 
Plains. The indications are that 
farmers will have a large volume 
of produce to market, which helps 
to assure further the increased net 
farm income which the Depart- 
ment of Agriculture predicted for 
the latter part of this year. The 
favorable effect of these crops 
should carry over well into 1957. 


® Besides agricultural factors— 
weather, prices, farm management, 
etc.—that influence farm living, 
opportunities to earn money off 
the farm have gained a central 
place in the lives of many families. 
More and more farmers are work- 
ing parttime in industry and 
trades. According to the 1954 Cen- 
sus of Agriculture, 1,500,000 of our 
4,800,000 farms are parttime or 
residential. Off-farm employment 
now produces about $1 of every $3 
in cash farm income. 

The continuing high level of 
business and industrial activity in 
the nation has opened up new op- 
portunity for many farm families, 
especially those in the so-called 
disadvantaged farm areas. They 
stand in a position to add to their 
total incomes while maintaining 
their place in farming, and even 
improving their farm operations. 
If we would learn the real eco- 
nomic position of American agri- 
culture, we must also take into 
consideration the increasing num- 
ber of farm owners who earn much 
of their income off the farm. 

Government programs to assist 
our farmers must be adapted to 
the extreme diversity of American 
agriculture. They must not put a 
brake on changes that are the basis 
of progress in agriculture, nor shut 
the door of opportunity to enter- 
prising young people who want to 
pioneer new ways of farm living. 


® We have put into operation a 
battery of new programs to protect 
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and improve the economic position 
of all farmers in all sections of the 
nation. These programs will give 
new impetus to adjustments in 
agriculture bringing increased 
prosperity to farming areas. 


e Credit for family farmers has 
been revitalized and farmers who 
work parttime in industry and 
trades can now receive FHA loans. 


e The budget has been incre 
to support wider conservation acti- 
vities. 


e Government purchase of farm 
products that are perishable, such 
as pork, has been used to relieve 
market gluts. 


e We have moved a vast amount 
of farm surpluses held in storage 
to consumers at home and abroad. 
And we will expand this surplus 
disposal program even more dur- 
ing the current fiscal year. 


e The $1 billion Soil Bank will re-* 


duce production of unneeded sur- 
pluses, improve on-the-farm in- 
come, and give a massive push to 
conservation of soil, water and 
timber. 


e In 1954 farm families were made 
eligible for Social Security. For 
the first 19 years of the Social 
Security program they were ex- 
cluded. Now farm families have 
added protection which is one of 
the milestones on the path of 
progress. 

e A program to aid especially the 
low income farm families was 
started in 1955. It is the Rural De- 
velopment Program, hailed all 
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Advertising Age, October 1, 1956 
across the nation as sound and 
long overdue. 


= Much time and effort have been 
expended on price supports that 
benefit primarily the larger, more 
highly mechanized farms. There 
are about 2,000,000 such farms. But 
needing help even more urgently 
are over 3,000,000 farms that are 
smaller, have much lower incomes 
and which benefit little or not at 
all from price supports. As low in- 
come farm families are helped to 
achieve a higher standard of liv- 
ing they will consume more farm 
products and be better customers 
for industrial goods. 

This new Rural Development 
Program which is now moving for- 
ward in 24 states represents one of 

» the great opportunities in America. 
It will open up bright new high- 
ways into the future for millions 
of people—members of low income 

* farm families. 


® In looking at the total picture in 
American agriculture today, we 
need to give proper weight to these 
and other government programs. A 
free agriculture given support and 
encouragement by sound public 
programs will move ahead faster 
land with more permanent im- 
rovement than one that is re- 
Btricted by unwise government 
ction. 
] American farming is complex. It 
dynamic. It is on a firm footing 
to meet the challenges of the fu- 
ture, such as greatly expanded 
needs for food and fiber. 

In finding out where farmers 
stand economically, we need to in- 
terpret basic trends in the light of 
constant change in agriculture, re- 
gional differences, and the kind of 
public programs that are operating 
to help all farmers. 


= Farm and Home Show 
Is Planned in Iowa 


Des Mores, Sept. 25—Six farms 
utilizing more than 600 acres near 
Bayard, Ia., will become a vast 
agricultural classroom, Oct. 10 and 
11, when the Iowa Farm & Home 
Improvement Show will be held 
there. 

Primary purpose of the show is 
to demonstrate products and serv- 
ices currently available to all 
farmers. 

Show visitors will witness dem- 
onstrations of many new and help- 
ful farming practices. Among them 
are the results of latest soil- 
building techniques, a generally 
stepped-up farm productivity and 
they’ll see how the appearance of 
farmsteads and farm buildings has 
been improved. 


® Visitors also will see the results 
of livestock feeding programs in 
which beef and dairy cattle, swine 
and poultry have been fed a va- 
riety of rations. 

One of the most interesting ex- 
periments in connection with the 
show is a late planting of oats and 
eight other legumes and grains. 

_ This planting took place July 24. 

If these plantings mature and 
can be harvested, Iowa farmers 
who lose early crops will have rea- 
sonable assurance that late crops 
can be raised to provide sufficient 
winter feed for livestock. 


= Of special interest to women 
visitors will be a cooking school 
and fashion show, both of which 
will be held each day. The cooking 
school will be under the supervi- 
sion of specialists from the Nation- 
al Livestock & Meat Board of Chi- 
cago, headed by Ruth Hogan. 

The fashion show will be pre- 
sented both days by Younkers (Des 
Moines department store) between 
2 and 4 p.m. under the direction of 
Miss Sonia Faust. The show will be 
the biggest and most important of 
its kind held during the year. It is 
sponsored by the Iowa Farm & 

| Home Register in conjunction with 


Bayard community groups, lowa 
State College, state agencies and 
agencies of the federal govern- 
ment. 

More than 700 persons from 
Bayard and nearby communities 
are serving as committee members. 
Iowa State College is taking a 
prominent part in the show and 
the state and federal governments 
will be represented by their soil 
conservation services. 


® Bert Stolpe, promotion manager 
of the Des Moines Register and 
Tribune and manager of the show, 
expects crowds of 50,000 to 75,000. 
Wagon tours for which 50 tractors 
will be utilized will take visitors at 
regular intervals on trips that will 
enable them to see all phases of 
the entire project. 


Good Year Ahead for 
Sales to Farmers, 
According to Poll 


(Continued from Page 79) 
these, 1,645 (41.6%) expect bet- 
ter business in 1957 than this year; 
1,613 (40.8%) expect it to be as 
good; only 698 (17.6%) expect it 
to be poorer. Over-all, 82.4% ex- 
pect next year to be better or as 
good as it was this year. 


® Here is the breakdown by prod- 
uct lines handled: 

Implements: 907 replies. Oi 
these, 43.4% expect to do more 
business in 1957; 29.9% the same; 
26.7% less. 


Automobiles: 627 replies. Of 
these, 46.7% expect to do more 
business in 1957; 38.8% the same; 
14.5% less. 

Motor trucks: 442 replies. Of 
these, 41.9% expect to do more 
business in 1957; 42.8% the same; 
15.4% less. 


Appliances: 441° replies. Of 
these, 39.5% expect to do more 
business in 1957; 44.7% the same; 
15.9% less. 


Lumber: 545 replies. Of these, 
42.9% expect to do more business 
in 1957; 41.1% the same; 16% 
less. 

Hardware: 690 replies. Of these, 
34.2% expect to do more business 
in 1957; 52% the same; 13.8% 
less. 
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Furniture: 304 replies. Of these, 
42.4% expect to do more business 
in 1957; 42.8% the same; 14.8% 
less. 


® This is the third survey of this 
type made by The Farmer. Deal- 
ers’ forecasts in both previous sur- 
veys were surprisingly accurate. 
“We anticipate the same accuracy 
this year,” says W. E. Boberg, vp 
of Webb Publishing Co., publisher 
of The Farmer. 

“The dealers who received our 
questionnaire sell to farmers, 
know their customers and know 
their needs. The fact that we re- 

ed such a large response in a 

ort period of time is gratifying 

and shows enthusiastic confi- 
dence.” 


In the rural Northwest, nearly six times more 
people listen to WCCO Radio than all other 
Minneapolis-St. Paul stations combined!* 


keep ‘down on the farm! 


Small wonder, for WCCO Radio is the oniy Twin Cities 
station with the power and programming to serve Northwest 
agriculture. Its 50,000-watt voice covers a 109-county 

primary listening area in four states; an area with 223,000 
farm families whose annual income is 1.6 biliion dollars. 

Its Farm Service Department is the only one of its kind in the 
area. Headed by Maynard Speece and Jim Hill, WCCO farm 
broadcasters air 44 programs a week, each loaded with 

vital information about farming conditions, the weather and 
market trends. All of which makes WCCO Radio the ideal 
place to sow your advertising message if you want to harvest a 


bumper sales crop in the rich Northwest farm market! 


WCCO RADIO 


The Northwest's 50,000 -Watt Giant 
Minneapolis-St. Paul 
Represented by CBS Radio Spot Sales 


*Nielsen, June 1956 — 
Audience in vast Northwest 
beyond inner NSI area. 
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How we edit Farm Journal 
for advertisers 


Wheeler McMillen, who—among other 
things—writes the chatty column “ALL OF 
’ US” each month in Farm Journal, told our 

readers, in the August issue, how we edit 
our magazine for advertisers. Personally, 
we think he did a pretty fine job of explain- 
. ing our policy, and we believe advertisers in 
} general might like to read it. 
Were’s what he said: 


“FARM JOURNAL IS WONDERFUL,” 
some understanding friend remarks occa- 
sionally, “but we know you have to edit to 
please your advertisers.” We are never quite 
sure just what such a remark implies. It never 
seems to be accompanied by reference to 
any specific item that says: “There! You did 
that to please some advertiser.” Anyway, 
we heard the remark again the other day 
and got to thinking about it. 


It is no secret, certainly, that we could 
not send you 12 big issues of FARM 
JOURNAL a year for only one dollar if it 
were not for the advertising revenue. The 
advertisers buy space because they want to 
talk to you, to tell you about the things 
they have to sell, or sometimes just to in- 
form you about their business policies. They 
take a great deal of pains to make their 
messages interesting. Now and then a reader 
pays the editors a sort of left-handed compli- 
ment by saying that the advertising pages 
are the most interesting part of the magazine. 


The fact is that, in a way, we do “edit 
for our advertisers,” and I’m going to tell 
you exactly how. Because at times adver- 
tisers get awfully mad at us, I hope they 
will understand, too. 


The only value we can offer advertisers 
comes from the fact that people take FARM 


FARM J OURNAL, INC., Washington Square, Philadelphia 5, Pa. 


RICHARD J. BABCOCK, President 


GRAHAM PATTERSON, Publisher 


JOURNAL into their homes, read it, and 
have confidence in what they read. If enough ’ 
people are interested enough to read through 
the magazine, the advertiser figures that a 
good many will look at his message. 


Another element is equally important 
to him: He knows that if those who do read 
the magazine have confidence in its ac- 
curacy, truthfulness and integrity, if they 
like it because they believe it wants to help 
them, he knows they are likely to see and 
believe his message. 


So, it is easy to “edit for advertisers.” 
You simply try your utmost to be useful, 
correct and fair in the interest of all readers. 
You try to report whatever will help them 
to make more money, or get more for their 
money, to buy cheaper or sell for more. You 
try your best to set out the facts about 
public questions and to put down the right 
conclusions with scrupulous faithfulness. 
You try to print material that is entertain- 
ing or inspiring. You try to have a variety 
that will interest the whole family. You try 
to put out an issue each month that will 
make every reader feel stronger and happier. 


If we succeed in doing such things for 
readers, our pages are valuable to adver- 
tisers. Should an advertiser make the 
mistake of thinking we will print some- 
thing in his special behalf, we quickly re- 
mind him that we can’t afford, not by asingle 
line, to make an exception that might im- 
pair the confidence of readers; and that he 
can’t afford to have us do that. You just 
can’t fool three and a half million sub- 
scribers, nor very many of them. We know 
better than to try. 


Your confidence is by far our most 
valuable asset. 
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Farmers Spend 2/3 of $30 Billion 


Income on Variety 


(Continued from Page 79) 
farm income i» spent directly for 
materials, eg: ..»ment and supplies 
necessary to operate the farm. 

When they’re through paying for 
operating expenses, farmers are in, 
just about the same position as 
any other consumers. As educated 


of Operating Needs 


viewers and as frequent visitors to 


things of life” for themselves and 
| their families. 


/@ While the data is far from com- 
‘plete, reports and statistics col- 
lected by the Census Bureau and 


the city, farmers want “the good 


between farm and city expendi- 
tures for household operations. 
Comprehensive studies of farm 
family budgets show the farmer 
buys the same household equip- 
ment and many of the same cloth- 
ing items. And today he even looks 
to the city for roughly half the 
food he serves on his table. ’ 
The farmer’s interest in mech- 
anization is urgent and far from 
satisfied. With labor scarce, costly | 
and of indifferent quality, he has 
been putting more than $3.5 billion 
annually into labor saving ma- 


readers of good farm journals and the Department of Agriculture | chines and equipment. 


newspapers, as movie goers, tv 


| demonstrate a close resemblance 


As a result, U.S. farms feed, 


Top Rated in 
the Territory! 
“Mid-South Today”’ 


9.8 
Station “B” 
5.4 
Station “C” 
43 


Source: ARB special 
41 county survey, 
February 8-14, 1956 


There’s nothing like first-hand reporting, and Derek Rooke, WMCT’s Farm Director, 
gives his noontime farm viewers on MID-SOUTH TODAY exactly that. Up-to-the- 
minute reports on every phase of agriculture are provided. Using his specially-fitted 
mobile unit, Mr. Rooke doubles as a roving photographer for on-the-spot film coverage. 

Timely interviews with agricultural notables and analyses of farm and market 


news make MID-SOUTH TODAY a “must” 


with farmers throughout ;\WMCT’s 59 


county, 4 state primary coverage area. This entire area is dependent on agriculture for 
its prosperity, and its farmers have come to depend on MID-SOUTH TODAY for 


help with their problems. 


FACTS ON THE MEMPHIS AND MID-SOUTH FARM MARKET 
of 59 counties (18 in West Tennessee, 16 in Eastern Arkansas, 22 in North Missis- 


sippi and 3 in Southeast 


585,000 families live in this crea. 
Approximately 2/3 of the 450,311° television sets in WMCT's coverage area are owned by 
these families. 


210,300 farm families on 


Gross Farm income (1955): $695,086 


187,139 farms.** 


Derived principally from cotton, soya beans, rice, beef cattie and dairying. 


*According 


**U. S$. Dept. of Commerce, Census 


te distributors’ figures, Sept. 1, 1956 
Bureau, 


Farm Census, 1954 


***S$RDS Estimate of Consumer Markets, June, 1956 


ME EM P HI s ‘CHANNEL 5 


clothe and supply 28,000,000 more 
people than 15 years ago, with 
nearly 30% less farm labor. In 
the process, investment per farm 
worker (in current dollars) 
jumped from $4,000 in 1940 to 
$14,000 in 1955. 


= Because farmers have been 
eager to adopt efficient production 


_ methods, the U.S. provides amply 
| for its human and industrial needs 
with only one-ninth of its labor 
force on the farm. In Canada, one- 
| sixth of the labor force is engaged 
| in farming, while Soviet Russia has 
half its labor force pinned to the 
soil. 

Although some types of agricul- 
ture, such as that found in the 
northern plains spring wheat area, 
went through their rapid phase of 
mechanization in the late twenties 
and thirties, nationally the big up- 
surge in mechanization has come 
about since World War II. 

Since then, the number of trac- 
tors has increased from 2,422,000 
to more than 4,450,000 at the 
beginning of 1956. Expenditures 
for tractors alone average nearly 
$750,000,000 annually. The number 
of grain combines jumped from 
375,000 to 1,000,000; corn pickers 
from 168,000 to 700,000; pick-up 
balers from 42,000 to 490,000 and 
field forage harvesters from 20,000 
to 225,000. The milking machine 
became a “must,” and the number 
of farms equipped with them 
zoomed from 365,000 to 715,000. In 
1956, the number of trucks is more 
than double the 1,490,000 reported 
in 1945. 


= Despite increased prices, farm- 
ers pressed ahead with their pur- 
chases of mechanical equipment in 
1955 and early 1956. In many in- 
stances, dealers eased the way by 
offering more liberal trade-ins, or 
by giving discounts for cash sales. 
Tractor sales were about the same 
in 1955 as 1954. Truck sales were 
up slightly. Other equipment 
lagged only slightly below the 
1954 marks. 

Specialized machines of all types 
capture the farmer’s imagination. 
It may be a $3,000 feed system, 
which automatically grinds and 
delivers proper amounts of feed to 
hens, cattle or hogs. Or perhaps it 
is a hay and grain dryer, to insure 
against moisture at haying time. 
Barn cleaners, silo unloaders and a 
variety of other chore helpers—all 
are in demand because farmers 


have learned that money invested 
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in equipment reduces the danger 
of loss, and reduces the need for 
hired hands. 

Although the total proportion of 
farms reporting ownership of an 
automobile had reached only 71% 
when the 1954 census of agricul- 
ture was taken, the percentage in 
most states ranged between 80 and 
90%. A few states reported more 
trucks than autos on farms, and 
there were several states where a 
larger percentage of farms had 
tractors than trucks. 


s Among the factors contributing 
to the big break-through in farm 
living standards, none is more im- 
portant than the arrival of elec- 
tricity. Only 20 years ago, less than 
11% of the nation’s farms were 
electrified, and as recently as 1950, 
only 77.2%. Now more than 94% 
have central station service, and 
officials of the Rural Electrifica- 
tion Administration say this sta- 
tistic really is deceptive. 

“For all intents and purposes,” 
says REA, “there is hardly a farm 
in America that can’t have central 
station power if it wants it. Our 
big job now is to increase the ca- 
pacity of our systems, to meet the 
heavier demands of their custom- 
ers.” 

REA co-ops will spend more 
than $1 billion for this purpose in 
the next five years. 

Besides the 2,500,000 new con- 
sumers added to the “high lines” 
since World War II, REA systems 
are racing to keep up with de- 
mands of individual consumers. 
Average monthly consumption per 
farm went from 90 kwh in 1946 to 
271 kwh in 1956. Total require- 
ments of REA systems zoomed 
from 436,000,000 kwh in 1940 to 
21.5 billion kwh in 1956. 


s REA estimates that farmers 
spend about $825,000,000 a year 
for electrically operated farmstead 
equipment, and perhaps more than 
that for electrical appliances. 

Demand at this level is certain 
for years to come, says REA. It es- 
timates purchases of electric ap- 
pliances and equipment by farmers 
during the period 1956-75 will to- 
tal $24 billion, or an average of 
$5,300 per farm. 

With REA-financed systems 
planning to double capacity by 
1965 and triple it by 1975, analysts 
estimate farm purchases of elec- 
trical equipment will probably 
amount to $5.3 billion, or an aver- 
age of $11,000 per farm in the next 
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Percentage of Farms Receiving 
Central Station Service 
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U. & OEPARTMENT OF AGRICULTURE MEG. 1683-55 (10) AGRICULTURAL MARKETING SERVICE 


MORE POWER—Farm electrification shows a steady increase. In 35 
states, nine out of 10 farms have electricity with only three falling 


with 4.01 persons, compared with 
a national average of 3.43. 


® Reports obtained from account- 
keeping families in three midwest- 
ern states lead the Agriculture 
Department’s research service to 
conclude that farmers have suc- 
ceeded in maintaining their spend- 
ing despite the price squeeze 
of recent years. This has been 
achieved chiefly by reduced sav- 
ing. 

“Changes in farm family spend- 
ing for different kinds of goods 
and services, insofar as we can 
measure them, have followed much 
the same trends as for all consum- 
ers in the U. S.,” says Margaret L. 
Brew, of the household economics 
branch, Agriculture Department 
research service. 


95 


the account-keeping families show | Purchases of furniture and equip- 
a decline in the use of home pro-| ment increased sharply in 1954, 


duced food.” 
(A new report on “Food Expen- 
ditures of Households in the U. S.,” 


published by the Department of) 


Agriculture in August, shows that 


rural farm families spent an av-| 


erage of $17 per week for food, 
compared with $30 for urban fam- 
ilies. Expenditures for meals away 


from home amounted to $2.12 per 


week for rural farm families, com- 
pared with $4.76 for the nation as 
a whole.) 


® According to reports analyzed by 
Dr. Brew, home produced foods 


valued at retail prices, provided | 


43% of the total money value of 
food consumed on account-keeping 
farms. 


after a two-year slump. 

Gertrude S. Weiss, assistant 
chief of the home economics re- 
search branch, computed that 
within the past few years, about 
half the farm families in nérthern 
and western states spent $2,000 or 
less for household operations. 


s For the $2,000 family, which 
includes two children under 12, 
she estimated food purchases of 
$580, plus $780 worth of food 
| grown on the farm and consumed 
, at home, a total of $1,360 for food, 
| or $26 per week. 
For house operations, furnish- 
_ing and equipment, the family had 
$470, including $270 for fuel, light, 
| refrigeration, telephone and house- 


in the less than 80% classification. 


five years. An additional $6 billion, 
or $1,300 per farm, is anticipated 
in 1961-65. 


= If REA estimates stand up, ward by the Department of Agriculture, 


$1 billion will be spent merely to 
install wiring and lights in farm 
homes in the next five years. Over | 
$535,000,000 will be spent for re-| 
frigerators, $472,000,000 for tv sets, 
$439,000,000 for washing machines, 
$394,000,000 for plumbing and =! 


“cilities, $363,000,000 for home! 
freezers and $213,000,000 for elec- | 
tric ranges. 


For milk coolers and water 
pumps for the farm, expenditures 
are forecast at $124,000,000 each; 
for milking machines, $77,000,000; 
drill presses, $33,000,000; fraction- 
al horsepower motors, $29,000,000; 
livestock watering equipment, 
$26,000,000; power saws, $21,000,- 
000; feed grinders, $19,000,000; 
chick brooders, $16,000,000; tool 
grinders, $15,000,000, and dairy 
water heaters, $10,000,000. 

Some indication of the increased 
use of appliances in farm homes is 
evident from the Census of Agri- 
culture. In 1950, with 5,382,162 
farms, 3,160,141 had electric wash- 
ing machines, 2,018,578 had electric 
water pumps, 936,066 had electric 
hot water heaters and 650,512 had 
home freezers. 


® By 1955, the number of home 
freezers had doubled or tripled in 
virtually every state, so that at 
least one-third of all farms now 
have a freezer; in many states, 
nearly half the farms are equipped 
with one. (No figures are available 
from Census sources on other ap- 
pliances since 1950.) 

The rapid spread of tv through 
rural areas is dramatized by data 
in Census files. As recently as late 
1954, only one farm in three re- 
ported tv ownership. By June 1955, 
sample studies by the Census Bu- 
reau indicated 42.3% of farm 
homes had tv. In February 1956, 
only seven months later, the pro- 
portion reporting ownership had 
reached 53%. 

Nearly half of all farm homes 
now have telephones, and the qual- 
ity of rural telephone service is 
rapidly improving. By mid-1955, 
about 51% of the farm phones 
were dial phones, compared with 
45% a-year earlier. While 30% 
were still on lines with nine or 
more parties, there has been a 
steady decrease in this. type of 
service, and an increase in the 
proportion on lines with five to 
eight parties. 


s There have been a few scat- 
tered studies by state universities, 
but no authentic large-scale stud- 
ies of farm spending patterns have 
been made by the government 
since 1935-36. 

However, government reports 
turn up significant fragments of 
information about farm living. 
Home ownership is more prevalent 
among farmers than among per- 
sons in other occupations, with 
more than 70% of farm households 


owner-occupied in 1956, according 


“Expenditures for food have 
been rising, possibly because farm 
families, like urban families, are 
continuing to increase their ex- 
penditures for foods that require 
less preparation. Farm families, 
like urban families, are eating 
more meals in restaurants. And 


to a Census survey. 

The farm family still averages 
larger than other families, accord- 
ing to a recent nationwide survey 


While per capita expenditures hold supplies. Clothing expendi- 
for clothing have been declining! tures amounted to $260, and would 
for account-keeping farm families be larger if the children were 
since World War II, just as they older, she said. ~ 
have for the total population,! A $250 allowance was made for 
clothing expenditures among farm transportation, including the share 
people were somewhat higher in! of the car charged to family use. 
1954 than 1953, the reports show. | (Continued on Page i106) 


“Our Favorite Is THE OHIO FARMER” 


says C. V. Whetstone, Allen County, Ohio 


Something about the flavor of THE OHIO FARMER 
strikes Ohio farm families just right. It’s read by three 
out of four. 


A quick once-over gives you the answer. THE OHIO 
FARMER ferrets out practices best suited to Ohio farms. 
Its news and coming events are for Ohio farm folks 
alone—kept fresh with ¢wo issues per month. 


What a favorable spot for your advertising—along- 
side material eagerly followed by such a large percent- 
age of Ohio’s farmers and homemakers. 


The OHI0 


MICHIGAN FARMER, East Lansing, Michigan 


And, what results! Big bundles of cash—every month! 
Ohio is a top-third state in farm income, thanks to 
ideal climate and fertile soil that permit almost un- 
limited diversification. 

What a bargain, too! You even save the cost of 
plates. THE OHIO FARMER is roto-printed. That's not 
all. You can cover two equally prosperous and steady 
farm markets with equally popular publications— 
MICHIGAN FARMER and PENNSYLVANIA FARMER. Just 
a card will get you the full story on all three. Write 
1010 Rockwell Avenue, Cleveland 14, Ohio. 


FARMER 


PENNSYLVANIA FARMER, Harrisburg, Pennsylvania 
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Stranger to Farm Market, Lilly's 


, oS 


Carlot winner cuts cost of gain 
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of the services and counsel of the 
feed manufacturing industry. The 
ads show how the featured feeder 
works with the feed representa- 
tive. 


Careful Market Plan Is Success 


(Continued from Page 79) 
two parts. The prime target, says 
Mr. Randall, was the feed manu- 
, facturers. They needed convinc- 
ing that Stilbosol should be incor- 
porated in their lines of beef fat- 
tening feeds. 

Although a large segment of the 
feed industry had received some 
information about the product 
through college research reports, 
Lilly’s first job was to give them 
the complete story as well as in- 
formation needed to meet the 
rather rigid government require- 
ments for registration and mixing. 

Two media were used. First, 
Lilly ran a series of introductory, 
double-page ads in nine feed trade 
journals. At the same time, a di- 


rect mail program was directed to 
every beef feed producer in the 
country. 


® The company also began pub- 
lication of its “Lilly Newsletter,” 
published bi-monthly and circu- 
lated to feed manufacturers, their 
salesmen and feed dealers. 

The secondary target was, nat- 
urally, cattle feeders themselves. 
Since the feeders would have to 
pay a small premium for feed for- 
tified with Stilbosol, Lilly had to 
prove its value to them. 

The feeders were considerably 
less well informed about the prod- 
uct at the time of introduction 
than were the feed manufacturers 
and Lilly’s first job was one of 


e Demonstrate that another point 
of good cattle feeding management 
is the use of feeds containing Stil- 
bosol. Ads feature actual records 
and results obtained by a feeder 
using such feeds. 


Be ie per steer with ‘Stilbosol’... 


by Eugene S. Hohae! 


Waser ant Wier Wenet of Clinton 


gun was cut by 5 cena a pound. 

Daily gain was based by 10% during « 
feeding period that averaged 273 days 
Thi beiped the Wests market an cxtre 
T2252 pounds of beef That's 55 extra 
potas per meer Savings in com of gain 
Stunted w $14.78 per seer. 


They cliaased the year by winning fir 


s In addition to the farm publi- 
cation ads, Lilly is using one-min- 
ute radio spots, morning and noon, 
'on 20 stations in the beef feeding 
lareas. They feature a corporate 
personality known as “Ed Mason 
—Lilly Farm Reporter.” 

The radio series, says Mr. Ran- 
dall, is used with two objectives in 
mind. First, to reach an audience 
that might miss the print adver- 
tising. Secondly, Lilly learned that 
the feeders had some difficulty in i. 
learning to pronounce the name 


of eteers that had been fed “Stilbean!” for 
330 days Their winning joad averaged 
1168 pounds and dremed owt 65.74% 
These tuwrth-place nad averaged 1266 
pounds aad drewed wut 66.51%. 


Youll reach the 


farmer who raises the most 


ditive, educate cattle feeders by 


education. First, a meeting with 
the farm and feed press was held 
in Indianapolis in November— 
about a month before the product 
was marketed nationally. 


s A panel of research men from 
Iowa State College (where the 
product was first developed under 
the direction of Dr. Wise Bur- 
roughs) and the Lilly laboratories 
presented the product. Press kits 
recounted the development of the 
product at Iowa State, how the 
college first got patents and then 
granted Lilly an exclusive license 


ad makes ain top annual 


, year after year, — plac- 


its use, photographs and other 


displayed Stilbosol in a booth at 
the Chicago International Live- 
stock Exposition. Representatives 
of many influential feeders, feed 
manufacturers and research or- 
ganizations were on hand to hear 
Lilly’s story. 

The next move was an intensive 
|advertising schedule in national 


ing your /S 


64% 


@ READ BY \% amuiillion live 
subscribers 


|was designed to tell feed manu- 
‘facturers and cattle feeders what | 
Stilbosol was and what it would 
do. As Mr. Randall puts it, “We 
considered our problem to be one} 
of convincing a somewhat skepti- 
‘cal market that the dramatic 
|claims made for the product were 
|actually true.” 


BIG farms mean BIG in- 
come, BIG expenditures for 
all types of products. 


SEND TODAY FOR information about this $10 billion 
market. Free Facts Booklet and 32-Page “‘Marketing Live 
Stock by the Calendar.” 


in the Farm In- 


dustry. 


ticism in the agricultural group 


| was based on his observation that | 
ithe farm market is increasingly | 
|confronted with a number of new 
| products, “for which are presented | 
"ha ae remarkable claims.” 


The agricultural consumer 


‘says Mr. Randall, if they will help | 
|his economic situation, but 
needs adequate information and) 
facts on which to base his buying | 
decisions. He says Lilly’s objec- 


ie 


cf el 


PROOF—Eli Lilly & Co. ads for Stilbosol, a new hormone feed ad- | 


use of actual records and results 


of the product’s use. Copy is bylined by copywriter Eugene S. Hah- 
nel of Gardner Advertising Co., Lilly’s agency. 


tive is to present this kind of wal 


terial in an interesting, factual | 
and believeable form “so that the| 
buyer can make up his own mind | ff 
as intelligently as possible and/ 
have confidence in his decision.” 


# A major problem was to prove 
that the faster gains and lower 
feed costs were possible without 
any effects in carcass quality and 
that the hormone was absolutely 
safe to use and left no residue in 
the meat. To put this story across, 
Lilly adopted the concept that it 


to manufacture, case histories of) 


would be most believable if it 
|were conveyed to the farmer 
| through the experiences of fellow 


background material to be used for| farmers and college research 
educational purposes. groups. “ ROCKFORD 
Later that same month, Lilly; mr. Randall explains it this 


way: “We have relied heavily on 
ads which feature feedlot experi- 
ences and college tests. We also 


decided to capitalize on the high 
level of interest in diethlystilbes- 
trol feeding in farm circles and 
adopted a policy of heading each 
ad, ‘Lilly Report to the Feed In- 


stock farm and ‘and regional farm publications. 

their families. |Double-page ads were used in 16 

| farm papers including those in the 

s CONCENTRATES 80% of livestock group as well as general | 

‘ padrggene 1 ke in pty Te farm magazines and special farm | 

nds adver idwest ‘influence groups such as the 4-H 

Ser es b belt!” ‘Clubs and Future Farmers of 
tising where uy- | America. 

. is TOPS @ SELLS farmers who farm an | | eS 

ing power Is average of 490 acres—and |® The introductory ad campaign 


Mr. Randall’s feeling of skep-| 


deter eae depending on the type of 
publication. 

| “A news type headline was 
|/used and the copy was bylined by 
Gene Hahnel, agency writer who 


|prepared the copy. We used the/§ 


picture story approach wherever 
|minimum of body copy written in 
the same style as that used by the 
|writers of the farm publications 
| we used. We loaded these ads 
with statistics and the kind of 
| factual 


| 


| 
| 


uate the new product.” 


® This year, Stilbosol ads have} 


taken on the added objective of 
‘selling the farmer on the services 
of feed manufacturers. This se- 
‘ries of ads was worked out in co-| 
operation with the manufacturers | 
‘and has three objectives: 


w|* Convey useful information on 


‘agement as demonstrated by the 
loperation of an_ outstanding 


€ | feeder. 


dustry’ or ‘Lilly Report to Cattle! 


possible and tried to stick to a/§ 


information we knew! 
would attract those trying to eval-| 


e Show that one part of good cat- 
| tle feeding management is the use 


Stilbosol and that, consequently, 
it would be helpful for them to 
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MERCHANDISING TEAM—Discussing plans for Eli Lilly’s new cattle feed 
additive—Stilbosol—are Paul Visser, account executive, Gardner 
Advertising Co.; Fred D. Randall, manager of merchandising, Lilly 


agricultural and industrial prod- 

ucts division, and Jack R. Shore, 

Lilly merchandising assistant for 
Stilbosol. 


hear the word spoken correctly. 

Most of the merchandising ma- 
terial prepared to promote Stilbo- 
sol is designed to assist feed man- 
ufacturers to sell their own prod- 
ucts. For example, Lilly produced 
a 29-minute film, “The Beef 
Maker,” last year and made it 
available only to feed manufac- 
turers who use Stilbosol in their 
feeds. 


s “We realize that we could have 
gotten a wider use of this film 
had we turned it loose on a gen- 
eral basis,” says Mr. Randall. 
“Our interest, however, was to as- 
sist the sales of Stilbosol feeds and 
the film was very effective when 
used by manufacturers at feeder 
meetings. It was also used at deal- 
er and salesmen training sessions.” 

As a companion piece to the 
film, Lilly published a 42-page, 
Stilbosol “Fact Book.” The book 
is packed with research and other 
data and is given free at feeder 
meetings or by feed salesmen as 
they make their calls. 

The complete merchandising 
kit, made available to all feed 
manufacturers, also includes a 
four-page mailer, jumbo post- 
cards, a wall poster, radio scripts, 
logo mats, photographs and forms 
to be used in adding dealers and 
salesmen to the mailing list for 
the “Lilly Newsletter.” 

To get maximum attention in 
presenting the kit, it is distrib- 
uted personally by the sales force. 


s An important part of the mar- 
keting program, says Mr. Randall, 
is the support of research and 
field experiments. Besides featur- 
ing it in advertising and the Lilly 
Newsletter, reports are published 
and distributed in a file folder by 
Lilly salesmen. 

The success of Stilbosol relates 
directly to a well-integrated mar- 
keting program and Mr. Randall 
lists four major points that pretty 
much controlled the situation. 

“In the first place,” says Mr. 
Randall, “Stilbosol has been a re- 
markable product in that it has 
lived up to all advance claims 
without exception.” 


® Secondly, Mr. Randall credits 
the timing of Stilbosol’s introduc- 
tion to the market. “It was a time 
when cattle feeders were experi- 
encing a cost-price squeeze and 
this meant they were willing and 
anxious to try anything that 
would promise to give them lower 
cost per Ib. of gain.” 

A large part of the product’s 
success, Mr. Randall credits to ad- 
vertising and promotion. Says he, 
“Without the support of Lilly ad- 
vertising and that of the feed in- 
dustry, as well as the editorial 
help of the farm and feed publica- 


tions, the adoption rate of Stilbo- 
sol would very likely have been a 
third or half of what it is now. 
Finally, Mr. Randall deals with 
the critical problem of selecting 
an advertising agency. This prob- 
lem was amplified in the case of 
Stilbosol because of Lilly’s lack of 
familiarity with the farm market. 


= “We felt,” says Mr. Randall, 
“that the agency selected to han- 
dle the account should supply a 
large part of the needed agricul- 
tural marketing know-how while 
we built our own staff. We called 
in several agencies that were 
known to specialize in agricultural 
accounts. 

“The Gardner Advertising Co. 
demonstrated an excellent feel for 
the marketing situation. This, plus 
the fact that they had had experi- 
ence with feed industry advertis- 
ing, earned them the account.” 

Mr. Randall says Lilly was also 
interested in Gardner’s system of 
maintaining agricultural field rep- 
resentatives in various parts of 
the country. “This system has 


supplied us with valuable feed- 
back from the field to augment 
the reports from our own sales- 
men. It has also been beneficial in 
gathering the feedlot experiences 
we use in our advertising,” he 
says. 


® Although Mr. Randall would 
not comment on the total amount 
spent by Lilly to advertise and 
promote Stilbosol, Farm Publica- 
tion Advertising Reports show 
that the company spent $214,617 in 
farm papers during 1955. For the 
first six months of 1956, FPAR 
shows expenditures of $40,299 for 
Stilbosol and Mr. Randall says 
that he expects total expenditures 
this year to be about the same as 
last. 


“Since our sales have increased 
rapidly during the two-year pe- 
riod (1955 through 1956), this 
means that our expenditures, ex- 
pressed as a percentage of sales, 
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GOP Candidates Appoint 
Mumm, Mullay and McCann 

U.S. Senator George H. Bender 
has appointed Mumm, Mullay & 
Nichols, Columbus, to handle ad- 
vertising for his statewide reelec- 
tion drive. Wellman-Buschman 
Co., Cleveland, has been appointed 
to handle the Cleveland portion of 
the campaign. Sen. Bender, a Re- 
publican, is opposed by Gov. Frank 
J. Lausche. 

The Cleveland office of Mc- 
Cann-Erickson has been named to 
handle all radio and tv work for 
C. William O'Neill, Republican at- 
torney general, running against 
Michael V. DiSalle for the Ohio 
governorship. 


Gardner Names Gosfield 
Gardner Advertising Co., St. 
Louis, has appointed Frank Gos- 
field a member of the television 
creative staff. Mr. Gosfield for- 
merly was a television writer for 


were heavy during the introducto- |Maxon Inc., Detroit. He also has 


ry phase, but are now in an area 


been with McCann-Erickson, 


which we consider to be about|Ruthrauff & Ryan and WBKB, 


right,” says Mr. Randall. 


| Chicago. 


45% MORE DEALERS VOTED IMPLEMENT 


AND TRACTOR AS THE ONE 
TRADE PUBLICATION 


... Voted the MOST HELPFUL 
Publication by the Entire 


FARM EQUIPMENT INDUSTRY! 


MOST HELPFUL 


according to nation-wide independent survey by 


ERDOS & MORGAN RESEARCH SERVICE, specialfies in reader studies 


MANUFACTURERS... 


IMPLEMENT AND TRACTOR IS PREFERRED 3 TO 1 
BY MANUFACTURERS AS THE ONE MOST HELPFUL 
FARM EQUIPMENT PUBLICATION 


Erdos & Morgan Research Service surveyed by mail 5,085 Dun & 
Bradstreet rated farm equipment dealers throughout the U. S. 27% 
response was received with 1,282 expressing their preferences for farm 
equipment publications they find most helpful in their business. To 
eliminate any possible bias, Erdos & Morgan rotated the positioning 
of the magazines on their questionnaire and reproduced the front 
covers of each publication for the same month. Here are the findings: 


WHICH FARM EQUIPMENT PUBLICATION IS 
MOST HELPFUL IN YOUR BUSINESS? 


Among Dealers Replying: 
IMPLEMENT & TRACTOR voted “most helpful”........... 35.1% 
Farm Implement News voted “most helpful”................ 24.3% 
Farm Equipment Retailing voted “most helpful”............ 18.9% 
No preference, equal, don’t know, etc................++0000- 21.7% 


' Among Dealers Receiving All Three Publications: 


IMPLEMENT & TRACTOR voted “most helpful”.......... 34.0% 
Farm Equipment Retailing voted “most helpful”............ 24.9% 
Farm Implement News voted “most helpful”................ 19.5% 


No preference, equal, don’t know, etc.......... SS Wisaceen + au 21.6% 
Among Dealers Receiving Only 1&T and FIN: 
IMPLEMENT & TRACTOR voted “most helpful”.......... 53.6% 
Farm Implement News voted “most helpful”............... 27.6% 
No preference, equal, don’t know, etc..............5-0000008 18.8% 
Among Dealers Receiving Only 1&T and FER: 
IMPLEMENT & TRACTOR voted “most helpful”.......... 61.5% 
Farm Equipment Retailing voted “most helpful”............ 22.2% 
No preference, equal, don’t know, etc..............00e00008 -16.3% 


SUPT PERE ee ed rere «+++ 78.6% 
IMPLEMENT & TRACTOR...................5. cues + -76.9% 
Pass Mguigenent Dhotalling... . 2... c oc siccdsvccectccdsa +++ -69.3% 


SURVEY-PROVED “MOST HELPFUL” 
FARM EQUIPMENT PUBLICATION 


Erdos & Morgan Research Service surveyed by mail 522 engineers, 
executives and officials of all the full-line farm equipment manufactur- 
ing plants. 55.2% response was received with 288 expressing their 
preferences for farm equipment publications they find most helpful 
in their business. To eliminate any possible bias, Erdos & Morgan 
rotated the positioning of the magazines on their questionnaire and 
reproduced the front covers of each publication for the same month. 
Here are the findings: 


WHICH FARM EQUIPMENT PUBLICATION IS 
MOST HELPFUL IN YOUR BUSINESS? 


ERRP RpRUT EE GE MPRA ROOUES ab 5 og cee.s vo cass Scctovsecces 44.8% 
Farm Implement News............ 22.2602 2 cc ccceeenevees 11.8% 
Agricultural Engineering .......... me Na he SS a Se a 10.8% 
Farm Equipment Retailing................... 06.00.00 cuee 0.7% 
No preference, equal, don’t know, etc...............0.00500- 31.9% 
PUBLICATIONS RECEIVED BY RESPONDENTS 

STE. OE RUM ROUE oe cite re cheesens 98.3% 
I Se hn vs oes Vics bss wvccaevcecbe veer 68.1% 
EEE Ee PD OPE eae oe 37.5% 
Farm Equipment Retailing.................6.06 ccc cee cuee 31.9% 


In addition to reporting an overwhelming preference on the part of 
manufacturing personnel for IMPLEMENT & TRACTOR, this study 
also demonstrates the leading and intensive coverage IMPLEMENT 
& TRACTOR has at the factory level among men who make “original 
equipment” buying decisions. 


INDEPENDENT RESEARCH BY EXPERTS 


Erdos & Morgan Research Service, New York, is an independent 
market research organization, specializing in publication preference 
surveys by mail. Their standing is best indicated by their cliexts— 
Time, Life, Wall Street Journal, Business Week, Barron’s, McCall's, 
New York World-Telegram & Sun, Popular Science, etc. 


For top readership, 
place your advertising in. . . 


Kansas City 5, Missouri 
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How’s the Young Farmer Doing Today? 


Tennessee Couple Reports on Ist 5 Years 


Beit BUCKLE, TENN., Sept. 25—| | thrifty and careful planning to 
Red dust billows in little clouds | bring them to the point where Roy 
and is swept upwards by the/says, “I think we'll make it.” 
strong wind as Roy Rowlands | “If next year isn’t any worse 
tramps across his barnyard. “North | than this year has been, it looks 
wind,” he muses, “that'll dry/ like we'll make it. We’re in the red 
things up fast. Good thing the |now—we’ve spent more than we 
summer’s nearly over; we’ve had | earned this year—but with a little 
about all the dry weather we can/| luck, by next September we ought 
take.” to be free and clear; land, house, 

Roy looks over his parched acre-|farm buildings, equipment and 
age and mentally calculates where | livestock.” 
he stands as he and his wife round | 
out the fifth year of their marriage ® It hasn’t been easy for the Row- 
and farming on their own. It took’ lands. Both of them grew up on 


EME AE ARS NEE CE LE A 
The Future Farmer . 


has buying poner Today! 


The National Future Farmer subscriber has his own 
personal income for hé is a partner in a family busi- 
ness. And in many instances, he sets the example for 
Dad to follow... 


No Program is Complete Without a Youth Program 


The National 


Future Farmer 


Owned and Published by the Future Farmers of America 


Box 29, Alexandria, Va, 
Phone EDgewater 9-5133 


farms and they’ve always known 
the long hours and back-breaking 
work needed to make the land pro- 
duce. Both went to high school in 
Shelbyville, a good-size town, and 
might have, like some of their 
classmates, deserted the farm for a 
comparatively easy life in nearby 
Murfreesboro or even Nashville, 
only 52 miles away. 

“T always wanted to farm,” says 
Dot, and Roy agrees. His twin 


In February, 1953, an article in 
the Ladies’ Home Journal told the 
story of a young farm couple in 
Middle Tennessee who had just 
completed the first full year of 
their married life. Starting with 
little more than the $1,300 they 
had saved from 4-H Club projects, 
Roy and Dot Rowlands squeaked 
through that first year and man- 
aged to bank over $1,000 out of the 
profits from their crops and live- 
stock. 

While the Rowlands are not by 
any standard (and there are 
many) an “average” or “typical” 
farm family, their experiences 
probably do reflect many of the 
problems that beset young people 
faced with the challenging task of 
wresting a living out of the some- 
times reluctant soil. To find out 
what their success or failure has 
been in the intervening four years, 
ADVERTISING AGE sent a reporter to 
Tennessee to talk to the Rowlands 
and find out how they have fared 
—what their plans are for the fu- 
ture. 

As buyers of both consumer and 
farm goods, the Rowlands are rel- 
atively unimportant today. They 
may not be tomorrow. 


brother is in the U. S. air force, a 
skilled jet plane mechanic, and 
probably won’t farm when he is 
discharged two years from now. 
“Lots of the boys I went to school 
with,” says Roy Rowlands, “have 
gone to the cities and towns. The 
farms they’ve been brought up on 
are sold out when there aren’t any 
young men to run them. Some of 
the older men sell outright, others 
sell off their livestock and ma- 
chinery but keep the land. They 
rent it out to other farmers.” 

Roy says there are some farms 
up for sale every fall and he ex- 
pects to see some this year, too. 
“It’s all part of the need for bigger 
farms to operate profitably,” he 
says. With hired help almost non- 
existent, Tennessee farms have 
had to become mechanized, and 
mechanization means more acreage 
to realize a profit. 


s “What’s getting the farmers 
around here,” says Roy, “is the 
high cost of machinery. The less 
machinery you can get by on, the 


YOUNG FARMERS—Roy and Dot Rowlands with their daughter, Sheila, 

are in the critical year of their farming careers. If 1956-57 proves 

at least as profitable as the year just past, the Rowlands will be 
free and clear of debt by next September. 


New England Homestead Looks Ahead 


101 years of serving Northeastern rural families — talking their 
language. 


This Is Our Future -- 
Brighter than ever. Our market is a STABLE one BECAUSE OF 
DIVERSIFIED FARMING. In shori—our eggs are NOT all in one basket. 
ASK THESE FOLES ABOUT THIS RURAL MARKET 


1855 


MYRICK pepo SPRINGFIELD, MASS. 
cur representatives 
Wabash A 


Mid-West: ag gp & tii om ag Inc. a6 N 
Pacific Coast: Los “Angeles simpron-he heiliy’ Ura. *i709 West 8th. Street: San 
Francisco—Sim iy, Ltd rket Street. 
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better you can make it.” 

When the Rowlands were mar- 
ried, they managed 76 acres for 
Mrs. Rowland’s father and rented 
another 80 acres. The old house on 
the farm had been abandoned for 
years, then occupied by a tenant 
farmer who neglected it. The 
young couple scrubbed, papered 
and painted three of the six rooms 
to start. The outside was painted a 
snowy white—almost startling in a 
country where unpainted barns 
and houses are commonplace. 

To furnish the house, they spent 
$485 on furniture. A second-hand 
electric range and refrigerator 
were the only electrical appliances 
they had. Roy bought the barest 
essentials of equipment to run the 
farm, all of it second-hand. 


s “I think it’s kind of like starting 
a business in town,” he says. “You 
start off small and if you make a 
profit you begin to expand. We’ve 
put just about every cent we’ve 
made back into the farm.” 

Although the Rowlands’ farm is 
diversified now, Roy hopes to 
concentrate on a dairy herd in a 
few years. The old, open cow shed 
made of cedar logs was all the 
farm had to offer when the Row- 
lands took it over. “I couldn’t get 
a Grade A classification,” says 
Roy, “and I had to sell my milk to 
a cheese plant at $3 a cwt. Now 
I’ve got a new barn that meets the 
specifications and I sell my milk to 
a dairy company for about $5 a 
cwt.” 

The barn, built last year, cost 
$1,200 including equipment. Roy 
built it himself with the help of 
his father-in-law. A milking ma- 
chine has eased the burden of 
milking and Roy now has a part- 
time job to supplement his income. 
Each morning and night, 14 days 
each month, he is off to visit farms 
as far as 29 miles away to test 
dairy cows for the Dairy Herds 
Improvement Assn. 


® The job pays $170 a month, 12 
months a year, and provides a 
much-needed addition to the Row- 
lands’ income. Roy attended classes 
at the University of Tennessee for 
several weeks to learn the testing 
technique and feels he is perform- 
ing a useful function for the farm- 
ers as well as making an extra in- 
come. 

“We test the herds for quality 
and quantity,” he says, “and if a 
cow isn’t producing well, we ad- 
vise the farmer to cull her out of 
his herd.” 

Constant travel around the 
countryside prompted the Row- 
lands to buy a one-year-old car 
when Roy began work for the 
DHIA. “We had an old flivver but 
she wouldn’t hold out, so last year 
we got a better car.” 


® While Roy is out testing herds, 
Mrs. Rowlands does the milking, 
morning and night. Roy gets home 
about 8 p.m. and then has nearly 
an hour’s paper work to keep up 
his records. He’s up again by 3:30 
a.m. if he has to travel very far. 

The Rowlands had a serious set- 
back last year when it appeared 
that Roy would be called up for 
military service. He rented out his 
farm and sold some of his livestock 
preparatory to entering service. 
However, the couple had adopted a 
seven-months-old baby girl in 
July, 1955, and Roy was reclassi- 
fied as a “hardship case.” 

Then he had the problem of get- 
ting back his farm—and that 
wasn’t easy—and rebuilding his 
stock. He now has nine cows and 
four heifers, “out of my best cows.” 
He’ll keep the heifers for eventual 
addition to his dairy herd. Mean- 
time, he’s ready to purchase four 


more cows and is shopping 
throughout the countryside for 
good buys. 


® The Rowlands’ eventual aim is 
for a dairy herd of some 35 cows, 
giving an income from that source 


of about $10,000. However, until | 
such time as he can develop this 
size herd, Roy Rowlands will 
continue to grow other crops and 
livestock. 

Because they now own their 
own farm and have changed types 
of crops and livestock, it is diffi- 
cult to compare the Rowlands’ 
economic position today against 
four years ago. They definitely 
feel they are better off now de- 
spite their indebtedness. 

In 1952, the Rowlands had a total 
income of $3,239 broken down as 
follows: Milk check, $1,200; hogs, 
$365; clover, $116; combining, $53; 
lambs, $58; calf, $42; sow, $47; 
corn, $258; cotton, $1,000, and eggs, 
$100. 


® This year, Roy Rowlands esti- 
mates his income at $6,507: Milk 
check, $2,500; hogs, $365; hay bal- 
ing, $60; calf, $42; cotton, $1,500; 
Dairy Herds Improvement Assn., 
$2,040. 


Expenses in 1952 were: Electric- | charities, $77; medical, $100; rec- 
ity, $78; insurance, $264; groceries, | reation, $110; chicken feed, $216; 
$208; clothing, $36; church and | fertilizer, $358; seed, $194; tractor 


PROGRESS—In five years this farm was revived by young Roy Row- 
lands. Now producing diversified crops, Mr. Rowlands hopes even- 
tually to specialize in dairy farming. He says lots of his friends are 
leaving the farm for city jobs, but he has no interest in changing. 


fuel, $129; 


tractor repairs, $47;| were to liquidate completely. This 
baby chickens, $30; second-hand/does not include such improve- 
disc harrow, $81; silo, $90; labor to | ments as painting the house inside 


j fill silo, $125, and land rent, $50. 
Total expenses, $2,193. 

For 1956, expenses are estimated 
as follows: Electricity, $120; insur- 
ance, $264; groceries, $300; cloth- 
ling, $100; church and charities, 
|$125; medical, $100; recreation, 
|$110; fertilizer, $358; seed, $194; 
| tractor fuel, $200; tractor repairs, 
| $100, and land rent, $75. Total ex- 
| penses, $2,046. 


i. Four years ago, the Rowlands 
|}wound up the year with $1,046 in 
|the bank. This year, they have a 
|profit on paper of $4,461 but, in- 
| Stead of this money going into the 
| bank as it would have in 1952, it’s 
already spent or committed, 

In addition to building a barn, 
Roy Rowlands has bought a trac- 
}tor, cultivator, milking machine 
|and field chopper in the past year. 7 
|All this equipment was used. : 

As things stand today, the Row- 
‘lands would probably be worth a 
|from $15,000 to $17,000 if they 
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THIS MAKES 
WHO-TV's SUPERIORITY 


VERY OBVIOUS! 


Here it is!—data from the 1956 Iowa Radio- 
Television Audience Survey, with proof of 


WHO.TV’s superiority in central Iowa. 


The following figures for 31 counties around 
Des Moines show that WHO-TV is the area’s 
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WHO-TV 


preferred station—day and night! 
TELEVISION STATIONS WATCHED REGULARLY 
BY TELEVISION HOMES 
Area Des Moines | Other Cities | Village Farm 

Daytime: 

WHO-TV 60.2% 57.1% 65.8% 54.9% 60.8% 

Station A 56.0 68.8 51.6 51.4 51.1 

Station B 40.6 38.8 45.0 37.8 40.0 
Nighttime: 

WHO-TV 84.7 94.7 86.3 73.3 81.0 

Station A 76.4 97.8 67.3 68.2 70.8 

Station B 68.3 82.3 62.5 59.5 65.4 


These 31 counties are only part of WHO-TV’s 


coverage area. Yet they have 224,653 television 


homes, with more than 65% of them outside 


Des Moines’ home county! 


Ask Peters, Griffin, Woodward, Inc. for all 


the facts on WHO-TV—Channel 13, NBC 


in Des Moines. 


WwHO-TW 


Channel 13 - Des Moines 


Peters, Griffin, Woodward, Ine. 
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Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


National Representatives Affiliate 
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and pleasant. 


and out, papering some rvoms and, very little for their home. They 
other do-it-yourself projects that| bought a used washer and a used 
help. make life more comfortable) television set three years ago. “The 
| tv was three years old then,” says 
The Rowlands have purchased| Mrs. Rowlands, “and we’ve only 


spent about $2 in repairs.” 

They did purchase a new home 
freezer—with 20 cu. ft. capacity— 
which is considered virtually a ne- 
cessity. Mrs. Rowlands has it 
stocked brimming full with food 


PUBLICATION AVERAGE SALES 
PER ISSUE 
goes to the top of 
untvensitry Life 438 
OF MICHIGAN Collier's 413 
From A inuing Study of Sat. Eve. Post 390 
College Necatand® iegte 
Sales,© actual sales, based on LOK per 
the. average = several issues, Esquire 216 
at newsstan caterin ri- 
marily to student walle’ at r True 20¢ 
eas ager ona gg em Time 176 
igures taken directly from 
the local magazine whole- Sports il. 140 
saler’s records. Holiday 94 


THE COLLEGE MARKET IS YOURS WITH PLAYBOY 


COMPARATIVE 


from their own garden plus chick- 
ens she raised. They also have pork 
and beef prepared by Roy and his 
father-in-law from their own 
stock. 

A few weeks ago, a food dealer 
in a neighboring town offered fro- 
lzen foods at bargain prices to 
|farmers who bought in quantities. 
| “Roy and I went over there,” says 
| Mrs. Rowlands, “and stocked up 
ion strawberries, fruit juices, ice 
leream and some other things that 
|we can’t produce ourselves.” 

® The Rowlands’ weekly food bill 
lruns about $5—up from the $4 


| 


'they reported spending four years 


| baby,” says Mrs. Rowlands. This is 
\in rather sharp contrast to the $17 
|per week the U. S. government re- 
ports say the average farm family 
spends on food. (The same report 


|ago. “Most of that goes for the, 
lof a crowd, I guess,” says Roy. 


estimates that urban families spend 
$30 weekly.) 

The next major purchase Mrs. 
Rowlands wants to make for the 
house is an electric clothes dryer. 
“I want that even more than I doa 
new washer,” she says, “and my 
old washer is just about through.” 

For the farm, Roy says he wants, 
and must have, a truck. He’s been 
using his father-in-law’s truck for 
hauling but as soon as he’s able. 
he’ll get one of his own. 


s Although the Rowlands spent 
more this year on clothing than 
they did four years ago (about 
$100 against $36), they emphasize 
that most of the difference went 
for baby things. Their own person- 
al spending is about the same as it 
has been since they were married. 

Neither of the Rowlands smoke 
or drink alcoholic beverages. “We 
just never got started in that kind 


They do buy fairly sizable quanti- 
ties of soft drinks for themselves 
and for guests. 

The Rowlands are Democrats, 


“ 
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although their thoughts on agricul- 
tural legislation are hardly likely 
to endear them to the party. No 
hewer to party lines, Roy Row- 
lands speaks out strongly in favor 
of a free agricultural economy. 


= “I figure this way,” he says. 
“No matter how you look at it, 
we're better off now than we were 
four years ago. It took a lot of hard 
work, but we’re better off. I think 
President Eisenhower has cone a 
good job; and I think Mr. Benson 
has done about as well as any man 
could. 

“Way I see it, if they’d let off 
all the government supports, agri- 
culture would find its own level. I 
don’t believe in artificial prices—I 
don’t want to be paid for some- 
thing I didn’t do. Now this Soil 
Bank, that’s a good thing. Makes 
these farmers really cut down on 
the amount of land they use. Used 
to be they’d get paid for not rais-. 
ing cotton or something else on 
their land and they’d turn right 
around and raise another crop. So 
you got a surplus anyway and the 
famer got paid double.” 

Despite this view, Roy likes Ad- 
lai Stevenson and says he will vote 
for him. 

The Rowlands don’t look for an 
easy time ahead but they’re not 
afraid of the future. As Roy puts 
it, “It’s tough going on a farm but 
if you seek it out, you’ll make it.” 


Political Poser: 
90% Price Base or 
Flexible Supports? 


Cuicaco, Sept. 25—No matter 
who wins the national elections 
Nov. 6, farm marketers will con- 
tinue to be affected greatly by 
government policy. Well aware 
that one-seventh of the nation’s 
population lives on farms, both 
parties have, as usual, made glow- 
ing promises of a bright future 
with higher income for the nation’s 
soil tillers in hopes of garnering 
their votes. 

The common end sought by both 
parties is “100% of parity prices 
for products sold.” The basic dif- 
ference between the two parties 
lies in the means they want to use 
to achieve this end. The Democrats 
favor a 90% parity base to work 
with; the Republicans want to con- 
tinue the prevailing program of 
flexible price supports. 

Here, in brief, are the highlights 
of the agricultural planks of both: 


Democrats—A comprehensive 
program of conservation of soil, 
water and forest resources. 


e Encouragement of farm-home 
ownership. 


e Maintenance of adequate re- 
serves of agricultural products. 


e A food stamp plan for needy 
people and an expansion of the 
school lunch and milk programs. 


e Reduction of the spread between 
the food producers’ prices and 
consumers’ costs. 


e An expansion of the soil bank 
program. 

e Support of farm prices at 90% 
of parity and inclusion of feed 


grains, meat, poultry and dairy 
products under the support plan. 


Republicans—Continuation of 
the flexible price support plan of 
the 1954 agricultural program. 

e Continuation of commodity loan 
and marketing agreement pro- 
grams. 

e Promotion of home and foreign 
consumption of our farm products. 
e Development of research to 
learn new ways of using farm 
crops. 

e Increase in returns to low in- 
come farms and tenant farmers. 

e Provision of prompt relief to 


farmers suffering from drought 
and floods. 
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Norman Rockwell 
paints the next President 


The Saturday Evening 


OS 


October 6, 1956 — 15+ 


The Case for 


The Democrats 
By Speaker SAM RAYBURN 
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The Case for 
The Republicans 


By Minority Leader JOE MARTIN 


October 13, 1956 — /5¢ 
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f Rockwell 
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ORMAN ROCKWELL painted these portraits of the 

two candidates from life. The one on the left—on the 

Post’s cover this week — was made at Adlai Stevenson’s 

farm in Libertyville, Illinois. The one on the right was 

sketched in the White House and will be on the cover of 
the Post next week. / 

The Saturday Evening Post commissioned Norman 
Rockwell because his paintings, besides being so human, 
are uniquely authoritative. And for similar reasons of 
authority the Post invited Sam Rayburn to state “The 
Case for the Democrats” in the current issue and Joe 


Martin to do the same for the Republican cause next week. 


This approach is typical of the Post. Whatever 
the subject, its editors are free to find the one person best 
able to present it. And so, week after week, you meet the 
statesmen, the scientists, the adventurers, the entertainers 
telling their own stories in the Post. The same principle 
applies to fiction. The Post goes after the best—and gets it. 

This editorial authority results in a very special reader 
relationship. Millions of families spend more time with 
each copy of the Post than with any other weekly maga- . 
zine. They read it not merely with interest but with devo- 
tion. And their confidence in it is reflected in their loyalty 


and responsiveness to Post advertisers. 


America reads the Post: 
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“My copies of Mechanix Illustrated are 


- well-thumbed,” says Lewis H. Glaser 


PRESIDENT, REVELL, INC., WORLD'S LARGEST MANUFACTURER OF SCALE MODEL HOBBY KITS 


“I find the entire magazine so stimulating,” writes model-maker 
Lewis Glaser, “it’s difficult to choose my favorite department. I’m 
keenly interested in new ideas and inventions. But just as excited 
about home projects ...and here MI has been a great friend. It’s 
easy to see why it holds the intense loyalty of imaginative men.” 
YES, IT /S EASY to see why so many well-known figures in 
business and public life—men like Donald Douglas, William Ford, 
Chrysler executive William Newberg—number themselves among 
the million devoted followers of MECHANIX ILLUSTRATED. 
These busy leaders are among the more than 1,300,000 men who 
find in MI more inspiring information on more do-it-yourself sub- 


jects, and other avocational interests than in any other magazine. 
It’s the clarity and readability of MI that translates their interest 
into action, their action into accomplishment. 


THAT’S YOUR CUE...if you sell power tools, building sup- 
plies, paint, plastics, photo equipment, automotive supplies, or any- 
thing else that might possibly be used in home improvement, home 
workshop, lab, garage, or darkroom... tell your story to the MI- 
million . . . the first to “try”—the first to buy. . . . MECHANIX 
ILLUSTRATED, A Fawcett Publication, New York — Chicago — 
Detroit — Los Angeles — San Francisco — Miami. 
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Kilowatt Is ‘Key 
to Farm Progress’ 


By Ellis N. Christianson 

Pella Electric Cooperative, Pella, Ia. 

Just how much electricity is used 
on the farm? In the first month 
of our operation in 1937, the aver- 
age use was 42 kwh and the aver- 
age bill was $4.02. In 1945, the use 
had more than doubled to 89 kwh 
per month and a monthly bill of 
$4.94. In 1950, we had again more 
than doubled the use of electricity 
to an average of 177 kwh per 
month with a monthly bill of $6.44. 

In 1955, the use of electricity 
was again doubled to an average 
of 348 kwh per month and an av- 
erage monthly bill of $11.38. So 
far in 1956, the average use has 
been 416 kwh per month and the 
average bill has been $13.06. What 
has caused this phenomenal 
growth? At first the farmer was 
happy to have lights but it didn’t 
take him long to find out that 
electricity could really make liv- 


appliances to a saturation of 80%, 
we can more than double the load 
on our system. In fact we are now 
planning and building toward a 
load of about 1,200 kwh per month 
per member by about 1965. 


® Before all of these appliances 
can be added, a_ considerable 
amount of rewiring will have to be 
done on these farms. This opens 
the market for the electrician, the 
supplier, and the manufacturer of 
copper wire and wiring devices. 
We estimate that for every dol- 
lar we spend in line building each 
member spends about $4 in wiring 
and appliances. By 1965, we will 
have spent about $500,000 and our 
1.377 members will spend about 
$2,000,000 on electrical appliances 
and equipment. Our cooperative 


is small, so we can conservatively 
multiply this by 1,000 (there are 
over 1,000 cooperatives in the 
country), making a market poten- 
tial of $2 billion in the next ten 
years among farm families. 

The accompanying charts were 
prepared by Mr. Christianson 
based on his own surveys. 


‘McCall's’ Moves Merrin 

Paul P. Merrin, formerly with 
the Chicago sales staff, has trans- 
ferred to McCall’s’ Los Angeles 
sales office. 


‘Life’ Appoints Ford 

Enfield B. Ford, formerly busi- 
ness manager of Southern Build- 
ing Supplies, has joined Life, New 
York, as a presentation writer. 
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ing easier. 
During the war years the farm- 
er’s income was up, but electrical | 


appliances were not readily avail- | 
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| 
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able. As soon as they were avail- 
able, he bought them. Electric 
washing machines, irons, refrig- 
erators, toasters, motors, water 
heaters, ranges and many others. 
And he is not through buying yet. 


= How far have we yet to go? We 
are not yet halfway to the fullest 
use of electricity on the farm. How 
do we know this? Every two years 
we conduct a survey of our 1,377 
members to find out what appli- 
ances they are using. Our most 


1950 | 1963 [toss [ASE 
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recent survey, with a return of 
96%, showed that less than half 
of our users were cooking with 
electricity, less than a third were 
heating water electrically, only 
13% were using stock tank heaters, 
etc. down through a list of 63 ap- 
pliances. 

We closely analyze the results of 
this survey. It is broken down by 
towns and a copy is given to each 
appliance dealer. He can then aim 
his advertising and promotions in 
a specific direction instead of 
shooting a scatter gun. 

We have found that by promot- 


UKE CALIFORNIA WITHOUT | 


Map of California (right) shows you how it is with our great 
inland Valley -- why Coast newspapers aren’t the answer 
here. Mountain-ringed, independent and self-contained, the 
Valley has its own local newspapers. The 3 Bees -- your sales 
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VALLEY OF THE BEES) 7 


\ MORE BUYING POWER HERE 
THAN IN ALL OF MISSISSIPPI* 


N NOT COVERED BY SAN FRANCISCO 
AND LOS ANGELES NEWSPAPERS 


ing the use of only 10 of the major 


* Sales Management’s 1956 Copyrighted Survey 


ee = 5 
i | | Wag 
7. 
, 2 
| gf 
; 176,089 Currentiy apeainted of plectes o.00 ies. " is 
SREB Oe85 and EES Ee 
Slee euericn, @UpereE Grease for theirs : 
; COR mereraine:, sehboiwdihy fosits) ae oe 
B THE ROTARIAN, 10 Riise Ato titiy fcr ete a 
| | | | | 
1 : ; 
Sa srt ek a AN a 
© ole = > : , ‘ Pee 
H le { ee SOs Ne) Nes ", MF 
Bl | i — SV y. | e”, : 
MAJOR APPLIANCES | : — A . 
| ae, a a y ; - Bs: e: ee 
, # ——— j Err nea eines Tee ie 4 3 7 
> q lie | qe ee eS * 
f rs sme - a x * ™ : ae +s 
’ i} ry att — \F ° ES F ee ' 4 oy 
&§ t eo Crake vb of Ff yrs , ny 
«i ‘ / Ey owe ae a tz 
“@ | Rees ae SY f | 
gq | li Co aly, 
oi | wre — = eo ( -. ie ; 
| | Ee, ZA i | 
| {6)3t3 ca 4 al “ + ma, 
«ee “ . sears » A, *o% ~ oes a — feta < 
a e* 2 ot" wy ' ‘ = 
py r \\ t, ‘ an : é Bec vi y 5 ' : 
’ ’ ’ i % Pee mi d 
4 ‘ ! ' : * , ' 1 ! a mj: 
# ae : F st a] ra 
et ; ‘ ; 
4 | ' 4 i 
‘ ie * 
‘ ' j 
', ‘ t ey 
ee . i! ” ti ‘ 4 << 
| 
. Farm Equipment nbd _ 
, : 
i ay © 2 THE SACRAMENTO BEE — 
| ik % : 
' ut, P 
| Fe © ; THE MODESTO BEE im 
<n 4 Y hee I i 
; Su ae THE FRESNO BEE - oe 
; nA ei} [S7, 
. VAR 
t ae.. e, 
i “<7 “ah is aie 
I are oF, Hg r 4 4 
a Teh t peg we _ 
{ 7 fa tos a 
q _ Ce ee %: 
4 hd B gh bee 
| . AY - . f S$ , ; 
campaign needs them. BY) a 
fi | es |e? / A | 
{ | F 
NATIONAL REPRESENTATIVES . . . O'MARA & ORMSBEE ‘ 
= ee: 


a ty es 2 z= i 
‘ae Memes 2 2 Se aa 


Replies to C.M. About 
Pabst ‘Blue Mask’ Comment 


To the Editor: Several people 
have called my attention to the 
comments in The Creative Man’s 
Corner appearing in your Aug. 20 
issue regarding an ad in our cur- 
rent “Blue Mask” series with the 
theme “This one has the touch.” 

They have felt that this rather 
obviously prejudiced article called 
for some comment from us, so 
that is the purpose of this letter. 

‘It is difficult to write a rebut- 
tal to an emotional diatribe heav- 
ily boistered by quotes out of con- 
text without sounding resentful. 

But I will try. 

First, The Creative Man asks, 
“Can anyone who drinks beer 
project himself into this illustra- 
tion?” Presumably, he expects to 
hear a ringing “No” from the 
audience. 

Suppose he does? We must grant 
that a picture into which the pros- 
pect can project himself or her- 
self adds greatly to the sales pow- 

er of an advertisement. Apparently, 
The Creative Man assumes that, 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


since this is so, no advertisement 
can sell unless the illustration is 
one into which the prospect can 
readily project himself or herself. 

If he is correct, Four Roses 
wasted their money when they 
froze four roses in a cake of ice, 
Elsie, the Borden Cow, was a co- 
lossal mistake, the Green Giant 
should never have sent his farm- 
ers forth at midnight to pick peas 
at the fleeting moment of per- 
fect flavor, and the hog who rode 
the freight car puffing a cigar 
while he crossed the country with- 
out changing trains should never 
have appeared in that C&O ad- 
vertisement at all. 

There are many good devices 
available to the advertising man. 
He cannot use all of them in every 
ad. He must select those which he 
deems most applicable to the 
problem at hand. 

Next, The Creative Man asks 
what the word “touch” means, 
and quotes the first paragraph of 
the copy to prove (we think, but 
can’t be sure, since the critique 
seems to get confused with splut- 
tering at this point) that the copy 
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a of the most undistinguished beer 


| 


does not explain. Had he read the 
first sentence in the paragraph 
that follows, it might have alle- 
viated his confusion. It says: 
“The way Pabst blends hops is 
one more example of what we call 
PBRT—the Pabst Blue Ribbon 
Touch.” 

The Creative Mar explains that 
by mixed up he means switching 
from a description of hops as 
“spice” to a description of them 
as “prima donnas.” To us it seems 
quite clear that hops are necessary 
because they are the “spice” of 
beer but that they need to be 
blended because they are “prima 
donnas.” Perhaps we should have 
spelled it out more clearly. 

Our critic also asks, “Who cares 
that Pabst is always the same in 
every way?” And goes on to point 
out that “we are a nation built on 
change and we worship constant 
improvement.” 

We really don’t know who cares 
and we wonder how the point 
arose, since the copy says nothing 
of the kind. The copy says, “Pabst 
has a way of blending the finest 
foreign and domestic hops so they 
always add the same sparkle, the 
same happy touch of flavor to 
every brewing.” This is a far cry 
from “always the same in every 
way.” 

But The Creative Man’s reac- 
tions are emotional and personal 
and he has every right to them 
even if he isn’t very coherent 
when he tries to explain why he 
feels the way he does. 

Fortunately, the Pabst campaign 
seems to have different effects 
upon different critics. As proof of 
this, I have a letter from a writer 
for another publication requesting 
proofs of our current series as the 
basis for a highly favorable ar- 
ticle. 

Recently, a research organiza- 
tion in no way connected with us 
or our advertising agency reader- 
tested eight outstanding ads from 
a recent issue of Life. 

Since “Macy’s does not tell Gim- 
bel’s everything,” they did not 
give the actual ratings, but they 
did say that the Pabst ad had bet- 
terWbrand identification than any 
other ad studied. This was a com- 
forting thing to hear about “one 


ads we have come across—not on- 
ly recently, but since 1935.” 
BARNEY BRIENZA, 
Advertising Manager, Pabst 
Brewing Co., Chicago. 


Says Trustworthy Stockings | : 


Are What Every Woman Wants 


To the Editor: The Aug. 20 is-|™ 
sue of ADVERTISING AGE brought a | § 


nice surprise to me: a wonder- | 


fully literate and comprehensive | i 
article on—ahem—women’s nylon os 


hosiery. Since this article was con- | 


tained in the Feature Section, and | & 
since the Feature Section invites | & 
, Please | 


the comments of reade 
allow me to put in MY two bits’ 


worth on this painful subject. (The | § 


article was by E. B. Weiss in his 
regular feature, “On the Merchan- 
dising Front.’’) 

I am a copywriter by trade. Al- 
so, I am a woman, for whom an 
immaculate appearance is just as 
essential as her morning cup of 
coffee. Yet I have been embar- 
rassed, times without number, by 
a great, big, beautiful run in my 
stocking, courtesy of Mr. Kayser, 
Mr. Holeproof, Mr. Snagproof, or 
what have you. During the past 
six or seven years, these gentle- 
men subjected us, suffering women 
from coast to coast, to such deep 
and frequent embarrassments, as 
no other trade serving women 
would ever dare to do twice. 


Nobody, not even Mr. Weiss 
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EYES ARE RIGHT—Roger Dickinson, sales promotion department, Hart- 

ford Accident & Indemnity Co., thinks The Creative Man and Paul 

“Drawthinks” Pinson might be interested in the “eye” ads which 
his department has worked up for local newspaper use. 


himself, can possibly imagine 
what it does to that “well 
feeling” a woman has ar 
important occasions (conferences, 
conventions, dinners or dates) 
when, at the crucial moment of 
entrance, there comes that loath- 
some little creepy feeling up her 
leg, announcing that yet another 
pair of ghastly expensive hosiery 
has just given up the ghost, and 
that under the scrutiny of at least 
50 pairs of critical eyes! It makes 
you feel dreadful. It makes you 
feel like Tugboat Annie at her 
worst. And it makes you feel like 
strangling Mr. Kayser, Mr. Hole- 
proof, et cetera. 

I have heard the argument that 
stockings don’t last because of 
their very sheerness. Permit me to 
refute this by mentioning an ad 
I recently saw in another trade 
publication, picturing a nylon 
thread the thickness of one thread 
of a cobweb, with a pound-weight 
suspended from it. The copy ex- 
tolled the strength of nylon mate- 
rials, not stockings, needless to 
say. But if such an unbelievable 
feat is possible with one nylon 


A few summers ago you couldn’t 
find a well-dressed woman going 
without stockings, regardless of 
the temperature. This summer I 
have seen more women than ever, 
wearing gorgeous hat creations, 
$30 sandals and NO stockings. 
Next year there’ll be still more of 
them, and I do hope this trend 
will continue until hosiery manu- 
facturers realize that asking mon- 
ey for a merchandise that doesn’t 
stand up to its value—indeed, that 
attacks customers at their very 
Achilles heel—their vanity—is lit- 
tle better than cheating the public. 
And, as you know, you can’t fool 
all of the people all of the time. 

As for merchandising, please 
listen to this: A few months ago 
three repeated 700-line ads in the 
Toronto dailies called our atten- 
tion to the fact that, through years 
of unremitting toil and scientific 
experiments, the stocking that’ll 
last is now available. All you do 
is buy two pairs for $2.50. These 
two pairs will last for 60 days or 
you get a new pair on presenting 
your sales slip. Available at all 
the better stores. 


thread, why isn’t it possible with! Fine. 


another one? 


I restricted my expedition to the 
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Attention getter night or day 
...emblems of SCOTCHLITE 


REFLECTIVE SHEETING 


Smart advertisers are wide awake to this fact . . . over one-third 
of our nation’s traffic moves after dark (and with more persons 

car, too). To attract the attention of this-prime audience 
forcefully, specify emblems of brilliant, full-color ScoTCHLITE 
Reflective a Low-cost emblems of SCOTCHLITE Sheeting 


live a long, beautiful life . . 


. and deliver your message with equal 


impact day or night. A free demonstration in your office at your 


convenience can 


“SCOTCHUTE™ Reflective Sheeting is a registered trademark of Minnesota Mining & Mfg. Co, 


arranged pronto. Just write, Minnesota Miniag 
and Manufacturing Co., Dept. AA-1016, St. Paul 6, Minnesota. 
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Advertising Age, October 1, 1956 


Yonge-Bay-Bloor area (Toronto’s | 
most exclusive shopping district) 
and found that, out of ten “better 
stores,” six had never even heard | 
of the ad, didn’t stock that line of | 
hosiery and didn’t intend to stock | 
it in the foreseeable future. Three 
other stores had seen the ad, but 
sorry, didn’t stock that make of 
hosiery. At the last store I finally 
found that make of stocking, with 
a copy of the ad neatly clipped 
and displayed under the glass top 
of the counter. The salesgirl, how- 
ever, informed me that they’re 
discontinuing the line and won't’ 
be able to make good any claims 
that might arise. I nevertheless 
bought two pairs to see how long, 
they would last. I wore them on) 
_alternate days, rinsing them in| 
mild suds, as usual. They lasted 
exactly a week. 
In his article, Mr. Weiss men- 
tions that an idea—an industry-| 
“wide idea—is needed to boost 
sales and profit. Permit me to say 
that that needed idea is NOT col- 
oured stockings, or gold seams, or 
pretty packages. The idea, in my | 
modest opinion, has very little to) 
do with merchandising, or new. 
gimmicks. It’s just plain quality. | 
Give us women stockings that’ll 
last—say—for a season, and don’t 
be afraid of sales falling off. Why, 
could ask for such a stocking 
ctically ANYTHING. We’d be) 

d to pay it. What woman 
Wouldn’t invest even $10 in a pair) 

stockings if she knew that they 

ould last that long. 

And now comes the payoff: | 

omen would STILL continue 
buying stockings, the same as they | 
continue buying dresses, shoes, 
and hats. No well-dressed woman | 
would want to have only ONE 
pair of stockings—ever! She'll 
want several—in colors, yes, and 
} with gold seams, by all means! 
} But first, she’ll want value for her. 
money. Gimmickless, good, solid 
value! In a word, stockings she 
can trust! 

If any hosiery manufacturer 
will ever be smart enough to ac-| 
complish this, he’ll earn our eter- 
nal gratitude. We’ll love him! 

And we’ll make him rich! 

Eva SZULNER, | 

Copy Chief, Garry J. Carter | 

of Canada Ltd., Toronto. 

* + . 
Suggests Insurance Ads Use — 
‘Save a Life’ Messages 

To the Editor: Could not J. H. 
Newmark’s “Save a Life Founda- 
tion” (AA, Sept. 10) get a sympa- 
thetic ear from the automobile 
insurance companies? 

Perhaps these insurance com- 
panies could tie in Mr. Newmark’s 
safety messages with their adver- 
tising. 


WILLIAM MacKerett Jr, | 
Pennsauken, N.J. 
e . . 


Likes Copy Like 
a Good Writer Writes 
To the Editor: I’m for Winston 
in this cultural Donnybrook. 
Winston writes good 
Like illiterates should. 
JERRY SCANLAN, 
Chicago. 
© * » 


Postal Trucks Join Traftic 
Hubbub in New York 

To the Editcr: Re your editorial 
of Sept. 10: ““We Need Better Post- 
al Service,” here’s news for you. 
To save money, the post office 
here stopped using pneumatic 
tubes, preferring to send mail 
trucks through New York’s clut- 
tered streets! 


— J. B. MitcraM, 
Brooklyn. 
aa 
Cites Newspapers’ Problem 


in Postal Situation 
To the Editor: I was very much 
interested in your editorial, “We 
Need Better Postal Service.” 
When you get into the subject of 


the daily newspaper. The postal 


| service does not provide a means 
| today whereby the daily newspa- 
per can use hardly any of the; 


service direct from the city of pub- 

lication. Still the daily newspapers 

are smeared with the charge that 

they get a subsidy on the basis of 

the present second class rates. 

CRANSTON WILLIAMS, 

General Manager, American 
Newspaper Publishers Assn., 
New York. 


Ad Veteran Backs Woolf 
on Readable Type 
To the Editor: Mr. Woolf’s con- 
tribution to the Aug. 20 issue has 
more than the usual interest to me. 
I have been writing advertising 
copy since beefsteak sold at 23¢ a 
pound and good orchestra seats to 
Broadway hits were $1.50. I’m still 


at it. Naturally, I read about ev- 
| heartily wish more agencies and 


erything I get time to read on copy 
and layout; I may be an old hand 
at the business but I have yet to 


find an old hand who can’t learn— | 


or re-learn—a few things. 


One paragraph, near the end, hit | tomed to, such as Caslon, Century, |matter . 


me. It isn’t about copy at all. I Bookman and the recently de-| 
“Favor the com-| signed Schoolbook. I particularly 


mean this one: 
mon type faces, the faces readers | 


Jutian H. Rocers, 


105 


| the legible faces we are accus- | abhor sans serif faces used in body 


New York. 


are used to in books, magazines | 
and newspapers. Avoid sans se: ‘f| 
types except where only these will 
give an absolutely necessary ef- 
fect.” | 

For long, long years I have been 
endeavoring (often with no suc-| 
cess) to persuade art directors to} 
forget they ever saw Futura and | 
Vogue and Metro and the rest. My | 
contention is exactly the opposite | 
of art directors; I believe serif | 
types are for the most part more 
readable. I had an article some 
time ago in Printing on this sub- 
ject. 

I realize the statement published 
under Mr. Woolf’s name comes 
from Wilson, Haight, Welch & 
Grover. I am glad to see it, and I| 


| advertisers and so-called type ex-} 
perts—and “arty” art directors— 
would see the light, and remember 


goes to the top of 


the class at 
THE UNIVERSITY 
OF NEBRASKA 
From A Conti 


inuing Study o, 
College Newsstand Mnoueiee f 
Sales,© actual sales, based on 
the average of several issues, 
at newsstands catering pri- 
marily to student traffic at 
THE NIVERSITY OF NEBRASKA. 
Figures taken directly from the 
local magazine wholesaler’s 
records. 


COMPARATIVE 
AVERAGE SALES 
PER ISSUE 


PUBLICATION 


PLAYBOY 
True 

Sat. Eve. Post 
Look 

Life 114 
Collier's 86 
Esquire 96 
Time 51 
Sports Il. 2s 
Holiday 23 


847 
214 
2ii 


THE COLLEGE MARKET IS YOURS WITH PLAYBOY 


3 iveo IOWA BRAND INVENTORY report _ 


Non-advertised toothpaste brands 
get a Cold shoulder from lowans 


postal service I hope you will not 
forget the situation confronting 


Percent of use of non-advertised tooth- 
paste brands in lowa has plummeted 
from 18.1% to 8.1% since 1951... just 
five short years ago. In sharp contrast, 
a new brand introduced last year with 
plenty of advertising push, including a 
regular schedule in the Des Moines 
Register and Tribune, now ranks third 
in percent of use. 


The trend away from non-advertised 
brands is equally strong in both rural 
and urban areas. Further evidence that 
today, lowa farm and Iowa city families 
live alike, buy alike, respond alike to 
advertising stimuli, Together, better than 
2% million strong, they constitute a 


single large market with spending power 
of $4 billion annually. 

Yes, whether they work on farm or in 
factory, lowans have similar buying pref- 
erences. They read the same newspaper, 
too. The Des Moines Sunday Register 
is truly all lowa’s newspaper, reaching 
2 out of 3 Iowa families . . . covering 
the entire state better than most metro- 
politan newspapers cover their city of 
publication. 

Your free copy —1956 lowa Brand 
Inventory —is available on request. It 
shows % of use by product and brand 
of 171 different products from tooth- 
paste to television sets, from 1950 to 


1956—broken down by city-town and 
rural. Write on your company letterhead 
to Research Department, Des Moines 
Registerand Tribune, Des Moines, Iowa. 


DES MOINES 
REGISTER anv TRIBUNE 


Gardner Cowles, President : 
Circulation: Daily 364,744—Sunday 525,147 
Represented by: sv. Meeker and. Scoit 

York, Chicago, 
wall Philadelphia 
Doyle and Hawley 
Los Angeles, San Francisco 
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<. Crags hi 
: tn addition to four 4-coler wet 
pres? presoee and € precision eaicr 
cameras, we add a liberal measure of 
old-teehioned crattemansehip ... they 
are the things that guarantees you top 


Quulity picteengraving and. offset 
piates. Any Job that’s important to 


(Continued from Page 95) 
Of the remaining money, $140 was 
for medical care and $300 was 
for recreation, education, personal 
care, gifts and welfare contribu- 
tions. 


ea |® The family with a $3,000 budget, 
oe |a much smaller proportion, spent 

"es |$790 for food, plus $870 of home 
The most  |grown food consumed. It had a 


Yoru ie wait sending to ve. S f 40% larger household budget, to- 
*Free Van Gogh print, suilable for framing. Sead =< important part ‘J |taling $670. Its clothing budget of 
your naime on your carmpany letterhead. . iob = |$350 was substantially above the 
‘ ~ of your jo lower income family, and it had 

_ 


J eal ana Sa ae meal Hie ed Sa Meee 07" Ss ER hom ae $510 for transportation. 
e Eanes ak RS 


‘ 


er ae nN 2 bite, Some ia tnsdae aeoemane 
, bout f. food ti 

ELECTRO-MATIC ns released by the Kesieteare 

Department summer in a spe- 

ENGRAVING CO. ak Gale of food empehatiars, 


P hotoengraving * A Division of J40 preservation and home production 
10 West Kinzie Street, Chicago, OElaware 7-1277 | practices of rural families in the 


aS 
mar 


JAHN & OLLIER 
ENGRAVING CO. 
Photoengraving and Offset plates 


817 West Washington Bivd., Chicago, MOnroee 6-7080 


ei sees: 2m om — 
.«»And TELEGRAM & GAZETTE = 
“Circulation is at an All Time High 


93.6% 


3 INTENSIVE COVERAGE 
)MORGESTER COUNTY 
| 8 Daily — 158,551 


{Sunday ~ 105,474) 


pe es 
fine ee! 


Metropolitan Worcester County Market 
1956 vs. 1946 

Population ...... UP 23% (580,200) 

Retail Sales. ..... UP 98% ($624,927,000) 

“TTS eee a ($927,233,000) 


WORCESTER, MASSACHUSETTS 
Howard M. Booth, Publisher 


MOLONEY, REGAN & SCHAAITT, inc. 


National Representatives 


i. a al a ott 
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Farmers Spend 2/3 of $30 Billion 
Income on Variety of Operating Needs 


north central region. 

The 12 states in this region cover 
a fourth of the total land area of 
the country, have half the total 
cropland, over a third of the na- 
tion’s farms, and receive over 
40% of the total receipts for farm 
marketing. Three out of four farm- 
ers in this area, which includes the 
Corn Belt, own all or part of the 
land they work, and nearly half of 
them have been on the same farm 
for at least 10 years. 

For the region as a whole, the | 
average farm family consumed 
$1,358 of food in the sample year 
(1951), including $608 of home- 
produced food (at retail prices). , 
On an average, home production 
supplied 45% of the dollar value of 
food consumed in the farms. 


® In addition to their home-pro- 
duced food, these farm families 
spent an average of $738 during 
the year to buy food, or $4 weekly 
per person. Money spent for food 
accounted for a quarter of their 
net income after taxes. 

(The share of food provided by 
home production was so high on 
these farms, the Agriculture De- 
partment says, because farms in 
this region produce relatively ex- 
pensive items like meat and milk.) 

Nearly all canned some food, but 
the quantity averaged somewhat 
less than in 1935-36. Nearly three- 
fourths had facilities for freezing 
—home freezers or lockers. 


® One-tenth of the farm families 
shopped within a mile of home, 
while 18% or more went at least 
10 miles or more to make every 
food purchase. While Friday and 
Saturday were the big shopping 
days—the only ones for 40% of the 
families—farm families averaged 
three food shopping trips each 
week. 


Southern Farms 
Gain $171,000,000 
in First Half of ‘56 


BIRMINGHAM, Sept. 25—Farmers 
in the 16 southern states enjoyed a 
cash farm income of $3.09 billion 
in the January-June period this 
year, to ring up a 5.9% advance 
over the same period in 1955. With 
crop outlook good over the same 
area, forecasts are for final figures 
to top the $8.88 billion total of 
1955. (This, in turn, represented a 
gain of $123,000,000 from 1954.) 

The totals were assembled by 
the research department of The 
Progressive Farmer, based on U.S. 
Department of Agriculture mar- 
keting service reports. States in- 
cluded are: Alabama, Arkansas, 
Delaware, Florida, Georgia, Ken- 
tucky, Louisiana, Maryland, Miss- 
issippi, North Carolina, Oklahoma, 
South Carolina, Tennessee, Texas, 
Virginia and West Virginia. 


® The gains of southern farmers 
are more impressive in view of 
losses indicated in other regions of 
the nation, says The Progressive 
Farmer. For the U.S. as a whole, 
the six-month trend was down 
0.2%, with a dollar less of $188,- 
000,000. This slight loss is offset by 
the optimistic reports on the gen- 
eral strengthening of farm prices. 
The two-year gain of southern 
farmers is the more heartening be- 
cause 1956 follows a year that saw 
an alltime high in crop yields for 
many southern states, and smashed 
all past records in total cash farm 
income in three states. This income 
increase in the face of the so-called 
“plight of the farmer” is due large- 
ly to higher per-acre yields of 


major southern crops. 
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Wyman Promotes Wilson 

Frank T. Wilson has been pro- 
moted to the newly created post of 
art and production director of Wy- 
man Advertising, San Francisco. 
Jack E. Herold has joined the 
agency’s art department. 


ABC-TV Appoints Fetter 

Ted Fetter, who formerly pro- 
duced a number of CBS-TV shows, 
has joined American Broadcasting 
Co., New York, as director of the 
tv program department. His ap- 
pointment is effective Oct. 1. 


Berk Joins Friend-Reiss 

Irving Berk has consolidated his 
agency, the Irving Berk Co., New 
York, with Friend-Reiss Advertis- 
ing, New York, and has joined the 
latter agency as account group 
head. 


Rosenberg Heads Research 

Dr. Bernard Rosenberg, former- 
ly associate professor of sociology 
at Harpur College, has joined 
Market Psychology Inc., New 
York, as director of research. 
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| OFF-BEAT REAL ES- 
| TATE ADS—Depart- 
ing from the con- 
ventional me t h- 
ods of advertising 
home develop- 
| ments, Lawrence 
Brook, East 
| Brunswick, NJ, 
| has been running 
| 
| 


"They're always 


cooking up awards for 


Daily News food pages!’ 


a large space, six 
months $100,000 
campaign which 
appeals more to 
the emotions 
than to the prac- 
‘ticalities of home 
buying. “It’s easy 
to buy a home,” 
says the subhead. 
“All you have to 
do is (A) fall in 
love with it; (B) 
make sure the 
love will be a 
permanent thing, 
(C) have the 
money.” Other 
ads highlight pic- 
tures of a family 
sitting in a moving van surrounded by their possessions. This page 
ran in the New York Times on Sept. 30 and is to appear again 
Oct. 7. Fairfax Inc. is the agency. 


IT NEEON'T BE A 


PUZZLEMENT 


Douglas Joins Texas Paper 

William B. Douglas, formerly a 
member of the advertising staff of 
the Fort Worth Star-Telegram, has 
been appointed business manager 
of the News, Arlington, Tex. 


Cet. 22-24. Assn. of National Advertis- 
ers, annual meeting, Drake Hotel, Chi- 
cago. ‘ 

Nov. 11-15. Outdoor Advertising Assn. 
of America, Hotel Ambassador, Los An- 


Reach the trade 
that serves the 


Coming 


( ve) geles. 
nventions Nov. 13-14. National Business Publica- 
tions, New York regional conference, 
Plaza Hotel. 


Nov. 15-17. Southern Newspaper Pub- 
lishers Assn., annual convention, Boca 
Raton Hotel and Club, Boca Raton, Fila. 


*Indicates first listing in this column. 
Oct. 1-3. Direct Mail Advertising Assn., 
annual convention, Hotel Statler, New 


York. *Nov. 19-21. Fifth annual Advertising 
Oct. 4-5. American Assn. of Advertising Essentials Show, Statler Hotel, New York. 
Agencies, Central Region, Sheraton- Nov. 27-23. American Assn. of Adver- 
Agencies, Eastern Region, Hote! 


tising 
Roosevelt, New York. 

Nov. 29. Advertising Research Founda- 
tion, 2nd annual conference, Hotel Am- 


Blackstone Hotel, Chicago. 

Oct. 5-6. Midwestern Advertising Agen- | 
cy Network, 4th quarterly meeting, Edge- 
water Beach Hotel, Chicago. 

Oct. 7-10. American Assn. of Advertis- >assador, New York. 
ing Agencies, Western Region, Hotel Del| “Jan. 20-23, 1957. Newspaper Advertis- 
Coronado, Coronado, Cal. |ing Executives Assn., Edgewater Beach 
Oct. 8-10. American Photoengravers | Hotel, Chicago. 

Assn., 60th annual convention and ex- | *Feb. 1-3, 1957. Eastern Intercity Con- 
hibit, Hotel Statler, Detroit. Free. of Women’s Advertising Clubs, 
altimore. 


Oct. 11-13. Pennsylvania Newspaper 

Publishers Assn., annual convention,! “March 22-31, 1957. International Pho- 

Bellevue-Stratford Hotel, Philadelphia. |tosraphic Exposition, National Guard 
Oct. 12-13. National Advertising Agen- | Atmory, Washington, D.C. 

cy Network, midwestern regional meet- | *April 25-27, 1957. Advertising Federa- 

ing, Hotel Dinkler-Andrew Jackson, Nash- | tion of America, Fifth District, Fort 


ville, Tenn. Wayne, Ind. 
Oct. 12-14. Intercity Conference of | *April 25-27, 1957. Advertising Federa- 


Women’s Advertising Clubs, Minneapolis. | tion of America, Ninth District, Hotel 
Oct. 12-14. 3rd District, Advertising Fed- gare aa barnes Ta. - a 


eration of America, Charlotte, N.C. 
Oct. 15-16. Inland Daily Press Assn., | America, Fourth District, Hotel Fontainc- 


annual meeting, Drake Hotel, Chicago. |bleau, Miami Beach. : 
Oct. 15-16. Agricultural Publishers; “June 9-12, 1957. National Industrial 
Advertisers Assn., 35th annual conference, 


Through this 


industry's 
EXCLUSIVE and ONLY 


Isabel Du Bois, the little Editor of the big 
food pages in the Chicago Daily News, 
has won every award now available to 
home economics editors. Her food stories 
are so dramatic that they sometimes 
move from the food pages to the front 
page. Aside from official honors, Isabel 
has been blessed by thousands of home- 
makers. Brides and bachelors. are es- 
pecially enthusiastic. Naturally, food 
advertisers are quick to place their 
wares before the 600,000 families who 
read the Daily News. In fact, the News 
carries more food advertising than any 
other daily newspaper in the U.S. 


The CHICAGO DAILY NEWS 
HITS HOME 


Assn., annual convention, Chicago Ath- 
letic Assn., Chicago. 

Oct. 15-19. 53rd annual National Busi- 
ness Show, New York Coliseum. 

Oct. 17-18. National Business Publica-| 
tions, Chicago regional conference, Sher- 
aton-Blackstone Hotel. 

Oct. 18-19. Audit Bureau of Circula- 
tions, 42nd annual meeting, Drake Hotel, 
Chicago. 

Oct. 19-20. American Assn. of Adver- 
tising Agencies, East Centrai Region, 
Aurora Inn, Aurora, O. | 
Oct. 20-22. Screen Process Printing 
Assn. International, Hotel Sherman, Chi- 
cago. 

Oct. 22-23. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 22-23. New England Newspaper | 
Advertising Executives Assn., Parker | 
House, Boston. 


| Fontainebleau, Miami Beach. 


| the sales staff of the Sunday Met- 


Waldorf-Astoria, New York. 
*June 9-13, 1957. Advertising Federation 
of America, 53rd ual conventi Hotel 


Van Buren Joins ‘Mechanics’ 


Henry Van Buren, formerly on 


ro Group, has been appointed to 
the eastern sales staff of Popular 
Mechanics. 


Foote Mineral to Harry Bridge 

Foote Mineral Co., Philadelphia, | 
has named the Harry P. Bridge, 
Co., Philadelphia, to handle its ad- 
vertising. 


goes to the top of 
the class at 


From A Continuing Study o 
College Newsstand Megeeie, 
Sales,© actual sales, based on 
the average of several issues, 
at newsstands catering pri- 
marily to student traffic at 
Oxtanoma University. Fig- 
ures taken directly from the 
local magazine wholesaler’s 
records. 


THE COLLEGE MARKET IS YOURS WITH PLAYBOY 


Time 
Holiday 
Sports Ill. 


TRADE PAPER 


THE BOATING 
INDUSTRY 


Reaches ALL the trade... 
and ONLY the trade! 
Over 15,000 selected circulation to 
Marine Dealers, Distributors, Jobbers, 
Builders, Yard and Marine Operators, 
Naval Architects, Manufacturers and 

their salesmen. 


(All the boating industry) 
Published 8 Times a Year 
Jon. 15-March 15+ April 15-May 15 
June 15 - Aug. 15+ Oct. 15 - Nov. 15 


New York-Chicago Boat Show Issue 
JAN. 15, 1957 


ONE ADULT OUT OF EVERY THIRTY 
in the U.S. today is a boatman! 
Write us NOW for data on 
The Billion Dollar Boating Market 


THE BOATING INDUSTRY 


SS G Thade Pape SE 


505 Pleasant Street, IN'B P| 


St. Joseph, Michigan 
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"WAT'S IM STORE FOR TOUR sour: 
NEN PRODUCTS, IDEAS AND TREADS 


XCLSSORS YOU 4OVE 20 TOUGH: 412-purpese shears 


and Scigners made by Cushion-Grip bave rea, 


Stour the pot tut SEARE ThE Baw *ith Du 
Pout's new Rubber Scrubber, a fons fubber block 
Coated sith eordervedum 
arit. It remeves hee 


rks free Vike wad Line. 


a low: figors toe... 


TIO COBTHOL in the batnroen: Tiny eagnets 


‘ 


In January of soot ar! we pay be resolv —* to —_ 

" or House . 
rete psec now have seen this resolution take 
shape. With October's “six most Ryromage poem 
those reader-tested ideas that have given 
Garden an exciting new look have come of oes 

If we were to summarize the technique, wight 
that we've taken our cue from the modern Ouse 
builder. We put the October issue together in aegee 
Subject-tight compartments. What we have now 
something like a half-dozen magazines in ra ~ 

But the way a house, or a magazine, is ~ 
not so important as the way ee 
looks. The way it performs. House & Garden is 


blue, green, and yellce 
, Slip-prest plastic handles 
. a for etefortable cutting... 
MAGIC WANDS TOR Coons; 


Therwo-Pins are besed on & new prin - 
“ple in cocking Seats (free 
be Anside out) in 


louse & Garden 


H © GC REMODELED 


rly away shoser curtains 
and prevent puddles... 


Lepitepterciogicnl aos 


it-vourselrers can epply 
BRAL Butzerriizs (@f @resees or lewves 


OCTOBER, 1956 


easier to read, more imaginative, more useful. — 
interest can now be sustained at a high level, gr 
cover to cover. Advertisements now, 2 eral 
position, have a better chance to be seen and ; 

We've remodeled our magazine so as to ogee 
better the more-than-half-million families who loo! ute 
us as the quality reference in the home field. For : 
vertisers who'd like some of this new vitality to ru 
off on them, there’s always December. And the even 
brighter issues to come in '57. Take a turn through 
our remodeled October House & Garden. a ea 
resentative escort you personally from Page 1 to : 
See for yourself how downright fascinating a maga 
zine can be! 


from Ames Manuf eotur ing Ce., Mew York, noid doen 


Walis in Plastic Riles, wedge 
? 
by the Laginet e¢-Pias-Tex 


tion, Springricia, 


ee ee 


The Six Most Significant Pages House & Garden Ever Published! | 


: . ANGELES 
House & Garden conpi NAST PUBLICATION * 420 LEXINGTON AVENUE, NEW YORK 17,N.¥. * BOSTON * CHICAGO * LOS 
A | } 
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THE FABULOUS SOUTHWEST 
24 counties West Texas & 
New Mexico. The nation’s 


Largest Trade Territory 
covered by 


The El Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 


reabe rtariy 
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Rheem Likes Farm 
Papers as Media for 
Water Heater Ads 


Cuicaco, Sept. 25—Rheem Mfg. 
Co. is sold on using farm maga- 
zines to sell its line of Rheemglas 
electric, gas and oil water heaters 
to farm families. 

“We have used farm 
extensively for the past two years 
to reach the rural market and we 
have been very pleased with the 
results,” Robert J. Pierson, na- 
tional advertising and sales promo- 
tion manager, told ADVERTISING 
AGE. 

Mr. Pierson went on to explain 
that Rheem distributors and deal- 


particularly enthusiastic about the 
company’s advertising in Farm & 
Ranch, Farm Journal and Success- 
ful Farming. 


= “The people who sell and dis- 
tribute our water heaters to the 
public feel that Rheem’s pre-sell- 
ing of the products through adver- 
tising in national farm magazines 


makes for many more sales and| 


better acceptance of the water 
heaters in rural areas,” Mr. Pier- 
son said. 

Rheem invested $80,000 in the 
three farm magazines last year and 
expects to spend about the same 
this year. The company uses only 
four-color pages. 

Although Rheem makes a num- 
ber of other consumer products, so 


ers in the farm communities are| far only water heaters have been 


in the Chain 
Store Field 


Advertising Key to an Aggressive Selling Market 


BOOMING 
$1% BILLION 
MARKET FOR — 


Publication Service in 
the Automotive Field 


Automotive Chains are among the most aggres- 
sive retailers. They move merchandise in high 
volume—over 1 billion dollars annually. Pro- 
motion of this booming market offers a ready 
opportunity to gain enterprising distribution and 
volume sales results for many products. Automo- 
tive Chain Store will take your sales message to 
all the men with buying and merchandising in- 
fluence. More automotive chain store executives 
by far receive and read Automotive Chain Store 
than any other publication in this field. 


THE CIRCULATION YOU WANT! 
Automotive Chain Store provides the most effec- 
tive coverage of this field by over 25%—the most 
circulation at lowest reader cost. 

1,800 Headquarters management merchandi: and 
buying personnel of Automotive Chaitis, Oil 
and Tire Companies, Mail Order Houses, 

Farm Cooperatives. 
7,400 Ma of Automotive Chain Stores, Asso- 
ciate cs and Mail Order Stores. 
2,600 pend accessory Wholesalers, Export 
Nobtoee "Dieibunees Car Wreckers and 
ilders. 
Manufacturers and Manufacturer Repre- 
sentatives. 


13,700 Total Circulation—92.04% Verified. 
THE READERSHIP YOU WANT! 
The best read book—the news and merchandising 
authority — of the key men you must sell. No 
other publication in this field enjoys such exten- 
sive readership. 
THE ADVERTISING RESULTS YOU 
oo ites sales directl the 
Carries message directly to execu- 
tives you must reach to successfully promote 
buying and volume marketing of your product. 


1,900 


BABCOX PUBLICATIONS, INC. Bobcox Building, Akron 4, Ohio 


' 


| ...you'll love thie new RHEE M 
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SUCCESSFUL ADS—Rheem Mfg. Co. is 

successfully promoting its line of 

water heaters in rural markets 

with ads like this in Farm & 

Ranch, Farm Journal and Success- 
ful Farming. 


advertised in the farm magazines. 
There are two reasons. In the first 
place, Rheem says it is the largest 
manufacturer of electric water 
heaters, and, consequently, this 
product is best known to consum- 
ers. Secondly, Rheem’s distribu- 
tion—mostly through jobbers to 
plumbing and heating contractors 
—is more intensive for water heat- 
ers than for any of its other prod- 
ucts. 


= The company may advertise its 
line of central heating systems to 
the farm market in the near fu- 
ture. Other products, such as gas 
ranges, built-in appliances and 
clothes dryers, have not been 
— for any farm advertis- 

g. 

Rheem’s farm paper ads are the 
same as those appearing in general 
consumer magazines. “We haven’t 
tailored any ads specifically to the 
farm market yet,” says Mr. Pier- 
son, “because we are inclined to 
believe that farm people buy water 
heaters for much the same reasons 
as do urban people.” 

The company also carries on an 
extensive co-op advertising pro- 
gram in rural areas with its dis- 
tributors and dealers. Television, 
radio, newspapers and local farm 
papers are used, depending on the 
locality. 


® A unique addition to the Rheem 
merchandising program is Chris 
Altier, an Italian-born glass blow- 
er. Mr. Altier, who has been em- 
ployed by Rheem since January, 
1955, visits fairs, carnivals and 
meetings throughout rural areas 
of the country where he demon- 
strates glass blowing. 

His demonstrations are, of 
course, tied in with local Rheem 
dealers, who get in a sales pitch 
for Rheemglas water heaters. 

Campbell-Ewald, Chicago, is 
Rheem’s agency. 


‘Quick Frozen Foods’ to 
Survey Media in November 
The November Quick Frozen 
Foods will feature a special media 
section covering various types of 
media for frozen food advertisers, 
views of industry leaders on ad- 
vertising, regional market studies, 
listing of frozen food advertising 


expenditures for 1956 and an esti- 


mate for 1957. 

According to E. W. Williams, 
publisher, “This year it is estimat- 
ed that packers and distributors of 
frozen foods alone will spend ap- 
proximately $100,000,000, using 
newspapers, magazines, television, 
radio, outdoor media and coop- 
erative advertising.” He also re- 
ports that both national and re- 
gional packers are boosting their 
1957 budgets considerably, due to 
increasing competition for space in 
frozen food cabinets. 


Coch Forms Own Agency 
Clifford Coch has resigned as 

promotion manager of Everywom- 

an’s Magazine to form his own 


agency at 30 Park Ave., New York. 
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do you know these facts about 
Dun’s Review and Modern Industry? 


“s . 
" 7. ~~ 


new “‘standard”’ 
size 7x10 
reading page! 


(beginning with the 
November issue) 


larger - 


editorial 
staff ! 


more pages ! new offices 
more to serve you! 
articles of now we're in Philadelphia, 
Mf Pittsburgh and Los Angeles 
interest! as folk ag Mans York, 


Cleveland, Chicago and 
Detroit! 


reaches a 


vital audience 


of more than 


100,000 managemen 
men! : @ 
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Open Leg of Canada 


Microwave Network 


Ortawa, ONT., Sept. 25—The 
world’s longest single microwave 
communication network, linking 
eastern and western Canada, will 
move a step nearer reality Sept. 
30, with the opening of a section 
from Toronto to Winnipeg. 

The 1,200-mile link will be used 
by CBC to bring, for the first time, 
live television programs to stations 
in North Bay, Sudbury, Port Ar- 
thur and Winnipeg. It also will 
provide scores of new long distance 
telephone circuits. 

The entire network, to be com- 
pleted in the first half of 1958, will 
stretch 3,900 miles, from Sydney, 
N. S., to Victoria, B. C. It will com- 
prise 139 radio relay stations and 
will make possible a coast-to-coast 
tv network, in addition to supply- 


Address Room 516, Statler Office Bidg., Boston 16 
Mass. for the complete SWEET STORY 
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Canada’s need far into the future. 
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GREAT WATIONWIDE DALE OF 
DIRECT-MALL ADVERTISING 


No one questions the eye-catching, salesmaking valve 
of COLOR im printing. Direct mail statistics prove 
it beyond the shadow of 2 doubt. 


{> NOW EVERY ADVERTISER CAN HAVE “SX 


COorLrnwO-R 
in even the most inexpensive printed pieces. Every printer can supply it 
at a price so little more than the cost of black-and-white that the difference 
is insignificant. All it takes is a little ingenuity, a little imagination. 


~~ 


You Start with COLORED PAPER 


You use colored ink. You get a striking effect with one run of the press. 
In this ad we show the effect of blue ink on canary-coloved paper, 
but any number of striking color combinations are possible. 


SO, STEP RIGHT OP, Folks 


and cheose your colors. The cost of colored papers is only a 
little more than for white papers of the same grade. The 


ing enough telephone and other | 


CHECKING—Glory Palm Carlberg, 
Co., discusses winning entries in 


conducted among college studen 


Advertising Age, October 1, 1956 


* 


.? 


ad manager of Zellerbach Paper 
an Advertising Assn. of the West 


contest with Charles Collier, exec vp of AAW. The competition was 


ts for ideas to help promote the 


Zellerbach-sponsored American Institute of Graphic Arts Exhibit, 

which goes on the road in the West starting in October. The show- 

ing of non-professional talent, “Introducing the A.I.G.A. Exhibit,” 
will be an added attraction. 


Merrill Joins AMA as Editor 
Harwood F. Merrill, formerly 
assistant to the president of the 
Eagle-Picher Co., Cincinnati, has 
been appointed editor of the Amer- 
ican Management Assn. He will be 
responsible for over-all adminis- 
tration of the AMA's editorial and 
publications program. 


Campbell-Ewald Names John 
Campbell-Ewald Co., Detroit, 
has appointed Paul John coordina- 
tor of the Chevrolet account direct 
mail program. Mr. John formerly 
represented Gugler Lithographic 
Co. and before that was with J. 
Walter Thompson Co. 


Budd Elected Marketing VP 
Wilbert H. Budd, formerly chief 
sales engineer, has been elected vp 


in charge of marketing of Chicago || 


Baracuta Appoints Kane 

Baracuta Inc., New York, maker 
|of British rainwear for men and 
women, has appointed Lawrence 
Kane Inc., New York, to handle 
national and trade advertising. 
A. M. Sneider Co. formerly han- 
— the account. 


Four A’s Admits One 

Carvel Nelson & Powell Adver- 
tising Agency, Portland, Ore., has 
been admitted to membership in 
the American Assn. of Advertising 
Agencies. 


PRIN NAAT BN 


Telephone Supply Corp., Elkhart, 
Ind. 


| MAKE IT AFTER READING THE 
WALL STREET JOURNAL AND MY 
ENGAGED DAUGHTER SPENDS IT 
AFTER READING BRIDE’S MAGAZINE. 


cost of colored inks is only a littie more than for black ink. 


SEE YOUR PRINTER 


Or, if you're a printer, see your customers | Swatches ; 
of colored papers in various grades in the Beckett 3 («".. > 
& 
THE BECKETT PAPER COMPANY 


line are free on request. Write for them now. Just 
HAMILTON, CHICO 


Ce ee ee ee CC Ce ee ee ee Ce ew Ce) 


say, “Send me a set of Beckett Color Selectors”. 
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P. |. B. REPORT FOR 1ST 6 MONTHS 1956 SHOWS: 


LOOK GAINS MORE FOOD PAGES 
THAN ANY OTHER MAJOR MAGAZINE 


(OUR ELLE TEE EI EEE 


MAGAZINES RANKED BY TOTAL FOOD PAGES 


MAGAZINES BY FCOD 
PAGE GAINS OR LOSSES 


2. Good Housekeeping 

3. Ladies’ Home Journal 

4. Better Homes and Gardens 
5. Post 

3100 Khe 

7. McCall’s 

8. Woman’s Home Companion 


9. Collier's 


w Latest report from Publishers’ Information Bureau tells the exciting story of LOOK’s 
continuing food gains. In the first 6 months of 1956 versus the same period 1955, LOOK 
gained more food pages and revenue than any other major magazine, and moved into 


fourth place in total food pages. 


w LOOK’s growth in food is vitally linked to its unique editorial concept—the exciting, 
ever-changing story of people ... what they do, feel, think, want... from national scene 
to dinner table. Issue after issue, LOOK tells the ever-changing food story with color 


lst 6 mos. 1955 ist 6 mos. 1956 Ist 6 mos. 1956 vs. 1955 


2. Ladies’ Home Journal 


3. Good Housekeeping 


4. DRGXOYS ...17°.. 


5. Post 

6. Better Homes and Gardens 
7. McCall's 

8. Woman's Home Companion 


9. Collier's . 


Ladies’ Home Journal 
Post 
Good Housekeeping 
McCall’s 
Better Homes and Gardens. 
* Collier’s 
*Woman’s Home Companion 


* Life 


% Losses 


and imagination—turning old ideas into fresh ones, new ideas into national wants. 


w LOOK is read by millions of women—as well as men. In six issues, LOOK reaches 
25,000,000 women—more than are reached by the largest women’s service magazine in 
the same number of issues. LOOK’s audience is one of the nation’s largest and most 


important food-buying markets. 


THE EXCITING STORY 


OF PEOPLE 
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In San Francisco They Are Watching Channel 4 
And the Best of the Warner Bros. Film Package 
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Salesense in Advertising... 


Another Super Dares to Be Different 


By James D. Woolf 
Advertising Consultant 

In the Aug. 13 issue of AA I commented 
on the fact that nearly all grocery super- 
market ads are little more than catalogs 
of bargain prices, and that only rarely 
does the copy include anything of an in- 
stitutional nature. I 
further commented on 
an unusual campaign 
that is currently run- 
ning in behalf of Bos- 
ton’s Stop & Shop Su- 
permarkets. 

This campaign, illus- 
trated with attractive 
illustrations of chil- 
dren, features no bar- 
gain prices and is 
largely institutional in nature. The re- 
sults? Said the advertiser: “The series 
had a wonderful impact in the market 
areas where the ads were run. Store 
managers reported highly favorable 
comments on the series.” 

Zal Venet, president of Howard, 
Mintz & Venet, Irvington, N. J., refuses 
to believe that these ads had “a wonder- 
ful impact.” Says he in the Aug. 27 issue 
of AA: “I get sick and tired of the fel- 
lows in the supermarket business who, 
every once in a while, turn out a series of 
ads for admen! Of course this series of 
ads is different and pretty, and make 
advertising men talk, but do they sell?” 


8 I now call to the attention of Mr. Venet 
several ads, shown herewith, that are 
typical of the advertising that has been 
running in behalf of Sipes Food Markets, 
Tulsa, Okla. 

Do they sell—or are they merely mak- 
ing admen talk? Here’s the answer from 
Tulsa’s Whitney Advertising Agency, 
creator of the Sipes campaign: 

“For the past three years, the Sipes 
stores have dared to be different in their 
advertising and merchandising approach. 
This difference has paid off. Our stores 


are showing healthy increases in the face 
of heavy competition and stamp plans. 
Sipe stores do not sell stamps with their 
groceries. 


s “The ‘Dared to Be Different’ ad ac- 
counted for a substantial increase in vol- 
ume in the week in which it was sched- 
uled. There was no pay period during 
this week and, normally, it is the lowest 
week in the month. Sipes management 
feels that the ad must have been re- 
sponsible for the increase.” 

I heartily share with Mr. Venet his 
dislike of “ads for admen,” and I have 
said so many times in this column. But 
neither the Sipes ads nor the campaign 
of Boston’s Stop & Shop fall into this 
category. 


‘The stores thet proved they could sell the tmest Hoods ot low bow pricey every day of fhe wee! 
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Looking at Radio and Television... 


TV Director: 


By The Eye and Ear Man 

How often on television commercials 
does the viewer see a blockhead athlete 
say “da—I shave wid-da-Hamburg’s E-Z 
glide—da-skin removal-da” or a wooden 
actress holding up the traditional soap 
box and giving a stilted testimonial, 
when it is painfully obvious that she nev- 
er wets her pinky in the filthy stuff and 
is simply reading lines because she is paid 
to read them? Too often! 

Why? Because, boys are sent out todo a 
man’s job. 

Most tv commercials are written by 
imaginative young writers—occasionally 


= 


Get a Giant 


with delusions of grandeur but always 
talented. These cubs report to a seasoned 
copy supervisor who is a product of print 
and sometimes radio copy. When story 
boards and copy are approved, a film stu- 
dio is selected, the casting director brings 
in a baker’s dozen of actors who are 
scrutinized by the writer, account exec- 
utives and agency film director. Then to 
the studio, where all the above direct the 
operation. The results are mostly messy. 


# In the logical interest of placing re- 
sponsibility in one place, certain basic 
skills have been overlooked. No matter 
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how talented the writer is, he and his co- 
horts are not qualified directors of ac- 
tors. This is an art in itself. Unfortunate- 
ly, the popular agency organization today 
has directors reporting to copy. When a 
man reports to the guy who gives him 
raises and privileges, he loses his inde- 
pendence quickly. 

It is also true that a copy chief has no 
idea what makes a good director. Why 
should he? He is a master of words on 
the blank page and that is a complete 
skill in itself. Consequently, a fast-talk- 
ing, semi-qualified director gets a low- 
paying job and subordinates his meager 
talent to the writer’s will. This results in 
a destruction of natural balances be- 
tween composer and conductor in music 
or writer and director in the theater or 
movies. These functions are rarely com- 
bined. 


= Every agency should have a giant of a 
director. He must have had major credits 
and years of experience in directing ac- 
tors and interpreting writers. He should 
be apart from the writers and be final 
word in casting and selection of his as- 
sistant directors. It is easier to make an 
advertising man out of a skilful director 
than vice versa. 

Be prepared to pay a substantial salary 
to this man and accept his temperament. 
He will be a screwball and will be 
ashamed to tell his friends what he is 
doing, but for money and security, the 
best directors of Hollywood and New 
York are available. 

There is increasing awareness of the 
importance of the commercial in televi- 


Employe Communications... 


sion. More and more money is being 
spent to make the million-dollar minutes 
sing when the time comes for the sell. 
Commercial budgets are approaching 15% 
of total time and talent of a television 
budget, yet the directors of this giant 
budget are likely to be $10,000 a year, or 
less, writers without any experience deal- 
ing with the actors whose salesmanship 
make the sale or flub it. 


= The time has come to recognize the 
television commercial as part of show 
business. People view television as an 
entity. The entertainment section of the 
show sets the benchmark and the com- 
mercial must compete with it for the at- 
tention of the viewer. Only professional 
directors can get this kind of perform- 
ance out of actors and breathe life into a 
script. 

Stop sending small boys and giris to 
do a man’s job. Look as closely into the 
qualifications of your casting director and 
those who execute the commercial in| its 
final form as the account executive who 
finds the expenditures on the svc 

What a tragic waste of money to hhve 
a successful television program deliver- 
ing substantial audiences to the precious 
three minutes of selling time only to be 
treated to a mediocre, clumsily-executed 
“C” picture. Capitalize on those million- 
dollar minutes. Get the best brains mon- 
ey can buy to direct the tv commercial, 
give them latitude to breathe life into 
words, and watch the difference between 
professional and amateur manifest itself 
in improved attention to commercials. 


How Political Are Companies Getting? 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

With the political campaigns now get- 
ting into stride, one might be permitted 
to ask: What is industry doing in the field 
of employe communications? The reply: 
Practically nothing. If it were not for the 


Advertising Council and its helpful prods, 
management might be said to have lapsed 
into political silence. 

The tabloid newspaper of Koppers Co. 
in Pittsburgh, edited by Robert A. Har- 
per and supervised with an interested eye 
by Fred C. Foy, Koppers’ president, has 
done a lot of pioneering in plain talk. 
People in communications are accustomed 
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to looking to this forthright journal to see 
what the courageous are saying. Current- 
ly, Koppers’ editorial page is slugging 
away at the point that every single vote 
is important, and it lists the final regis- 
tration dates in each of the states. But 
apart from a nudging little reminder that 
Harry Truman carried Ohio's 8,800 pre- 
cincts by less than one vote per precinct 
in 1948, the customary Koppers’ steam is 
lacking. Maybe they’ll tie the whistle 
down as the campaign progresses. 


® In North Carolina, at the American 
Enka Corp., the editors of the “Enka 
Voice” appear to be hitting close to the 
target, however oblique the aim. The ed- 
itorial page in a recent issue seeks to 
demonstrate that the wages of the aver- 
age factory employe advance faster than 
the cost of living, and a graph based on 
government statistics is reproduced to 
document it. Unfortunately the graph is 
credited to the NAM, whose acceptance 
as a'spokesman for the concerns of the 
common man is not precisely nationwide. 
But the editorial and the graph strike 
close to the reader interests of people; at 
least they deal with a theme workers talk 
about. 

The continuing reluctance of industrial 


On the Merchandising Front... 


managements, however, to take a firm 
political stand is interesting in contrast 
to the unmuzzled candor of the labor 
press. Pick up any labor paper today and 
you have little difficulty in learning how 
the sponsoring union feels and thinks. 
There are no holds barred in the effort 
to persuade. 

At this writing there are two reasons 
for managerial apathy. The first is possi- 
bly a practical one. In the words of one 
upper-level industrialist, “We are a little 
fearful of reprisal. Suppose the man we 
prefer doesn’t make the White House, or 
the congressman we'd enjoy seeing scut- 
tled gets the job? That might make it em- 
barrassing for us. Our stockholders might 
not like it.” 

The second reason, from another ex- 
ecutive source, is simply: “Eisenhower is 
in.” Both reasons are disturbing to the 
seasoned communications man, but he 
has something in his mouth that looks 
suspiciously like a gag. 

If industry feels that one administra- 
tion is to be favored over another; if in- 
dustry feels that continuing prosperity 
hinges on one party being in and another 
being out, your communications veteran 
thinks that the rank-and-file employe 
ought to be told, and told why. 


The Transportation Terminal 
As a Retail Location 


By E. B. Weiss 


The transportation terminal is emerging 
as a full-blown type of retail location for 
an interesting variety of merchandise 
classifications and services. I refer to 
railroad, air and bus terminals. 

And this almost full- 
grown type of retail 
location is being set up 
to serve two distinct 
types of travelers: (1) 
the long-haul traveler 
with “time to kill” 
(and these poor unfor- 
tunates number hun- 
dreds of thousands 
every day of the week, 
especially at our re- 
markably inefficient air terminals); (2) 
the presumably madly-dashing commuter, 
whose numbers multiply even as the sands 
of the sea. 

Actually, the lives and habits of these 
two types of travelers tend to converge at 
a fairly common meeting ground. The 
long-distance traveler is very often in a 
mad rush; the commuter is not always 
making a desperate dash toward a closing 
gate—and both have innumerable shop- 
ping duties. 


E. B. Weiss 


# At Grand Central Station in New York 
it is being found that it is better to ap- 
proach this really rediscovered retail lo- 
cation without preconceived notions. Thus 
one could theorize until the delayed train 
pulls in that this is hardly the spot for a 
broker’s office, but with certain varia- 
tions in typical stock broker office setup, 
it has worked out quite nicely for one 
Wall St. firm. I am equally certain that 
one could prove that a railroad terminal 
is hardly the place for a factory-demon- 
strator type of store on an ironer. But 
such an outlet was doing pretty well at 
last reports at the Cleveland Union Ter- 
minal. 

I well remember when Penn Fruit 
opened up its first unit in Pennsylvania 
Station, New York. That was many years 
ago—before the exodus to the suburbs 
had become a national phenomenon, and 
before the shopping center had come on 


the scene in any numbers. It seemed so 
silly, in those days, to assume that any- 
body would stop in that huge terminal— 
or have any reason to stop—in order to 
buy fruit. 

The fact of the matter is that some mil- 
lions of our people—especially where 
husband and wife both work—have only 
a microscopic time available for shopping. 
And where both husband and wife com- 
mute, this is particularly true. The 
amount of shopping that these young peo- 
ple can do “on the fly” in a transportation 
terminal is truly fabulous. And the va- 
riety of merchandise they will buy under 
these circumstances is equally amazing. 

As for the traveler killing time—and, 
in this air age, I might add, more travelers 
are being compelled to kill larger gobs of 
time than ever before in the history of 
mass transportation—opportunities to sell 
in transportation terminals are quite ex- 
tensive. (It is interesting to note how re- 
tailing is also increasing in hotel-motel 
lobbies; even in hospital lobbies—wher- 
ever people pass through or wait, retail 
sales can be made in this quick-shop age.) 

I suspect that the transportation ter- 
minal is, right now, ripe for truly exten- 
sive retail exploitation, rather than the 
hit-miss approach that has characterized 
it. This calls, I believe, for: 

1. Deeper studies than have been made 
to date of the “shopulation” of these ter- 
minals. Opinions are a dime a dozen; facts 
are scarce. 

2. Intelligent—which means unbiased 
—analyses of the facts. As I mentioned 
earlier, preconceived notions may not be 
safe guides in this fairly new area of re- 
tailing. 

3. More astute merchandising to the 
traveler—whether he be going to the 
Coast from New York or to a nearby sub- 
urb. This relates back to research and 
keen appraisal of the facts uncovered by 
research. To date, I think it is correct to 
say that the large majority of outlets 
opened in these terminals had to make 
extensive changes in their initial mer- 
chandise setups as a result of what has 
frequently been pretty expensively bought 
experience. 

4. The development of store architec. 
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The Creative Man‘s Corner... 
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sincerity and conviction. 


name in mattresses. 


Sells One—Sells All 


Do you have these MIDNIGHT BLUES ? 


Ne 


We like the editorial look of this ad. We also like the kind of humor used in 
it. It doesn’t take itself too seriously, yet it depicts clearly to the 25,500,000 
Americans who, it claims, are “sleeping on over-age mattresses,” the various 
kinds of difficulties they are encountering when they try to sleep. 

The words are good. But the words plus the pictures make one feel his 
nightly discomfort. A serious, photographic approach would have been ludi- 
crous. But this humorous approach, somehow, has about it a deep feeling of 


And, after all, isn’t the major problem of the mattress manufacturers the 
problem of getting new mattresses into the home and old mattresses out? We 
think Simmons is eminently wise in tackling its selling problem on this broad 
basis. Fortunately, Simmons is in a particularly good position to do this, chiefly 
because of the advertising it has done in the past to make itself the best known 


As far as we are concerned, this advertising—even though it tackles the mat- 
tress manufacturers’ sales problem in general—sells Simmons as hard as any 
ad Simmons ever ran because it presents to the reader a mattress story with 
which he can find the strongest possible self-identification. 


Only SIMMONS makes BEAUTYREST 


tural types and store fixturing in partic- 
ular, suited to the requirements of ter- 
minal “shopulation.” Here, too, the ten- 
dency has been to fixture the terminal 
store unit very much the same as Main St. 
or shopping center unit—and that has 
not always proved wise. Indeed, I have 
found very few store layouts in terminals 
that showed a keen awareness of some of 
the peculiar requirements of this partic- 
ular type of shopper. 

5. The development of services that will 
appeal to terminal “shopulation.” Food 
stores, for example, could do a much larg- 
er telephone business than they now en- 
joy if the commuter could telephone his 
or her order in advance and pick it up on 
the run to the train gate. New ideas for 
servicing gift business are very much 
needed. 

6. The transportation terminal may be- 
come a new location for demonstrations 
by manufacturers; a sort of permanent 
exhibit. This opportunity has been largely 
neglected—even by some manufacturers 
who, for example, have been in Atlantic 
City for years for similar purposes. I be- 
lieve that in some of the larger air ter- 
minals there would be no shortage of 
viewers for these demonstration stores— 
and, what they lacked in numbers, they 
would surely make up in the time they 
could spend at these exhibits! 

In brief, our people are traveling as 


never before—and not solely by private 
car. The points at which they pick up 
their public transportation are becoming 
highly desirable retail locations—but re- 
tail locations that demand new types of 
retail stores and new types of retail serv- 
ices. If phonograph records can be sold at 
subway newsstands and if bank branches 
can flourish at suburban railroad stations, 
if bakeries can do a booming business (in- 
cluding during after-theater hours) at 
railroad terminals—(the list is getting 
longer every month)—then it is high time 
that at least some large retailers who are 
beginning to find shopping centers a bit 
crowded took another look at the trans- 
portation terminal as a retail location. It’s 
destined for a considerable expansion— 
and some retail chains as well as some 
large manufacturers might give it a sec- 
ond look. 

Incidentally, it is my firm belief that 
the helicopter—and other forms of ver- 


tical-rise aircraft—will become the mass 


transportation facility for short hauls. The 
heliport is destined to be our mass trans- 
portation terminal of the near-term future 
no more than five to 10 years away. It 
will become still another location for re- 
tailing—and I hope that those who design 
these heliports will consult retailers be- 
fore blueprints are finalized—to date, re- 
tailing in most terminals has been an 
after-thought. 
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} a homemaker is a chauffeur 


Like her modern car, today’s American homemaker has a kind of “automatic shift” 
of her own. Haven’t you seen how smoothly she shifts from her kitchen to a PTA. meeting? 
From her laundry room to a Cub Scout outing? Today’s homemaker is versatile, 
resourceful, and above all, deeply conscious of her responsibilities to home, 
community, and nation. Among contemporary women’s service magazines, only 
, Woman’s Home COMPANION has attuned its editorial content so deliberately, 
so perfectly to the varied needs and interests of America’s active, enlightened 
homemakers. And that’s why, only in COMPANION does your advertising 


get such complete attention and such remarkable results. 


CROWELL-COLLIER PUBLISHING CO 


640 FIFTH AVE... NEW YORK 19.6. ¥ 


Companion sells your product to the homemaker and the retailer! 


PUBLISHERS OF WOMAN'S HOME COMPANION, COLLIERS 
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Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 
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“Maggie, lookee here. You were com- 
plaining about your hair not staying set. 
Here’s an ad for...” 

“Complaining? Why, all I said was— 

“Well, complaining or not. You said 
your hair just wouldn’t stay put. This is 
an ad for...” 

“I know it. It seems to me it’s lots 
worse than it used to be. I can remember 
when summer weather and riding in cars 
was just summer weather and riding in 
cars. But now it’s like, like—” 

“I’m trying to tell you...” 

“I thought I’d die the way my hair 
looked when I had my first date with 
Jim. Remember? Ummm, that converti- 
ble. Well, when we got out after just 
four or five blocks—” 


a “Maggie, listen to me. I’m trying to tell 
you about a product to keep your hair 
under control-—perfect, smooth, shiny.” 

“What is it? What does it do? What’s it 
like? More of that sticky stuff, or that 
plastic that makes patent leather out of 
your hair?” 

“I’m just reading it. I’m trying to see. 
It’s a huge full page ad. Ummm...two 
kinds of it.” 

“Let me read, too. Oh. Sof-Set. Never 
heard of it.” 

“Well, millions of women have. Says so 
here...on tv.” 

“You know me and tv, Gladys.” 

“All right, let’s find out.” 

“There’s nothing to say which of the 
two cans or kinds to buy.” 

“Must be some reason for two kinds. 
One is ‘Regular,’ and one is ‘No-Lac.’” 

“So-o-?” 

“So, one must have lacquer in it, and 
one doesn’t.” 


s “Which one would you buy if you 
wanted to try it? Dear me! $1.25 for the 


small size, $2 for the large size. I'd want 
the right choice for my hair.” 

“Well, they’re both called Sof-Set and 
the copy here says Sof-Set holds hair se- 
curely! And it keeps hair ‘soft and nat- 
ural looking... yet prevents that sticky, 
gummy feeling!’” 

“The ‘Regular’ can says it contains 
‘lanolin-mist.’ Sounds oily then, doesn’t 
it? But it must have lacquer in it too. Be- 
cause the other can says ‘No-Lac.’” 

“Men must have put this ad together. 
It doesn’t tell anything, does it? I mean 
that would help you know which one to 
buy.” 

“Well, if the ad is for women who have 
already seen it and been told more com- 
pletely about it on tv, why print it here? 
They don’t suggest you buy it!” 


s “Look, Maggie, let’s not get technical. 
Who knows why silly advertisers do lots 
of things they do. Look. Here at the bot- 
tom it says, ‘See the astonishing Sof-Set 
wind test on your own tv set.’ This ad 
isn’t to sell you on buying Sof-Set. It’s to 
sell you on watching tv a lot. Then maybe 
you'll see the test they talk about. Then 
maybe you'll buy it. But they don’t say 
what channel or anything else. That’s 
dumb, isn’t it? But Bill tells me lots of 
advertising money is just thrown away.” 

“Must be. I hate ads that attract my at- 
tention and then confuse me.” 

“Well, I’m sorry I brought it up. I 
thought maybe this was something...’ 

“I saw one advertised in Life a while 
ago. I'll look that up. I intended to get 
some of it, anyway.” 

“Did I tell you about the girl that 
shampooed my hair last time? She had 
the funniest experience. This strange man 
walked in early in the morning...Oh, 
there goes the telephone. Be back in a 
minute...” 


Just Looking... 


One of the most difficult problems 
faced by a copywriter in search of an 
idea is how to keep from falling asleep. 

Writers I have known have em- 
ployed various means of overcoming 
this natural but somewhat bothersome 
propensity. 

One used to pace up and down, 
making short jabs with his clenched 
fists and muttering, “Come on, now, 
Fred—let’s get on the ball,” much to 
the annoyance of the young lady who 
shared his office. 

He was an extreme case, of course. 
More typically, others turned to the 
stimulation of the coffee break, the 
variants of amphetamine, or a little 
chit-chat with the boss’s blonde sec- 
retary. 


Advertising Age, October 1, 1956 


By Walter O’Meara 


Myself, I have never discovered any 
really satisfactory method of coercing 
the mind into creative productivity. 
But for all those caffeinated young 
men and women whose thoughts still 
persist in drifting into non-creative 
channels, I have something of interest. 


= In my notes I have run across this 
quotation from the French poet, Paul 
Valery: “The very tendency of the 
mind to wander is in a sense a virtue. 
It may blunder into an idea, if given 
free rein, in spite of the thinker, so to 
speak.” 

So relax, kids, and give M. Valery’s 
system a whirl. When all else fails, 
who knows but that you might come 
up with an idea in spite of yourselves!: 


14 hasic bodies you can use 


Some new and some review to help you visualize | . 


Last lesson we constructed some 
simple figures based on the action 
of the pelvis, which is still with 
us. You can take it or leave it, 
especially in the side views. You 
may prefer to eliminate it altogether 
for now, if your figures come out 
better without it. 

You might try using these dots, 
or tiny circles, as division points 
between the elements. They help 
action and naturalness. 
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Next Lesson: “Pigs and Cows” 
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DLY ANNOUNCES A GOLDEN TREASURY OF 


ANCHORS AWEIGH 
Gene Kelly + Frank Sinatra 
Kathryn Grayson 
ANNA CHRISTIE 
Greta Garbo + Marie Dressler 
BABES IN ARMS 
Judy Garland - Mickey Rooney 
THE BARKLEYS OF BROADWAY 
Fred Astaire - Ginger Rogers 


THE BIG HOUSE 
Wallace Beery - Robert Montgomery 


BLONDE BOMBSHELL 
Jean Harlow 
BOOM TOWN 
Clark Gable - Spenter Tracy 
Claudette Colbert - Hedy Lamarr 
BOYS TOWN 
Spencer Tracy - Mickey Rooney 


BROADWAY MELODY 
Fred Astaire « Eleanor Powell 


CAMILLE 
Greta Garbo « Robert Taylor 


CAPTAINS COURAGEOUS 
Spencer Tracy * Lionel Barrymore 
Freddie Bartholomew: Mickey Rooney 


THE CITADEL 
Robert Donat + Rosalind Russell 


DANCING LADY 
Joan Crawford + Clark Gable 
Franchot Tone + Fred Astaire 


DAVID COPPERFIELD 
W. C. Fields + Lionel Barrymore 


DINNER AT EIGHT 
John and Lionel Barrymore 
Wallace Beery * Marie Dressler 


EASTER PARADE 
Judy Garland - Fred Astaire 


FOR ME AND MY GAL 
Judy Garland - Gene Kelly 


A FREE SOUL 
Norma Shearer + Clark Gable 


GASLIGHT 
Charles Boyer * Ingrid Bergman 


GOODBYE, MR. CHIPS 
Robert Donat + Greer Garson 


THE GOOD EARTH 
Paul Muni * Luise Rainer 


GRAND HOTEL 
Greta Garbo - John Barrymore 


GREEN DOLPHIN STREET 
Lana Turner * Van Heflin 


THE GUARDSMAN 
Alfred Lunt + Lynn Fontanne 


THE HARVEY GIRLS 
Judy Garland + Ray Bolger 


THE HUCKSTERS 
Clark Gable - Deborah Kerr 
Ava Gardner 


HERE IS A BRIEF SELECTION OF STARS AND TITLES 
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F. more than thirty years, M-G-M has 
produced the lion’s share of fine screen 
entertainment. 


Now, for the first time, a golden treasury 
of hits comprising over 700 M-G-M feature 
films has been made available for television 
presentation. 


This program of unparalleled entertain- 
ment will be offered on the basis of an exclu- 
sive affiliation with a single television station 
in every important market in the United 
States. 


These stations will acquire full rights to 


be known as MGM-TV affiliates, with all the 
advantages that such recognition implies. 


Special promotional co-operation will be 
extended by MGM-TV* to the management 
of these stations to further enhance this 
golden opportunity for prestige and profits. 


In cities where programming time is 
limited and this complete plan cannot there- 
fore be implemented, a limited affiliation 
arrangement may be considered. 


For the nation’s stations great and small, 
and for their viewers, the golden era of tele- 
vision is here! 


FROM MGM-TV'S GOLDEN TREASURY OF FEATURE FILMS! 


IDIOT’S DELIGHT 
Clark Gable - Norma Shearer 


DR. JEKYLL & MR. HYDE 
Spencer Tracy * Ingrid Bergman 
Lana Turner 


LIBELED LADY 
Jean Harlow * Spencer Tracy 
Myrna Loy + William Powell 


MAYTIME 
Jeanette MacDonald - Nelson Eddy 


MEET ME IN ST. LOUIS 
Judy Garland 


MEN IN WHITE 
Clark Gable - Myrna Loy 


MIN AND BILL 
Marie Dressler > Wallace Beery 


THE MORTAL STORM 
James Stewart + Margaret Sullavan 


MRS. MINIVER 
Greer Garson * Walter Pidgeon 


MUTINY ON THE BOUNTY 
Clark Gable + Charles Laughton 


NATIONAL VELVET 
Elizabeth Taylor - Mickey Rooney 


A NIGHT AT THE OPERA 
Marx Brothers * Allan Jones 


NINOTCHKA 
Greta Garbo 


NORTHWEST PASSAGE 
Spencer Tracy 


THE PIRATE 
Judy Garland - Gene Kelly 


THE POSTMAN 
ALWAYS RINGS TWICE 
Lana Turner - John Garfield 


PRIDE AND PREJUDICE 
Greer Garson + Laurence Olivier 


RANDOM HARVEST 
Greer Garson + Ronald Colman 


SAN FRANCISCO 
Clark Gable + Spencer Tracy 
Jeanette MacDonald 


TEST PILOT 
Clark Gable + Spencer Tracy 
Myrna Loy 


THE THIN MAN 
William Powell - Myrna Loy 


THIRTY SECONDS OVER TOKYO 
Spencer Tracy - Van Johnson 


THE THREE MUSKETEERS ce 

Gene Kelly + Lana Turner ‘ 

June Allyson ie 

WEEKEND AT THE WALDORF 

Lana Turner - Ginger Rogers 
Van Johnson 


THE YEARLING 
Gregory Peck - Jane Wyman 
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A golden treasury of MGM creative showmanship 
is available to all stations which become MGM-TV 
affiliates. 


These stations will have the right to use the most 
famous trade-mark in the entire field of entertain- 
ment—the Lion of M-G-M. 


* 


Vast promotional potentialities will result from 
the identity which will be established between 
M-G-M’s famous array of stellar personalities and 
the stations which will present them. Each affiliate 
will become known among its viewers as “‘the station 
of the stars,”’ by virtue of the great names which will 
appear week after week on its film programs. 


Finally, MGM-TV offers its affiliated stations com- 
plete and continuing locally-slanted promotion cam- 
paigns, including newspaper mats, brochures, posters, 
premiums, fan photos and trailers, developed through 
the showmanship experience of Hollywood’s greatest 
motion picture studio. 


For further information—write, wire or phone 
Charles C. Barry, Vice-president, 
MGM-TV, a service of Loew’s Incorporated, 
1540 Broadway, New York, N. Y. 
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F. H. Snow Pl Big Push cers a 
The Fr i. - se ‘aie Co., Creativity Isn t 


Pine Point, Me., is launching the 


largest advertising campaign in its 
history in order to capitalize on En gh S ] 
the fame of Cap’n Enoch Snow, ou ’ a es 
leading character in “Carousel.” 
The new campaign will establish 3 t T Id 
and feature a new trade character, r omo ers 0 
“Cap’n Snow.” A newspaper cam- 
paign is planned in over 50 New, Cutcaco, Sept. 25—Upward com- 
England newspapers. Daniel F. munication—feedback of informa- 
Sullivan Co., Boston, is the agen- tion from the point of sale—is one 
cy. | of the greatest deficiencies in sales 
| promotion today, the new Chicago 
‘Presbyterian’ Joins MAB |chapter of the Sales Promotion 
Presbyterian Life, Philadelphia, Executives Assn. was told here 
has become a member of the Mag- last week. 
azine Advertising Bureau. J. Mor-| William R. Kelly, sales promo- 
gan Harding, ad director of the tion manager of Sinclair Refining 
magazine, is the company’s repre- | Co., who is also president of the 
sentative on the MAB board. national Sales Promotion Execu- 
tives Assn., told the chapter that 
Herrmann Joins Meldrum “too few of us take the time to 
Richard H. Herrmann, formerly | find out how our promotion plans 
an advertising specialties sales-| are being carried out down at the 
man, has joined Meldrum & Few-| point of sales end of the line.” 
smith, Cleveland, as an account But communication, he said, is 
assistant. |only one of seven facets of the 


. 


cary ee ere ty ae » Sf 


sales promotion operation that are 
of paramount importance in the 
promotion job. He acknowledged 
the importance of creative think- 
ing, but went on to say, “Let’s not 
kid ourselves about it being the 
whole job. It’s only part of the job, 
and untold millions of dollars of 
creative promotion are going down 
the drain every day because other 
important factors are missing or 
are improperly applied.” 


s In addition to communication, 
Mr. Kelly noted other factors, re- 
lating to distribution, instruction, 
motivation, evaluation and budget. 

Purchasing, he declared, is “one 
of the great dangers in this busi- 
ness. The relationship between 
promotion and vendor can get so 
clubby that economy and quality 
are neglected through preoccupa- 
tion with ideas and devices.” And 
on this subject, Mr. Kelly chided 


|suppliers for their penchant for 
'developing expensively finished 


mock-ups of ads to put before 
the advertiser when simple color 
drawings would sell—or not sell— 
the ad idea just as easily. Suppliers 
would save themselves hundreds 
of thousands of dollars annually in 
sample costs if they would recog- 
nize this, he added. 

Budgeting was another factor 
Mr. Kelly laid heavy stress on. “We 
are too much inclined to go blithe- 
ly along assuming that manage- 
ment knows what we are doing, 
and generally it doesn’t . . .,” he 
asserted. He recommended pre- 
senting budget accounts and ap- 
peals to management by way of 
demonstrations, using slides, 
graphs or whatever else is neces- 
sary to present a clear, concise 
picture of what sales promotion 
money is being spent on, what the 
results have been and what will 
be done with future money. 

Mr. Kelly’s talk was the featured 
address at the first formal meet- 
ing of the Chicago chapter of the 
SPEA. Following a series of form- 
ative meetings held during the last 
few months, the chapter recently 
gained official papers as SPEA’s 
sixth regional chapter. 


® Officers of the new chapter, 
elected for a one-year term, are 
Robert S. Geocaris of Pyle-Nation- 
al Co., president; James E. Boren- 
dame, Acme Steel Co., Ist vp; 
Charles R McCartney, American 
Bakers Assn., 2nd vp; Clarence 
S. Kohnke, Aetna Plywood & 
Veneer Co., secretary, and John 
Poister, Wentzel, Wainwright, Poi- 
ster & Poore Inc., treasurer. James 
W. Arnold, Kimberly-Clark Corp., 
who has been acting as temporary 
president of the chapter, continues 
as honorary president. 

On the board of directors are Al 
Kovnat, Helene Curtis Co.; Bart 
Farrell, of Wentzel, Wainwright, 
Poister & Poore; Mary A. Sonley, 
DeMets Inc.; Vernon Gunn, Trans 
World Airlines; Carl Foster, Sin- 
clair Refining Co., and Charles L. 
Yates, Trans World Airlines. 


Sontag Named Milprint 
National Art Director 

Glenn Sontag has been named 
national art director of Milprint, 
Milwaukee lithographer and 
printer. Mr. Sontag will direct 
the Milprint de- 
sign staff of over 
100 artists, said 
to be the largest 
aggregation of 
package design- 
ers in the U. S. 
The company has 
art studios locat- 
ed in principal 
cities. 

The new art 
director started 
with Milprint 
eight years ago as a package de- 
signer in the Milwaukee home of- 
fice art studio. He succeeds Brad- 
ford Haywood, who is entering the 
packaging consultant field. 


Glenn Sontag 


OOY BBV 


TOP POWER / TOP VIEWING / CHANNEL 
REPRESENTATIVES: WEED TELEVISION CORPORATION 
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WCYB-TV 


channel 


The channel 5 torch beams your 
sales message to the heart of a 

2% billion dollar income group! 
WCYB-TV saturates the wealthy 
Tri-Cities market area . . . Bristol, 
Virginia-Tennessee; Kingsport, rd 
Tennessee; Johnson City, Tennessee = 
...in 5 states. WCYB-TV, “the pentagon” : 
of 5 star programming, with the cream i 
of NBC and ABC network shows plus ; 
top-drawer local shows with top 3 
viewing priority. Hit unprecedented #8 
volume sales with this brand new star 
in a 2%% billion dollar sky. 
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Brews a winner 


Blatz Beer, number one seller in beer-wise 
Milwaukee, finds televised sports shows on WXIx 
keep sales hopping in this important market. 
Toasting WxIx’s ability to draw customers, E. S. 
Jaques, Blatz Advertising Manager, says: “There 
is no question in our mind that the power and 
frequency of our television advertising on WxIx 
has been important in helping Blatz hold a 
strong grip on first place, as the largest-selling 
beer in Milwaukee.” To add yeast to your sales, 
advertise on WXIX:..a premium buy at low cost. 


WAIK 


CBS Owned « Channel 19 + Milwaukee 
Represented by CBS Television Spot Sales 


| ARF Report Gives 


TV Households by 
1, 2-County Areas 


New York, Sept. 26—The Ad- 
vertising Research Foundation has 
released a series of estimates of 
television household penetration 
for small areas of one or more 
counties. 

The report, called “U.S. Televi- 
sion Households by Region, State 
and County—March, 1956,” is tied 
to a previous report by ARF earlier 
this summer, in which regional 
and national estimates were pro- 
vided. 

The new estimates are based on 
the same statistical techniques used 
in the June, 1955, report and com- 
bine the advantages of two inde- 
pendently-conducted national sur- 
veys—the Nielsen Coverage Serv- 
ice, which provides estimates for 
small areas of one or more coun- 
ties, and the Census Bureau’s cur- 


rent population survey, which pro- 


SGreatest Growth in Area’s 
Economic History Recorded 


By CHARLES WOODRUFF 


’ eae See ts ee ee ee 
a the Greater Musk GOT Aes wme tha Jest finn wanes the 


5 f he — 
Since a0 ta New Cobb Unit nis nv 
: In Operation 


starved or 

ine!uding 2 a, 

multi-million-dollar cat: 

7 . ; A new 156.250-kilowatt steam 
electric generating unit — the 
first of two such units to go into 


i Ready to Start ‘cca oe 
sGiant Kroger 
s Supermarket 


jay — turning out \ “> 
= 
“ hegmamealgaede Expansion Job * 


A 
ported from Grand Rapids today o¥- ~ ——----4+ Attiee and Cable ai 


B= "=Du Pont, Linde Plants Due |=? 3 
To Start Up About Sept. 1 - 


major ex: 
"gs ro Mimilliandallar chemical 


Siew ae sz. Expansion of pcos Highs, 
~~ |Marquette Construction Top 
$7 Million Pay-as-You-Build’ 


With two male on jy tating construction projects under way,, 
work on school properties, 


Deacons Set 
= For$1,200, 000 aa 


the Muskegon ray school distriet is making impressive progress, 
most of it in the $7,000,000 pay-as-you-build pregram voted in Feb- 


tuary 1953. f 


Sales can be dynamic, too, in this expanding market with 
advertising in The Muskegon Chronicle—the market 
place of over 44,000 families. 


Y) xO 
a Citi City of North Muskegon 
ities Ciy of Musto | _ SK 
City of Muskegon Heights 
but eec0e City of Roosevelt Park 


1 ABC" City Zone with 87,819 Population 
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vides estimates for small areas of 
one or more counties, and the Cen- 
sus Bureau’s current population 
survey, which provides estimates 
of stated reliability for large geo- 
graphic regions. 

The report, underwritten by the 
three networks, NARTB and the 
Television Bureau of Advertising, 
carries ARF’s technical committee 
approval. 


® It is also hedged with explana- 
tion about the precision of the esti- 
mates, reported on a table of 
standard error (which tells how 
far the estimates may deviate from 
a complete enumeration and the 
chances of. their doing so). The 
table doesn’t take into account er- 
rors of response in the current 
population survey. 

ARF says the standard errors 
apply to 1,865 report units (1,128 
counties and 737 clusters of two or 
more counties) but not to individ- 
ual counties of a cluster. About 
one-third (622 report units) may 
differ by more than the standard 
error; about 5% (93 of the report 
|units) may differ by more than 
twice the standard error. 

A typical page of the report 
shows total households in a county 
or cluster, percentage of tv house- 
holds and their number. 


NIELSEN REPORTS 
ON AM. TV HOMES 

Cuicaco, Sept. 26—A. C. Nielsen 
Co. this week issued its second re- 
port on county-by-county radio 
and tv ownership. These data, 
compiled for use as bases for sta- 
tion and network coverage meas- 
urements, report latest figures on 
total homes, radio homes, and tele- 
vision homes by counties, states 
and geographic areas. 

The data on tv homes were de- 
veloped jointly by Nielsen and Ad- 
vertising Research Foundation, 
and the radio homes data repre- 
sent an updating of 1955 counts by 
applying county per cent informa- 
tion against new total home base 
counts deveioped with Sales Man- 
agement and the Bureau of the 
Census. 

John K. Churchill, Nielsen vp, 
said the cooperative effort is be- 
lieved to “resolve earlier conflict- 
ing claims regarding receiver own- 
ership in certain areas.” The com- 
bined tv and radio tabulations are 
being distributed only by Nielsen; 
the tv data are being made avail- 
able jointly by Nielsen and ARF. 


Nevada sales calls itibea more 
—because Nevada stores sell more. 
Just look! Nevada retail stores in 
1955 topped the national per-store 
average by 27 per cent; Las Vegas 
(Clark County) stores led by 69 


per cent; and Reno (Washoe 
County) stores led by 48 per cent. 
Nevada food stores led the na- 
tional average by a whopping 115 
per cent; Las Vegas food stores 
led by a spectacular 276 per cent 
and Reno food stores led by a 
big 9 per cent. Nevada drug 
stores sold 97 per cent more than 
the national average; Las Vegas 
drug stores 121 per cent more; and 
Reno drug stores a smashing 147 
per cent more. Makes selling in 
Nevada mighty productive! For 
detailed marketing and statistical 
analysis, phone your nearest 
Western Dailies or John E. Pear- 
son Co. office, or write one of 
roe Bh basic Nevada advertising 
uys 


LAS VEGAS — 
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WHO TURNED THE CALENDAR BACK 


AT N.W. AYER? 


And you guys at C. L. Miller and McCann- 
Erickson. Anybody in your fine shops trying 
to reach customers with a dated media list 
If so, give them a hand into 1956. Because 
the selling climate sure has changed .. . at 
least in the dollar-drenched Delaware Valley. 
First off, the red-hot Philadelphia Daily NEws 
is your key. Substitute our sparkling tabloid 
for either of the full size dailies and get up 
to 94% coverage in the City Zone. What do 


you lose? Costly duplication. And you can gain 
a schedule in Camden and Trenton at no extra 
cost. Or Trenton and rich Wilmington. Or 
Norristown, Chester and Allentown. Strong 
local impact in lush towns. You get this free 
the 1956 way. 


While you’re asking our reps about that, get 
the big news about color in the NEws. Full 
color ROP ... at a price that lets you make a 


rofit on your investment. Buy color in 1,000- 
ine units, get full page impact . . . without 
paying through the nose for 2400-plus lines. 
Get the power and prestige of color without 
having to pawn your clients’ heirlooms to pay 
for it. Alone or in combination, color or black- 
and-white, you need the NEWS. Reflect, cous- 
ins, and your clients will read happier results 
in the Philadelphia story, 1956. And for years 
to come. 


PHILADELPHIA DAILY 


mee NEW 
REYNOLDS-FITZGERALD * New York + Chicago + Detroit + Syracuse * Atlanta + Los Angeles + San Francisco * Seattle + Philadelphia 
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Wagenseil Adds ‘Chips’ 

Hugo Wagenseil & Associates 
Co., Dayton, has been appointed 
to handle advertising for “Mike- 
sell’s potato chips,” produced by 
Daniel W. Mikesell Inc. Newspa- 
pers, radio, tv, outdoor and direct 
mail will be used in the new cam- 
paign. 


ts 48? 
vis ess RIGHT 


Touchy ae get ideas that Adver- 
tisers or Agencies have invaded their 
rights. When a cloim is filed, you 


need our 

“INSURANCE 
devised especially to rh the sting 
out of these coses. it’s surprisingly 
inexpensive and it does the job 
adequotely. 


Respondent Won'’t Tell ‘Truth.’ Says Politz; 
But Researcher Can Find ‘Truth’ in Answers 


New York, Sept. 25—Alfred 
Politz, president of Alfred Politz 
Research, said last week three 
“prejudices” are holding back 
progress in consumer research. 

He named these as 
“truth dogma,” (2) the theory that 


the interviewer must not influence | 


the respondent and (3) the “fal- 
lacy” that market research exists 
to find out what the consumer 
wants. 

Speaking in his customary rapid- 
fire manner, Mr. Politz told the 
New York chapter of the American 
Marketing Assn. that consumer re- 
search must be approached from 
the problem-solving point of view, 
with the “total operation consid- 
ered an experiment.” 

“The survey should be consid- 
ered as an experiment,” he said, 
“and the questionnaire that is used 
in the survey should be considered 
an experiment. The design of the 
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want a COOKED 


mithfield Ham 


this Christmas 


we 


and ali YOU have to do is send us your list... 


we will mail the hams direct. 


(1) the) 


Average size 7 to 10 Ibs. cooked. 


GWALTNEY peanut-fed 
SMITHFIELD Hamsare aged, 
cured, seasoned by secret proc- 
esses handed down to us from 
Colonial days. Long, patient 
smoking over hickory and apple 
woods, rare spices and herbs, 
have made their goodness fa- 
mous with gourmets through- 
out the world. A Cooked 
GWALTNEY SMITHFIELD 
HAM will be the most delight- 
ful, most highly appreciated gift 
you ever sent! 


BACON 


Unusual? Sure! And Vi 
an unusually hearty welcome. Excep- 
tional, yet inexpensive. Average weight 
7 to 10 pounds. 


P.D. GWALTNEY, JR. & CO., INC. 


SMITHFIELD, VIRGINIA 


Each ham carefully mailed 
in this sturdy, safe, 
GWALTNEY  gikipockege. 


in Christmas- 
Gift Slabs! 


inia-cured for 


BOX 105 


experiment should be such as to 
enable the researcher to arrive at 
a correct conclusion, even though 
he must assume that there need 


not be any truth in the consumers’ | 


responses and that, furthermore, it 
is impossible to interview a con- 
sumer without influencing these 
| responses.” 


s Elaborating on these points, Mr. 
Politz attacked the view (propa- 
gated, he said, by some motivation 
research practitioners) that there 
are “true” attitudes, opinions or 
motives hidden somewhere in the 
consumer’s mind—motivations that 
have to be unearthed by special 
psychological techniques, for ex- 
ample. 

| He stated flatly that no such 
“truth” exists in the consumer’s 
| mind. 

| The consumer reacts to stimuli, 
Mr. Politz said, and it is the re- 
searcher’s job to test these reac- 
tions under conditions closely ap- 
proximating those obtained in the 
marketplace. 

Mr. Politz explained that the re- 
searcher using an experimental de- 
sign approach expects to get both 
“correct” and “incorrect” responses 
from the consumer. He does not 
expect the consumer to tell him 
the truth; he calculates the “truth” 
from these responses—the “truth” 
being a reliable prediction on the 
basis of which the client can act. 

In Mr. Politz’ words, “The re- 
searcher tries to find or create a 
set of observable circumstances 
under which a measurable effect 
takes place.” 


s As an example of the futility of 
searching for the “true” answer 
in an interview, Mr. Politz cited 
the case of a housewife who ex- 
presses a positive preference for a 
General! Electric refrigerator. How- 
ever, when she goes out to buy one, 
she opens the doors of other 
makes, listens to the dealer’s pitch 
and ends up buying a Frigidaire. 
She changed her mind, Mr. Politz 
pointed out, because she was ex- 
posed to different stimuli. 

Mr. Politz said it also was un- 
realistic to expect the interviewer 
to have no influence on the person 
interviewed. 

“Modern consumer research,” he 
said, “must assume that every in- 
terviewer exerts an influence upon 
the interviewee. Since the in- 
terview is an experience for the 
person interviewed, the influence 
must be unavoidable.” 

Instead of hoping for the impos- 
sible, Mr. Politz added, the re- 
searcher must make use of this 
influence by careful design of the 
questionnaire. 


s Finally, Mr. Politz rejected the 
idea that researchers are trying to 
find out what the consumer wants. 

“This misses the whole point of 
advertising and selling,” Mr. Politz 
scoffed. “Consumers really don’t 
know what they want, and the job 
of the marketer is to make them 
want what he wants them to 
want.” 


| Alfred White Rejoins Kogos 

Alfred W. White has rejoined 
Frederick Kogos Publishing Co., 
New York, after returning from 
|Army service in Ft. Gordon, Ga. 
Mr. White becomes associate pub- 
lisher of Apparel Manufacturer 
and of its companion directory, 
| Suppliers’ Register, and head of 
the company’s new products divi- 
sion. 


Gunn Joins Bozell & Jacobs 
John O. Gunn, for the past four 
years public relations manager of 
the Cleveland Electric Illuminat- 
ing Co., has joined the New York 
staff of Bozell & Jacobs. He will 
serve on the electric companies’ 
public information program. 


A 
Pepperidge 
Tree 
Grows 
In 


Fairfield 


from which a famous Norwalk product took its name 
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PEppERIpce FARM -<- 


THANK YOU—Pepperidge Farm took this page in the Hour, Norwalk, 

Conn., to celebrate its 19th birthday and to express appreciation for 

regional support, “From one neighbor to another.” Ogilvy, Benson 
& Mather, New York, is the agency for Pepperidge. 


Brochure Points Out 
Connecticut's Advantages 

Connecticut newspapers, resent- 
ing portrayals of the state as a 
“has been,” have fought back with 
a promotional brochure. The book- 
let includes statistical material to 
convince marketers that Connec- 
ticut is a “growing, dynamic state.” 
The 20-page brochure has been 
mailed to 1,400 ad agencies and 
their media buyers as well as 
newspaper representatives. An ad- 
ditional 1,000 copies will be circu- 
lated to those requesting one. The 
brochure was prepared by the ad- 
vertising committee of the Con- 
necticut Daily Newspaper Assn., 
New Haven. 

Among the facts which the bro- 


chure points up are: Connecticut | 


is the leading manufacturing state 
in the U. S. in proportion to popu- 
lation, and it ranks sixth in total 
production. The state is first in 


family buying power, with an av- 
erage family income of $7,035— 
18% above the New England aver- 
age and 29% above the national 
average. 


Foster & Davies Adds One 

Foster & Davies, Cleveland, has 
been appointed to handle advertis- 
ing and promotion for the Hausted 
Mfg. Co., Medina, O., manufactur- 
er of hospital wheel stretchers and 
a traction apparatus called Trac- 
tionaid. Hospital and medical jour- 
nals will be used. 


SiIMPSON-RFILLY, | 
5 ye 7 


N. Y. Times Has Two 


The N. Y. Times has Two Sunday Magazines. 
And, bless my soul, so does Orlando Sentinel-Star. 


nual get together. 


The Times prints more 
pages — well, a few more 
any way — than we do. 
But it does not cover its 
area [the world] any better 
than we cover our five 
Central Florida counties. 

We have bureaus, so- 
ciety editors, photograph- 
ers, sports writers, staffers 
and Stringers in so many 
Central Florida towns we 
can hardly find a place 
big enough to feed them 
all at one time, for an an- 


Our two magazines are the Rotogravure-printed 
Family Weekly and our own Florida Magazine. 

Combine the total circulation of all the Jackson- 
ville, Miami and Tampa papers and we beat them 
four to one in our Five Central Florida Counties. 


ORLANDO [FLORIDA]; SENTINEL-STAR 


Martin Andersen, Editor & Sole Owner & Ad Writer 
National Representatives Burke, Kuipers & Mahoney 
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To sell more where more is sold 


oooif’s FIRST 3 FIRST! 


A sweeping panorama from a high vantage point may provide 
an unbeatable view, but when it comes to putting your product 
on top in sales—and keeping it there—you’ve got to come back 
down to earth with a hard-hitting advertising campaign that 
places properly balanced emphasis on the millions of heavy spend- 
ing shoppers concentrated in the nation’s top markets. 


The FIRST 3 markets of New York, Chicago and Philadelphia 
account for % of Drug sales, % of Food sales, % of Furniture and 


The group with the Sunday Punch 


FIRST. 


MARKETS GROUP! 


COW ee ee 


Plenty of sal 
yy Cc 


s 


es here 


4 


Appliance sales, and more than % of total U.S. Apparel sales. 


General Magazines, Syndicated Sunday Supplements, Radio and 
TV family coverage thins out in these super-sales areas. Only 
FIRST 3 MARKETS delivers a solid 62% family coverage of 
these 3 city and suburban areas where nearly % of all U.S. 
Retail sales are made. To make your advertising sell more where 
more is sold... it’s FIRST 3 FIRST! 


Circulation in excess of 6 Million. 


New York Sunday News 
Coloroto Magazine 


Chicago Sunday Tribune 
Magazine 

Philadelphia Sunday Inquirer 
“Today” Sainte . 


New York 17, N. Y. News Building, 220 East 42nd Street, MUrray Hill 7-4894 ¢ Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 * Los Angeles 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-3557 
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1/4 MILLION PEOPLE 
WITH 
57% ON THE ILLINOIS SIDE 


ROCK ISLAND * MOLINE « EAST MOLINE 
eeee 


one of the 
FIRST 100 MARKETS 


Represented By 
ALLEN-KLAPP CO. 


AGENCY CHANGE—Here, R. H. Ryder (left) and H. R. Ohleyer con- 
| gratulate each other on their new association. Mr. Ohleyer has 
joined Mr. Ryder in Ryder & Oh- 
leyer, Oakland, formerly known 
as Ryder & Ingram. Mr. Ingram, 
co-founder of. the agency in 1928, 
left earlier this year to join the 
Bechtel Corp. 


Merged Cleveland 
Agencies to Offer 
’ Sas ’ 
Additional’ Services 
CLEVELAND, Sept. 25—When 
Gerst, Sylvester & Walsh and Ohio 
Advertising Agency consolidate 
here Oct. 1 (AA, Sept. 24) the 
combined new organization will 
have 60 accounts and more than 
$2,000,000 in billings, putting it 
among the city’s “top 10” agencies. 
The agency will keep the GS&W 
name but occupy new quarters at 


3113 Prospect Ave. 


@ Under the merger agreement, 
Arthur Gerst will continue as pres- 
ident. Samuel Abrams, now pres- 
ident of Ohio Advertising, will be- 
come vp. The present GS&W vps, 
Edward Walsh, W. J. Sylvester 
and Charles A. Rymell, will hold 
those posts. 

Greater client service and 
stronger departments were given 
as reasons for the merger. 

“Our combined facilities will 
provide additional services to cli- 
ents in marketing, merchandising, 
promotion and _ publicity,” the 
agencies’ joint announcement said. 


® The principals have been active 
in advertising 20 or more years. 
Mr. Gerst started in 1925 in the 
advertising department of the 
Cleveland Press, later worked for 
|a chain of furniture stores and es- 
tablished his own agency in 1937. 
It became Gerst, Sylvester & Walsh 
in 1950. 

With household furnishings 
dominating, GS&W also lists 
Standard Brewing Co. and the 
electronics division of Thompson 
Products Co. among its clients. 


s Ohio Advertising, established by % 
Mr. Abrams in 1933, has 30 ac- 
counts in the housewares, consum- 
er and industrial fields. It has spe- 
cialized in promotional work and 
publicity, including political cam- 
paigns. 

Mr. Abrams has been president 
of the Cleveland chapter of the 
Four A’s and of the Midwestern 
Advertising Agency Network. 


Cowan Succeeds Young 
Frank Young has resigned as 
publicity director of Screen Gems, 
New York, tv film producer-dis- 
tributor, effective Oct. 1. He has 
P : . H been succeeded by Phil Cowan, 
This ad will appear in several mass consumer magazines ous seas os een areas 


this fall having a combined circulation of 15,000,000. relations at CBS Television to take 
: * It tells readers how to save shopping time and steps, the post. 
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Short copy vs. long copy: 
U 
| The battle’s been raging for a long time. Here is our criterion: a 
‘ \ r 
J Short copy is copy which, regardless of its total length, \ 
captures and holds the reader's interest from first sentence _ ; 3 
to final word, sg 


Long copy is copy which, regardless of its brevity, fails Hi 
to do this. < 


Our copy people have produced a number of outstanding : 
examples of short copy—ranging all the way from 3 sentences 
to well in excess of 1,000 words. 

. DONAHUE & COE, INC. 

Advertising 

| NEW YORK ATLANTA MONTREAL 
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THE 


LANDING 


STRIP 


as seen by 
JOHN BURGOYNE 


Is you build a house on one of 
these modern concrete slabs, better 
put the slab up high where the 
minnows can’t bite you. Some people 
we know thought to add to the con- 
venience of their new home by drill- 
ing their own private well. So the 
drillers banged away for days, and 
what did they get? Dust. One rainy 
day when everybody was ready to 
give up, they went a foot too far 
and hit the jackpot—an artesian well 
big enough to supply three paper 
mills and a steel plant. The unlucky 


lady of the house opened 


all right, though. No 
big swimming pool 
of goldfish. 


x * 


Bet we can tell you something you 
didn’t know about coffee. The coffee 
bean grows in the center of a fruit 
that looks a good deal like a cherry. 
Gathering is done (at least in Cen- 
tral America) by natives fresh from 
the back country. They are told 
never, never to eat the tasty-look- 
ing pulp, but some of them can’t 
resist, and they promptly come down 
with the great-grandfather of all 
bellyaches, permanently losing inter- 
est in coffee picking. What set us 
off about coffee is that a roaster and 
blender, wanting to create a top- 
quality coffee with maximum appeal, 
signed with Burgoyne to check sev- 
eral different blends in Syracuse, 
Phoenix and Springfield. One blend 
was way out in front, and plans are 
being made to spread the glad tid- 
ings nationally. 


xk * 


Time was if you wanted a sponge, 
you bought a product which origi- 
nally lived on the sea bottom. Now 
you are much likelier to buy one 
made of cellulose. Cellulose sponges 
have some marked advantages over 
the natural product—they are uni- 
form in size and quality, they look 
cleaner, and they are safer to use 
on paint or film because there ain’t 
any wandering chunks of coral rock 
hidden inside. Also, they cost less. 
A manufacturer of cellulose prod- 
ucts, wishing to enter the sponge 
market, made up an attractive batch 
of the merchandise and persuaded 
(haw!) Burgoyne to run panel tests 
in Columbus, Indianapolis and 
Omaha to check consumer accept- 
ance. The sponges are now soaking 
up profits for the lucky vendor and 
everybody is happy. You happy? 
Got spots before your eyes? See old 
Doc Burgoyne and have him pre- 
scribe a course of market data. 


FIRST MATIONAL BANK BLDG, CINCINNATI 2, O10 


~~ “9 


Homes | 
Ronk Program (000) | 
1 Republican Convention (Westinghouse, evenings, CBS) 14,454 | 
2 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS 12,593 | 
3 Democratic Convention (Westinghouse, evenings, CBS) 12,155 
4 Republican Convention (Oldsmobile, RCA, Sunbeam evenings, NBC) .... 11,571 
5 GE Theoter (General Electric, CBS) .......... 10,257 | 
6 Lawrence Welk Show (Dodge, ABC) 10,147 
7 Cavalcade of Sports (Gillette, NBC) wn 10,111 
8 $64,000 Challenge (Revion, P. Lorillard, CBS) .... 10,074 
9 Climax (Chrysler, CBS) ete 
10 Gunsmoke (Liggett & Myers, CBS) 9,746 | 
PROGRAM POPULARITY} @ NO RECEIVER “BUTTON” OR CORD 
 @ ENDS CLOTHING STATIC FOREVER 
Homes 44 © USE TELEPHONE NATURALLY 
Rank Program (9) Sigs eeaiecdisin satring sie sepia 
1 Republican Convention (Westinghouse, evenings, CBS) 412 che new Fonemaster Cordes” Batre. - 
2 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) .......-csssssescsessessssssnee 36.1 Sea eee 
8 atic C tion (Westinghouse, e gs, CBS) 34.7 Just clip in the hale and comb a few strands 
4 Republican Convention (Oldsmobile, RCA, Sunbeam, evenings, NBC)... 33.3, gaat the Momemase Raneme It oie’ hake 
5 Lawrence Welk Show (Dodge, ABC) ras 29.7 | ee ee of an ounce. Complete tree- 
6 GE Theater (General Electric, CBS) .... 29.6 Also, ask 19 se the famous Tonemaster stand: 
7 $64,000 Challenge (Revion, P. Lorillard, CBS) 29.6 ae Milage 
8 What's My Line (Helene Curtis, Remington, CBS) 29.1 | r---MAIL COUPON TODAY--—-7 
9 Cavalcade of Sports (Gillette, NBC) 28.6 | } be 4 atnhichsiog Compeny : 
10 Climax (Chrysler, CBS) 28.5 | euattiaiea tt oa | 
| less Barrette: + 
Nielsen Average Audience** 
TOTAL HOMES REACHED 
Rank Program 
1 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
2 $64,000 Challenge (Revion, P. Lorillard, CBS) 9,308 |INVISIBLE—Tonemaster Mfg. Co., 
3 GE Theater (General Electric, CBS) 9,235 | Peoria, Ill., is promoting its cord- 
4 Gunsmoke (Liggett & Myers, CBS) 9,162 | less hearing aid with ads like this 
; peed Line aon a soma mony sa2 |" small-space magazine units. 
Alfred | Hitchcock Presents (Bristol-Myers, \ 
7 Undercurrent (Brown & Williamson, Procter & Gamble, CBS) ......c:seu-- 7,921 oe og = eterson & Hall, 
8 Charles Farrell Show (General Foods, CBS) 7,848 | ae ie agency. 
9 Lawrence Welk Show (Dodge, ABC) 7,483 | 
10 Cavaleade of Sports (Gillette, NBC) 7,410 | 
PROGRAM POPULARITY+ Production of 
Homes 2 ° 
ae ical i) Newsprint Stays 3% 
1 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 276’ Above Consumption 
2 $64,000 Challenge (Revion, P. Lorillard, CBS) 27.4 
3 What's My Line (Helene Curtis, Remington, CBS) 27.0| New York, Sept. 25—Fresh data 
4 Gunsmoke (Liggett & Myers, CBS) ........... 26.7 released last week shows news- 
6 GE Theater (General Electric, CBS) 26.6| print production for the first eight 
6 _— Alfred Hitchcock Presents (Bristol-Myers, CBS) 25.3 |months running ahead of consump- 
7 —_ Undercurrent (Brown & Williamson, Procter & Gamble, CBS) ..............+ 22.7 | tion by about 3%. 
8 Charles Farrell Show (General Foods, CBS) 22.3| Canadian and U.S. mills pro- 
9 lawrence Welk Show (Dodge, ABC) 21.9|duced a record total of 5,439,969 
10 Climax (Chrysler, CBS) 21.5| tons of newsprint during the first 
* Homes reached by all or any part of program, except for homes viewing only one eight months. This was 343,174 
os iin oe, 3 tons or 6.7% higher than in 1955, 
Newsprint Service Bureau reports. 


Nielsen Network TV Ratings 
Two Weeks Ending Aug. 25, 1956 


Copyright by A. C. Nielsen Co. 


Nielsen Total Audience* 
TOTAL HOMES REACHED 


**Homes reached during the average minute of the program. 


+ Percented ratings are based on tv homes within reach of station facilities and by 


each program. 
Trendex TV Ratings 
Sept. 1-7, 1956 
Rank Program 


— 


SCwCaenouUsA Wn — 


$64,000 Question (Revion, CBS) 
$64,000 Challenge (Revion, P. Lorillard, CBS) 


What's My Line (Remington, Stopette, CBS) 


Do You Trust Your Wife (L&M, Frigidaire, CBS) 
I've Got A Secret (R. J. Reynolds, CBS) 


Climax (Chrysler, CBS) 


lux Video Theater (Lever Bros., NBC) .. 


Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 


20th Century-Fox Hour (General Electric, CBS) 


Jackie Gleason (Old Gold, Bulova, CBS) 


! 
rey 
sighs. | 


American Newspaper Publishers 
Assn. reports member newspapers 
consumed 3,385,648 tons of news- 
print in the first eight months. 
This was an increase of 3.8% over 
the comparable period of ’55. 

However, ANPA estimates total 
U.S. newsprint consumption dur- 
ing the period was 4,454,800 tons, 
compared with 4,289,720 tons in 
the same period of ’55. 

Publishers’ stocks at the end of 
August were 40 days’ supply on 
hand and 9 days’ supply in transit, 
compared with 33 days’ on hand 
and 6 days’ in transit at the end of 
August, ’55. 

Reporting on the newsprint out- 
look as cf the end of August, the 


COMPARATIVE 
AVERAGE SALES 
PER ISSUE 


1,595 


PUBLICATION 


y | PLAYBOY 


goes to the top of 
the class at 


THE UNIVERSITY OF TEXAS 


From A Continuing Study of 
College Newsstands Magazine 
Sales,© actual sales, based on 
the average of several issues, 
at newsstands catering pri- 
marily to student traffic at the 
University or Texas. Figures Holiday 
taken directly from the local 

magazine wholesaler’s records. Sports III. 


THE COLLEGE MARKET IS YOURS WITH PLAYBOY 


Collier's 


U.S. Commerce Department esti- 
mates total available U.S. news- 
print supply for 1956 at 7,905,000 
itons. This, it says, is 45,000 tons 
short of expected U.S. demand of 
| 7,050,000 tons. 

There may be an easing in the 
supply-demand relationship in the 
last six months of ’56 through an- 
ticipated new production, the re- 
port says, but it notes that some 
individual consumers may experi- 
ence difficulty in obtaining all the 
newsprint they desire before the 
year ends. 


Marsteller, Rickard Adds One 
Feedrail Corp., New York, has 

appointed Marsteller, Rickard, 

|Gebhardt & Reed to handle its ad- 


Advertising Age, October 1, 1956 


Davison Co. Adds Two 


Two companies have appointed 


‘| Walter C. Davison Co., Los An- 


geles, to handle their advertising. 
They are California Trends, Lo- 
mita, manufacturer of contem- 
porary furniture, and M&D Store 
Fixtures, Alhambra, manufacturer 
of steel display fixtures for both 
drug and hardware stores. 


Collett Joins MacLean-Hunter 
Blaine Collett has been appoint- 
ed director of the Chatelaine In- 
stitute of MacLean-Hunter Pub- 
lishing Co., Toronto. The institute 
is the home service department of 
Chatelaine, a magazine for women. 
Miss Collett was formerly national 
home service director of a Cana- 
dian kitchen appliance manufac- 
turing company. 


Karn Named Scholl A.M. 

Bill Karn, formerly with Spitzer 
& Mills, has been named advertis- 
ing manager of Scholl Mfg. Co., 


'| Toronto. 


ZOUNDUP A 
BIG-MARKET HERD 
OF 194,080 TV SETS 
IN RICH WEST TEX- 
AS WITH ONE ECONOM- 
ICAL. “YES” To THE 

| K DUB STATIONS’ 
OMBINATION. 


& 


LUBBOCK, TEXAS 
KPAR-TY 


KbuUn-A 
LUBBOCK, TEXAS 


President ond Gen. Mgr, W..D. “DUB” ROGERS 


| vertising. Feedrail, a subsidiary of 
| Russell & Stoll Co., manufactures 

trolley electrical distribution sys- 
| tems. 
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Networks Score in Testimony; Now 
Celler Committee Will Think It Over 


(Continued from Page 1) 
and said any “rough edges” 
that had gone before were “now 
smoothed over.” 

The committee also evidenced 
interest in the degree of RCA con- 
trol over NBC, its wholly owned 
subsidiary. The committee cited an 
instance in which a station alleg- 
edly stopped buying DuMont 
equipment and switched to RCA 
when it signed an affiliation agree- 
ment with NBC. The network was 
asked to furnish a list of all NBC 
affiliates who purchased transmit- 
ters and other tv equipment from 
RCA, with the date of the pur- 
chase, the date of the affiliation 
and the amount and nature of 
equipment purchased. 


® The question of free plugs came 
up for the first time while NBC 
was in the spotlight. A memo in 
the continuity acceptance depart- 
ment files brought the subject into 
the discussion. The memo pointed 
out that a lot of people were mak- 
ing a good living selling free plugs. 
It noted that the practice was 
prevalent in one degree or another 
on such shows as “Welcome Trav- 
elers,” “House Party,” “Tennessee 
Ernie Show,” “Pinky Lee Show,” 
Steve Allen’s “Tonight,” “Robert 
Q. Lewis Show,” and the “Jack 
Paar Show,” among others. (Sev- 
eral of these shows are off tv 
now; CBS as well as NBC shows 
were included.) 

The continuity acceptance ex- 
ecutive asserted that the “only 
people in a position to discourage 
...this leeching industry” are the 
networks. 

In commenting on this problem, 
Mr. Sarnoff said plugging is fairly 
extensive throughout the whole in- 
dustry. He added: “We don’t like 
it; the stations don’t like it. But I 
don’t know if we’ll ever be able to 
eliminate it.” There is a constant 
policy of policing, with careful 
checking of scripts, it was stated, 
but this does not stop the ad lib 
free pluggers. 


® Other major points covered in 
the NBC president’s testimony: 

1, Mr. Sarnoff said the network’s 
owned stations do not give prefer- 
ence to films distributed by the 
network’s syndication division. 

2. He would favor the extension 
of the present seven-station limit 
on tv ownership to permit net- 
works—and other companies—to 
acquire more uhf outlets, as a 
stimulant to that section of the 
industry. 

3. NBC has 53 performers under 
contract for a year or more. Milton 
Berle falls in the over-20-years 
category. Jimmy Durante, Eddie 
Fishcr, Martha Raye and Marlin 
Perkins are in the 15-to-19-year 
group. Sid Caesar, Perry Como, 
Dave Garroway, Paul Gilbert, 
Jack Webb and Dr. Frances Hor- 
wich are signed for 10 to 14 years. 

4. Affiliation contracts vary from 
market to market, he said. The 
standard form calls for 24 free 
hours per month, after which sta- 
tions are compensated on the basis 
of 334% of gross time charges. 
New contracts, wherever possible, 
are being revised on the basis of 
30%. 


® In his give-and-take with the 
congressmen, Frank Stanton, pres- 
ident of CBS, pretty well succeed- 
ed, as Chairman Celler put it, in 
taking the “wind out of our sails.” 

The CBS executive opened his 
testimony with the assertion that 
his company will take a “good 
hard look” at the question of con- 
tinued ownership of stock in 
Broadcast Music Inc. if the song- 
writers’ pending lawsuit against 
CBS is terminated and if there is 
assurance of the maintenance of 


competition in the music licensing 
field. 

When an inter-office memo be- 
tween officials at the network in- 
dicated that a Columbia vp had 
discussed with an FCC commis- 
sioner the question of whether a 
Chicago tv license would be 
awarded to CBS or Zenith Radio 
Corp. while the matter was pend- 
ing before the commission, Mr. 
Stanton admitted that this behavi- 
or was in the “twilight zone.” 


= But he said the case was a very 
confused one and that the CBS 
executive was seeking guidance as 
to procedure and not special help. 
Mr. Stanton told the committee 
that his “neck was way out” and 
that he was very eager to protect 
his company’s $6,000,000 invest- 
ment in this deal. He added dryly: 
“I’m not going to do anything 
without lawyers after this.” 

Mr. Stanton denied that CBS 
makes arbitrary decisions in 
awarding or canceling station af- 
filiation contracts. “If we had 
abused that power, there would 
be a parade of men in here to see 
you,” he told the committee. 

In the area of program control, 
the committee was told that the 
1956-57 schedule at CBS breaks 
down like this: 29.6% wholly 
owned network shows; 28% non- 
network productions in which the 


network has a profit participation, | 


and 28% independently produced 
shows in which the network has 
no profit share. 


# Contracts for several shows in 
the second category were entered 
in the record to indicate how much 
of a profit share CBS is getting 
from these programs. Examples 
included: “What’s My Line”’— 
100% of the net profits, if any, 
up to the fifth (13-week) cycle, 
40% thereafter; Orange Bowl— 
50% of the net profits, if any; 
“Brave Eagle”’—50% of the sub- 
sidiary rights in perpetuity; “Jack- 
ie Gleason Show”—formerly 50% 
of the net profits, if any, this year 
no percentage; “I Love Lucy”— 
50% of the net profits, if any; 
“December Bride’”—equal share of 
the net profits, if any, after deduc- 
tions to some of the stars of the 
program; “I’ve Got A Secret”— 
50% of the net profits, if any; 
“Navy Log”—75% of the net prof- 
its, if any, and 50% of the sub- 
sidiary rights in perpetuity. 

Mr. Stanton said the “if any” 
phrase is a key one. “For the most 
part we don’t make money on 
these contracts,” he asserted. 

Mr. Stanton denied the charge 
voiced earlier in these hearings 
that CBS has insisted on profit 
participation from some film pro- 
ducers as a prerequisite for putting 
their shows on the air. 


s He defended the network’s ac- 
tion in the “You Can’t Take It 
With You” vs. “Joe & Mable” case 
cited earlier by Screen Gems as 
an example of the network’s pre- 
ference for its own packages even 
when an advertiser is already sold 
on an independently produced 
show. As he indicated previously 
when this subject came up at a 
Senate commerce committee hear- 
ing, the Columbia official said 
CBS feared that “You Can’t Take 
It With You” could not be sus- 
tained for a full series. But he 
freely admitted that “we misplaced 
our judgment” in the selection’ of 
“Joe & Mable,” which turned out 
to be a flop. 

While Mr. Stanton confirmed the 
fact that six sponsors get up to 
25% discounts, and others earn 
none from the network, he said 
he sees nothing discriminatory in 
this rate structure. 

As was the case with ABC, the 


record showed a wide variance in 
CBS’ contract terms with its af- 
filiates. In some instances, stations 
get 30% of time charges with no 
free hours furnished to the net- 
work; another group receives 30% 
after providing five converted 
hours of free time weekly; a third 
group comprises individualized 
agreements arrived at through 
bargaining. In general, multiple- 
owned stations, such as the Storer 
group, and outlets in areas with a 
scarcity of stations get the highest 
percentage payment from the net- 
work. Highest figure cited was 
40% for WKZO-TV, Kalamazoo, 
Mich. 

Mr. Stanton objected when con- 
tract specifics by call letters were 
put into the record. He said this 
would raise the cost of time for 
advertisers, since all the stations 
will be coming to CBS to demand 
as high a percentage as multiple- 
owned stations and other affiliates 
with strong “bargaining power.” 


= When the probing shifted to the 
talent area, Mr. Stanton stated that 
his company does not make an ef- 
fort to tie up as many top stars 
as possible with long term con- 
tracts. He explained that perform- 
ers want long-term agreements for 
security and tax reasons. 

In signing this stable of talent, 
Mr. Stanton maintained, CBS is 
not performing services compara- 
ble to the old Columbia Artists 
Bureau, which was sold by the 
network in the 1940s as a result 
of anti-trust action. 

At the end of his testimony, Mr. 
Stanton and his aides were ~varm- 
ly commended by the committee 
for their “frank attitude, their 
helpfulness and their willingness 
to admit possible errors.” Rep. 
Celler said Mr. Stanton had helped 
to correct a “number of illusions 
I had about the business.” 


= The first advertiser to appear 
before the group since it opened 
its hearings here was Alan R. Car- 
toun, vp of Longines-Wittnauer 
Watch Co., who was subpoenaed to 
discuss his company’s difficulties 
with “Chronoscope.” 

Under questioning, Mr. Cartoun 
recounted how his company origi- 
nated this 15-minute interview 
show and placed it on CBS-TV in 
1951. Clark H. Getts, a lecturer- 
manager, was hired to secure 
prominent figures to appear on the 
program and to handle other pro- 
duction details. 

After a while the sponsor de- 
cided to step up the show’s sched- 
ule to three times weekly; at this 
time Longines was able to increase 
its neup of stations despite the 
fact that the show was not in net- 
work option time. 

In the early days of the show, 
Mr. Cartoun recalled, there had 
been some discussion with CBS 
executives who said it was con- 
trary to their policy to have a news 
or special events show that was 
not controlled by the network. 
Longines agreed to furnish a guest 
list in advance to CBS and this 
appeared to straighten out the 
matter. 


= However, after a couple of 
years, Victor A. Bennett Co., the 
watch manufacturer’s agency, re- 
ceived a letter from CBS Televi- 
sion saying that “Chronoscope” 
was being dropped as a part of 
an over-all program revision. The 
letter again called attention to the 
network policy requiring programs 
in the opinion area to be the direct 
responsibility of CBS, the testi- 
mony revealed. The show went off 
the air for several months. 

Mr. Cartoun said he was able 
to get the show back on the air 
at its old time after this lapse by 
agreeing to turn the telecast over 
to CBS, which produced it and 
“sold it back to us.” In answer to 
a direct question, he said he 
“would not have done this vol- 
untarily.” 


TRICKY—Pillsbury Mills color ad on Carmel Nut Rolls has much of 

the punch of a spread, though it uses only 60% of the spread space. 

A vertical 60% of the left page is connected with a horizontal 

60% of the right page. Pillsbury says it’s “just trying for an at- 

tention-getting layout.” Ad is in the center spread of the Chicago 
Tribune Magazine of Sept. 30. 


Let Public Dictate 
Newspaper Content, 
Says Publisher List 


Cuicaco, Sept. 27—A newspa- 
per’s success depends on publish- 
ing what the people want to read, 
not what the editors think they 
ought to read, Chicago American 
publisher Stuart List told the Mid- 
America Periodical Distributors 
convention here. 

A newspaper’s circulation suc- 
cess, hé said, can be measured by 
three yardsticks: 


e Product improvement—“We 
must improve our product contin- 
uously, keeping up with people 
and giving them what they want.” 
Today’s emphasis, he said, is on 
entertainment, short news items, 
broader local coverage and back- 
ground material. Evidence of this, 
he pointed out, was the wide- 
spread objection to tv coverage of 
conventions that bumped regular 
programs off the air. 


e Community responsibility— 
“Does the paper discuss the peo- 
ple’s ideas or those of the editor 
or publisher? We publish what is 
right for Chicago and the people’s 
welfare, not as McCormick, 
Knight, Field or Hearst projects, 
but as Chicago projects.” 


e Sound salesmanship—“We must 
sell the paper, not the gimmick,” 
said Mr. List. He condemned gim- 
micks as “hypodermics” for cir- 
culation and not of lasting value. 
Home delivery circulation, he 
noted, is the type that stays. 


Conn Ltd. Names Shields, 
Stewart Division Ad Heads 

Cc. G. Conn Ltd., Elkhart, Ind., 
manufacturer of band and orches- 
tra instruments and organs, has 
appointed Mrs. Vera Shields ad- 
vertising manager of Conn Organ 
Corp., a subsidiary, and Roy G. 
Stewart advertising manager and 


Roy Stewart Vera Shields 


market analyst of the Conn band 
instrument division. Mrs. Shields, 
who has held various advertising 
and promotion positions with Conn 
since 1944, also will handle cor- 
porate publicity and advertising 
for Conn in addition to her work 
for the organ subsidiary. 

Mr. Stewart has been director 
of advertising for Braniff Interna- 
tional Airways for the past four 
years. 


‘Steering Hand to 
Product’ Is Biggest 
Ad Job, AFA Told 


MILWAUKEE, Sept. 25—The 
greatest job advertising can do for 
many preducts is to act as a iast 
minute “hand steerer,” William 
Tyler, vp of Leo Burnett Co., Chi- 
cago, declared here at an eighth 
district convention of the Adver- 
tising Federation of America. 

Mr. Tyler tcld delegates to the 
weekend session that the American 
people have come to the point in 
our buying economy when less 
conscious thought is given to brand 
selection than ever before. 

He said that when a hand 
reaches out for a can of peas on 
a supermarket shelf, wavers be- 
tween two labels and then picks 
one for no conscious reason its 
owner can explain, it is usually 
familiarity—a feeling of safety and 
assurance---that guides the hand to 
the product chosen. 


s “The brand symbol had pene- 
trated into the buyer’s inner con- 
sciousness and only advertising put 
it there,” Mr. Tyler declared. “The 
brand name symbol can make up 
the housewife’s mind for her, save 
her the necessity for making one 
more decision in a decision-filled 
day.” 

Other speakers included Donald 
C. Mitchell of Batten, Barton, 
Durstine & Osborn; Norton F. 
O’Meara, vp and copy supervisor 
for J. Walter Thompson; Douglas 
Smith, advertising and merchan- 
dising director for S. C. Johnson 
Co.; Pierre Martineau, director 
of research for the Chicago Trib- 
une, and S. R. Bernstein, editor of 
ADVERTISING AGE. 

Gorden M. Malen of Minnea- 


polis was elected governor of the | 


district at the final convention ses- 
sion. Richard G. Wells, Milwaukee, 
was named Ist It. governor; Jack 
Swedish, Racine, 2nd It. governor, 
and Kay Runyon, Minneapolis, 
secretary-treasurer. 


‘Toronto Star Weekly’ 
Assumes New Look Nov. 3 


The Toronto Star’s magazine, 
Star Weekly, will appear in dras- 
tically modernized attire Nov. 3, 
representatives of the Star and of 
Ward Griffith Co. told a selected 
group of advertisers and agency 
men and women at a Chicago pre- 
sentation Sept. 25. The four sec- 
tions of the weekly—magazine, 
roto, comics and novel—will be 
harmonized in content, their size 
will be reduced to tabloid and they 
will be in separable units sold in 
wraparound form. Rates for the 
publication will remain the same, 
except for the gravure magazine 
section, which will charge $3.75 
a line, up from $2.50, because of 
the higher cost of stock required 
in the conversion to all-roto manu- 
facture. 
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lof tech. bulletins, 
Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap | Hicity, etc. Met. NYC j 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 per 


POSITIONS WANTED | REPRESENTATIVES AVAILABLE | 
CHEMIST-33 wide tech. and gen. educa-| A creative, energetic, young rep has: 
tion seeks interesting position as a writer | openings for additional publications, Ohio! 
sales promotion, pub- | territory. Box 8482, Advertising Age. j 

200 E. Illinois St., Chicago 11, Illinois | 


Chickens*' het & 
O nedy mn hem at 


} 


ATTENTION PUBLISHERS! } 
This is the first week of October. ..Who 
will be closing your 1957 contracts in 
| Michigan? Experienced Publishers repre- 
sentatives available for this Multi-Billion | 
Dollar market. . .Headquarters in Detroit. 
Box 9002, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
MISCELLANEOUS | 
YOUR PRODUCT placed on Los Angeles’ 
and National Giveaway Shows at low! 
cost. We also arrange Film Star Endorse-! 
ments. Write Roberts & Gail, 5880 Holly- 
wood Blvd., Hollywood 28, Calif. 
PERSONAL NOTICE 
GEORGE: If vour agency has a client that 
packs a free flowing, dry solid, 


Box 8937, ADVERTISING AGE | 
A 


line. Add two lines for box number. Copy deadline, Chicago office, Wed y $00 Lexingios Ave, Now York 17, N.Y. 
noon 5 days preceding publication date. Display classified takes card rate of Combined stuiahaatios & aE, 
: . . é e ex- 
$16.50 per column inch, and card discounts, size and frequency apply. perience (copy, layout, production, cata- 
logs, house organs, budgeting) in both 
agency & client industrial advertising. 
Age 27, college, married, veteran. Chicago 
area. 
Box 8991, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
RADIO-TV SPOT BUYER/ADMIN. ASS'T. 
~-- g —~ ane ee ee heavy and versatile ad agcy. exp., good 
or widely v e s acts, interested i - - 
—s 2 of printed — Some — merestes in medium-cined agen 
'V experience will be an asset. eman|;”” Bg 8992, ADV 
we want is a seasoned self-starter—not) 499 oe ene tg any, NG 


America's foremost livestock and povitry artist has illustrat- 
od these 3 Clip book 


HELP WANTED 
EXPERIENCED AGENCY COPYWRITER 
Solidly established and soundly growing | 
midwest agency now ready to add another 
key member to its creative staff. Must be 


HELP WANTED 
ARTIST for largest litho art department 
on West Coast. Must be experienced in 
full-color comp. design and lettering of | 
packages, labels and p.o.p. advertising 
material, some rendering in chalks. Sal-| 
ary open. 
Box 8958, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
GREAT OPPORTUNITY 


for just a “word mechanic”—probably be- 
th ‘ ill wel-|  ADVERTISING-SALES PROMOTION 
Se OP an suns ie Giaes te olsen is 0 phoomand Young man-7 yrs. hard goods exp.; Sales | contact me at once. We have just | 
Prom., Product Adv. (over million dollar perfected an automatic mneasur- | 


cousiete PROMOTION MAN OR WOMAN 
We are expanding our department. We 
need an experienced man or woman who 
ean preduce hard-hitting newspaper ad- 


ing device that dispenses pre- 
determined quantities with each | 
pour. It's a simple gadget that 
costs a fraction of a cent. Adds 


town of 130,000. His starting salary will 
be consistent with his ability and experi- 
ence. This is an exceptional opportunity | 
to get in on the ground floor with an ex-| 


budgets, media, media, Prod.) seeks more 

challenging position with top company. 
Box 8993, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 


ALL THREE (3) 


VETUGENS, DSCUASUED, AD CebeS yy = ceptional organization. If you think you're 
: e . . 
a pa bs assent adver-| Our man, write and tell us why, in detail LETTERING ARTIST =. . gel. pourine = right 
tising department, ad agency or depart-| ‘don't send samples until requested.) All| Top qual. all phases. Free lance or perm. Sconeeiy iv. Mi ggg a rena FOR ONLY ‘ 
} replies held in strict confidence. Box 8994, ADVERTISING AGE eabetee a taier Tie: dar eases 
| fellows a hero with the account $8.00 rostran 
7265 Wo. Ridge Drive OMANA 11, NEBR, 


200 E. Illinois St., Chicago 11, Illinois 


FREE LANCE LAYOUT, ART DIRECTION 
-|of top quality available at reasonable 


ment store, a professor of journalism, or 


for a ‘or prospective accounts) if you 


present it first. Call, write z 
wire me at United States | 


Box 8989, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING MAN ................ 


CLIP AD NOW - Mail Today 


an advertising m 
turer. 


tered Container Corp., 527 Madi- 


Experience and ability to work with top| required by progressive manufacturer. . -a| prices in return for volume of work. 

management on planning and executing | liaison man to interpret display and mer- Box 8995, ADVERTISING AGE son Ave., New York 22, N.Y. 

campaigns are basic requirements. chandising requirements of variety chains. | 200 E. Illinois St., Chicago 11, Illinois PLaza 1-0642 after JANUARY 1, 1957, a well 
Good common sense with creative ability | <OpyYWRITER ® YEARS EXPERIENCE ; Stan qualified and known PUBLISHER 

Advertising experience and copy “know-| essential. . .will work closely with sales| \ ants change. Newspaper. Ward's, agen : with nearly thirty years of operat- 

how” are absolute ities. Man with | department and ad agency. Write, giving | ‘dustrial exper. Missouri grad., "48 UNKNOWN SPACE. WHEN... Se expettense SS Sieemtating aes 

solid advertising and sales background/ experience and salary requirements. Box 8996, ADVERTISING AGE 3008 Sect ane 1 annitehiis Ges Mas-tecne ee oSieeial wolieien 4 


at this —— Michigan Avenue ad- 
dress! PROMINENTLY located in the cen- ; 
ter of Chicago's advertising activity, this ooper pees. Highest of references 
space is ideal for small advertising agency 5 

or representative. Immediately Ss ailabie | 008 en ; 
(air-conditioned of course). | ; “ igo ft. 

Suite 1920, Lendon Guarantee Building 
360 North Michigan Avenue 
Chicago 1, Illinois 
CLOSING OUT— 

350,000 BEVERAGE BOTTLE STOPPERS 
Fine quality—retail ea. 19¢ to 25¢. Your 
cost for complete lot 2'e¢ ea. bulk or 3'2¢ requires analyst for their Marketing 
ea. carded. For samples write: |] Research staff. Applicants should 

Box 9003, ADVERTISING AGE have three or more years experience 

200 E. Illinois St., Chicago 11, Illinois in the marketing research depart- 
ment of a consumer goods company 
or an advertising agency. Compre- 
hensive knowledge of marketing re- 


x 8985, ADVERTISING AGE 
industrial magazine as well as news- 


Bo 
200 E. Mlinois St., Chicago 11, Illinois 


Adv. Agency account executive to handle 
established accounts is offered opportun- 
ity to grow and prosper with one of 
Texas’ oldest and strongest agencies doing 
diversified consumer and industrial busi- 
ness. This job has a present and a future 
for a solid guy under 40 who has a min- 
imum of 5 years agency experience and a 
flair for imaginative, selling copy. Owner- 
ship participation is a possibility for the 
right man. Please write fully and send 
resume. Our staff knows of this ad. 
Box 8986, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Mlinois 


Interested in interviewing artists with a 
background of layout, illustration and 


200 E. illinois St., Chicago 11, Illinois 
Nine years of space selling experience 
with top national business publications. 
Have proven sales record. Looking for 
space selling job with ultimate goal-sales 
management. Willing to relocate. Salary 
requirements—$10,000 to $12,000. 

Box 8997, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 

PRODUCT OR ADVERTISING MGR. 
Have been next to top marketing man on 
packaged food products, multi-million ad 
budget, long enough for well rounded ex- 
perience. Ready for responsibility at Prod- 
uct or Advertising Mgr. level. MBA de- 
gree. $12,000 to $15,000. 

Box 8998, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


will be given preference. Prefer man un- 
der 40, college graduate not essential but 


preferred. 

Salary will be commensurate with your 
ability to produce and in accordance with 
your experience. 


Free life and hospitalization insurance, 
company paid pension plan and other 
company benefits. If writing, include age, 
marital status, experience, salary require- 
ments, samples of your work and recent 
picture. 

What do you have to offer? Write a ab 


Stolpe, Promotion Manager, The 
Moines Register and Tribune Company, 


Marketing Research Analyst 


Leading consumer goods company 


Des Moines, Iowa. ac 
finished art. W. H. Watson Advertising, 
If You're in ADVERTISING i F SUCCESS STORY 
Your Job is MY BUSINESS ae. ee oan ss During the past 15 years (I'm now 42) I've NEW BUSINESS search techniques essential. 
Call Miss Barnard at JOB M been highly successful in building greater Attractive salary and unusual em- 
Wa. 32-2306 for the really TIVE TALENT profits for my employers through methods PROSPECT ploye benefit pian including bonus 
BIG positions in o. ADMIRER AaIVE PERSONNEL I have initiated to increase efficiency and = profit sharing arrangement. 
Radin, Sy: ee aeetit MOLENE An 3.4424 cut caste, Set on supervising eutiter. Gen We are look for the adver- pane age A lacated te plecsant Wie- 
__202 S. State St, Rm. 1116. panko as tar-well Cteage 3.15 @0 employee Accounting Department for | tising man who is interested resume to. box 260. ADVERTISING 
Semi-technical Editor for well establis the nation’s 1 t industrial firms. , rer AGE, 200 E. Illinois St.. Chicago 11, 
Y eae ere ag nn ny monthly magazine having world wide cir- I'm poe ty any ont aoe “te ladder. in “building” a new account Illinois. e 
oung : hed fi culation. Ideal Eastern suburban working | as Controller's t. (or its equivalent) f hi WwW th 
ment of old, reliable, establis rm ‘ , pos or his agency. e are e 
Must know co-operative advertising. Sal-| and living conditions. with a smaller but progressive firm where ‘ ™ b> 
commensurate with experience. All ox 8987, ADVERTISING AGE renumeration will match ability. national distributors of a 
replies confidential. Write: 480 Lexington Ave., New York 17, N.Y. Box 8999, ADVERTISING AGE universal woman's product PERSONNEL 
x 8988, ADVERTISING AGE ADVERTISING & PUBLISHING 480 Lexington Ave., New York 17, N.Y. - p 
200 E. Mlinois St.. Chicago 11, Tilinois FOR ALL TYPES OF PLACEMENTS Publicity-Public Relations-Advertising that enjoys more product OPENING 
GEORGE WILLIAMS - PLACEMENTS Publicity Director of 4A agency handling 1 s th thi 
exciusiveness than anything Leading national advertising 


consumer and industrial accounts seeks 
challenging new — with ee 
counsel or in promotion department of in- 
family in a town of 50,000. with good dustrial concern. Engineering degree com- 
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ARTIST. ..One who wants to raise his agency (Chicago) has opening 


for assistant manager of person- 
nel department. Finest possible 
working conditions. Extremely 
generous profit sharing plan, un- 
usually good life and hospitali- 
zation insurance and attractive 
vacation policy. 

Write us giving your experience 
and salary required. Box 255, 
Advertising Age, 200 E. Illinois 
St., Chicago 11, Illinois. 


we have about 30% distri- 
bution (geographically). We 
have found that advertising 
men are most attracted to 
our “product story” and in- 
comparable packaging. We 
assist our present dealers 
generously in local adver- 
tising programs. 


Complete details including 
samples will be sent if re- 


pet 


EXCEPTIONAL 
OPPORTUNITY 


FOR SALES PROMOTION: MAN! 


. Advertising Art 
Gervlon, Sor South Sra Street. La Coenen, ing trade-paper publisher. Salary—$10- 
Wisconsin. 12,000. 
PUBLIC RELATIONS MAN 
Consulting Me grey — 
tion in NYC, seeks services of a ic 
Relations man. We offer a private office| Available for part-time ———— ar- 
in our off Park Ave. penthouse suite. Our ticles, research, surveys. Photos. 

Box 9001, ADVERTISING AGE 


clients are Jour OENTINING AGE 200 E. Mlinois St., Chicago 1!. Ilinois 
480 Lexington Ave., New York 17, N.Y. 


Box 9000, ADVERTISING AGE 
200 E. Miinois St., Chicago 11, Illinois 


WRITER-COPY-ALL MEDIA 


WANTED 
CIRCULATION MANAGER 
We need a man 27-40 years of age 


OPPORTUNITIES 
ART DIRECTOR 
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Advertising Agency..........To $15,000 with circulation sales experience. : ° 
One of our clients is looking et eS eeaad te 6tneee Must be able to write sales letters quested on your letterhead. The Chicago Offices of this 
and assume responsibilities of su- Box 257, Advertising Age, t | 


ACCT. EXECUTIVE—4 Agencies 
Food -Consumer Geste- a 


coprwarrens to $16,090 National Advertising 


pte eee in field from our 
ce and other ng 


ause 


200 E. Illinois St., Chicago 8 


for a young sales promotion 
11, Mlinois. | 


home o 
details. Must be a salesman 


man on his way up. He must 


will deal with the creation, 
direction and follow-through 
of merchandising promotions 
for dealers and distributor or- 
ganizations. He will, in addi- 
tion, be involved in promo- 
tional work associated with 
TV programs. The man we're 
looking for is probably under 
thirty and has at least two 
years of sound and direct ex- 
perience in this specialized 
field. Salary fully commensu- 
rate with talent and experi- 
ence. 


Please mail résumé and recent 
snapshot as soon as possible to: 


Robert C. Bullen 
MacFarland, Aveyard & Co. 
333 NORTH MICHIGAN AVE. 
CHICAGO 1, ILLINOIS 


Agency -Mfging.-Consumer 


PUBLIC RELATIONS MEN 

Consumer Industrial products 

and Institutional $6,000 to $10,000 
TECHNICAL WRITERS ME OR EE $1,200 


all men under him are salesmen and 


plete details about yourself. 
W. D. Hoard, Jr. 
HOARD’S DAIRYMAN 
Fort Atkinson, Wisconsin 


To $7 
See or Write ART SNYDER in Confidence 
CADILLAC EMPLOYMENT AGENCY 
220 So. State St. Chicago WA 2-4800 


187 N. LASALLE, CHICAGO = ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


Fine, Fast, Fairly Priced Photography 


pics 


Photographers 
DEARBORN 2-1062 


Dwar owas sipmrime & 


CHICAGO OFFICE SPACE 
One Entire Floor 


Completely 
air conditioned 
Receptionist 
Automatic elevator 


716 N. Rush St., 


Chicago 11, til. 
DE 7-3870 


MR. ARTIST! WHERE WILL YOU BE 2 OR 3 YEARS FROM NOW? 


Still struggling up the ladder . . . still on the big city merry go round .. . 
still waiting for that art directorship opening? 

YOU NEEDN'T BE .. . If you make this your year of decision and join 
the growing ranks of Western Wisconsin's only fully accredited Advertising 


Agency. If you're young, ambitious and 


can carry the art from layout to 


comp. to finish on a wide variety of accounts this is your chance to build 


a bright future as our Art Director. We're 
creative thinking .. . 


will pay commensurate with your ability . . 


looking for wide awake, aggressive, 
. and 


count you in on our pension & profit sharing plan. 


The door’s wide open for the right man . . 


. you'll work long and hard 


ve but you and your family will enjoy every minute of it in this beautiful, 
friendly city of 55,000. in the scenic heart of vacationjand. Call or write 
giving full resume. JEFFERSON ADVERTISING AGENCY, 316 EXCHANGE 


BLDG. LA CROSSE, WISCONSIN. 


. 


ing, sales promotion and public re- 
lations. Currently heads department 
at one of nation’s largest metalwork- 
ing companies. Two degrees, age 42, 
looking for a future with client or 
agency where marketing efforts are 
important and organization is needed. 
Box 248, ADVERTISING AGE, 200 
E. Illinois St., Chicago 11, Illinois. 


“Our 45th Year” 
Media Group Supervisor. ...to $15M 
(all media, management potential). 
TV Writer, agency........ to $17,500 
Merchandising Director ....$15-17M 
Assistant A.E. (2) food........$8,000 


GLADER CORPORATION 
“The Agency's Agency” 
Don Harris, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


Agency Needs A 


ones . a  OPPRT to $12,000 
be willing to re-locate in a TV COMMERCIAL COPY WRITER ood ones. Experience in selling to || ren as as ap a= as a= oo om oo oe oo oo 
i eucneun 9a,ee8 te $13 08 — of value. ABC knowledge 
Pee 90000. His ducies | | eee This Rimmament, opportunity VERSATILE 
i 000. His duties , and will be filled in the near future 
munity of 90, mepia SOUTER ne: 87.000 ve "0.000 yy good man. Write us if you would MARKETING ADMINISTRATOR 
like more information. Give com- Qualified in all phases of advertis- ADVERTISING 


MAN 


We'll pay a good salary and offer 
opportunity for a 
competent copy man who is well 


exceptional 


experienced in radio, TV, print, 
and merchandising. Write fully. 
All replies confidential. Our em- 
ployees know of this ad. Box 215, 
Advertising Age, 200 E. Illinois 
St., Chicago 11, IIl. 


PRODUCT MANAGER— 
Marketing Department of 
leading manufacturer of 
Food Packaging materials 
located in metropolitan Bos- 
ton area needs a real self- 
‘| starter, with boundless 
enthusiasm and consuming 
curiosity. He has ability to 


- 


HELP WANTED 


analyze marketing problems 
and set up and introduce 
sales and promotion pro- 
grams to solve these prob- 
lems. Minimum 5 years ex- 
perience. Send complete 
resume to Box 250, Adver- 
tising Age, 480 Lexington 
Ave., New York 17, N. Y. 
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Advertising Age, October 1, 1956 


DRAKE PERSONNEL, INC. 
Confidential Rapid Nationwide 
MARKET RESEARCH $10-$12,000 

Food bkgd. Top level co. 

PUBLIC RELATIONS $10-$12,000 

Food bkgd. Form new dept. 
ACCOUNT EXECUTIVE $12-$15,000 

Consumer bkgd. 4A Agency 

JUNIOR ADVERTISING 


EDITOR $6,500 
House Organ for mfr. 
ASST. ACCOUNT EXEC. $8-$9,000 


Age 30. Agency food bked. 
AGRICULTURAL ADV. ASST. $8,000 
Solid copy bkgd. Chem. mfr. 


B. L. CLEM 
220 S. State Chicago HA 7-8600 


ADVERTISING PRODUCTION MANAGER 
Age 37, 16 yrs. experience all phases 
of production, typography, fithog. 
raphy, letterpress, rotogravure, cata- 
log, direct mail, publications etc. 

ic experience. $12,000 minimum 
Salary plus bonus and retirement 


plan. 
Box 249, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ACCOUNT EXECUTIVE 


Exceptional opportunity for account 
man who is able to secure immediate 
billing. Liberal compensation and 
chance to participate in our future 
growth. We're a 4-A agency with 
national and regional accounts. 

Box 256. ADVERTISING AGE, 480 
Lexington Ave., New York 17, N. Y. 


PUBLIC RELATIONS 
DIRECTOR 


Medium sized 4-A Advertising 
Agency in midwestern city needs 
experienced PR man to head 
aew department. Must be quali- 
fied to handle public relations 
and publicity for agency’s in- 
dustrial accounts. Write stating 
experience, education, age and 
salary requirements. All replies 
held in strict confidence. 

Box No. 252, Advertising Age, 
200 E. Illinois St., Chicaog 11, 
Illinois. 


Australians 
‘Spend First 
TV Evening 


(Continued from Page 3) 
lagged badly. The best available 
information puts the number of 
sets installed at “less than one per 
5,000 homes,” in both Sydney and 
Melbourne. 

The trade is optimistic that sales 
will pick up quickly now that reg- 
ular transmissions have begun. 


s Australian Assn. of Advertising 
Agencies President John Clemen- 
ger predicts a sales boom in the 
next few months. “Tv has a power- 


ful appeal,” he said. “Once you, Opposes Trading Stamps 


|/ way of mass sales for some time. | stamps. According to Charles L. 
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;Chemical Sales Corp., Philadel- 


The Virginia Gasoline Retailers| phia. He has been general sales 
manager of the chemical division 


of Publicker Industries Inc. 


have seen it, you can’t rest until, 
you have a set of your own.” _Assn., during its first annual con- 
The high price of sets will prob- vention in Richmond, voiced op- 
ably be the major obstacle in the! position to the use of trading 
Toledo Adclub Elects Solon 
Jack Solon, Jack Solon Associ- 
ates, has been elected president of 
the Advertising Club. of Toledo. 


/Todd, president, the association 
feels the practice is not profitable 
and that service stations must in- 


A 17” set, bought on the instal- 
ment plan, with service paid for 
12 months, costs nearly the Au- 


Wonderful Opportunity 
for Account Executive 
With Feed Experience. 


Must know feeds and feed merchandising. 
We want an experienced, sales-minded, 
creative advertising man. Work includes 
advertising plans. writing keynote copy, 
client contact on national accounts. Un- 
usual future as key member of client 
service team with increasing earnings in 
profit sharing incentive plan. This ts a 
real opportunity for a man to progress, 
and to live in a delightful home type city, 
free of big city tensi Send 
picture and complete personal data. 


N. A. WINTER ADVERTISING AGCY. 
12th Floor, Paramount Building 
Des Moines, lowa 


EXEC. MGR. WANTED 
PREMIUM STAMP CO. 


Take full charge major independent 
stamp corp. in Calif. Top-manage- 
ment stamp experience. $9,000 to 
$12,000. Confidential. Box 254, Ad- 
vertising - 480 Lexington Ave., 
New York 17, N. Y. 


ACCOUNT EXECUTIVE 
$10,000 


Midwest agency seeks man with definite 
advertising history in business machines 
or relatcd processing equipment, with 
either agency or manufacturer. If quali- 
fied, contact me in confidence. 
GEORGE E. PYLKAS 
Exceutive Advertising Consultant 


Wabash ~yy | 
202 S. State St. Chicago 4, WAbash 2-5020 


Miami AD Agency 


needs—print & TV copywriters, ad 
designers and copy-contact men 
on travel, resort, airline accounts. 
If you're far above average, this 
can be your golden future. 
Interviews in New York in Octo- 
ber. Write fully. Box 261, ADVER- 
TISING AGE, 200 E. Illinois St., 
Chicago 11, Illinois. 


Two 

TRAFFIC OPERATORS” 
We need another capable, experienced 
print traffic operator, who also has a 
knowledge of production. Must have 
equivalent of four years experience. 
We also need experienced Radio-TV 
Traffic operator. 
We offer interesting assignments, real 
opportunity for capable people, excel- 
lent employee benefits. 
Reply fully by mail, please . . . 
McCann-Erickson, Inc. 318 South 
Michigan Ave., Chicago 4. 


ADVERTISING MANAGER FOR 
TUCSON, ARIZONA JEWELRY STORE 
$5000 per year to man or woman to take 
charge of high quality jewelry store ad- 
vertising and public relations. Kindly 
send résumé and photo with first letter 
and advise when available. 

Box 251, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


DIRECTOR 


MARKETING RESEARCH 


New opportunity created , 4. ex- 
nsion of the Business Research 
partment of consumer goods man- 

ufacturer of internationally distrib- 

uted and advertised products. 


Applicants should have the follow- 
ing qualifications: Five or more 
years experience in the marketing 
research field. Presently Director or 
Assistant Director of Marketing Re- 
search for consumer g manu- 
facturer or advertising agency. Ex- 


programs, project st 
lesign, execution 
of projects and report writing. 
Attractive financial arrangements 
including unusual employe benefit 
plan, bonus and profit sharing ar- 
rangement. Company is located in 
leasant southern isconsin city. 
Please send complete resume. 


Box 259 Advertising Age 
260 E. Illinois St., Chicago 11, DL. 


COPYWRITER — IDEA MAN — 


Young. creative man needed for 
Advertising and Sales Promotion 
Department of progressive engi- 
neering firm in southwest. 

Pleasant climate, good opportunity. 
Give resume. Replies confidential. 
Personnel Manager, Lytle Engineer- 
ing & Mfg. Co.. 1404 San Mateo S. E. 


Albuquerque. New Mexico. 


The Midwest's 
eutstanding placement 
service for Adv. - Art & 

allied fields. 


By appointment only 
59 E. MADISON + SUITE 1417 


Bl RCH 
Se ocotiva 


Placement 
Counselors 


CEntrel 6-5670 


SELLING MANAGEMENT? 


One of New York's leading industrial and 
package design organizations sceks part- 
time sales assistance from men with en- 
tree to manufacturing executives in New 
York, New England, W gton, Phila- 
delphia and New Jersey. If you are now 
selling top management, our plan may 
be of interest to you. 

Box 258, ADVERTISING age 


480 Lexington Ave., New York 17, N. Y. 


AVAILABLE NEW YORK CITY 
Private office furnished. Grand 


Central Terminal Building. Ideal 
for space salesman or other rep. 
Share services secretary. Rea- 
—— Inquire Murray Hil 
6-4185. 


UNUSUAL 
PUBLISHING 
OPPORTUNITY 


If you are looking for a sound 
publishing investment, I have 
two monthly publications and a 
catalogue well established in the 
food field. Volume running over 
$300,000—one Drea ayee > is paid 
circulation, other is audited free 
circulation. Half cash and ade- 
uate references will handle. For 
urther information, write— 
Box 253, Advertising Age, 200 
E. Illinois St., Chicago 11, Illinois. 


stralian equivalent of $700. 

A substantial part of this cost is 
tax. There is a federal government 
sales tax of 25%, high customs and 
excise charges on tubes, and a 
state tax of 1% 
Wales and Victoria on instalment 
purchases. 

TCN’s television debut gives it a 
long start on its competitors. Syd- 
ney commercial station, ATN, is 
not scheduled to begin transmis- 
sions until early in December. The 
two Melbourne commercial sta- 
tions are due to begin early in No- 
vember. The government stations 
(non-commercial) in Sydney and 
Melbourne also will be on the air 
in November. Television licenses 
at present are restricted to these 
two cities. 


N.Y. Broadcasters Elect 

Edmond R. Vadeboncoeur, pres- 
ident and general manager of| 
Central New York Broadcasting | 
Corp., Syracuse, has been elected | 
president of the New York State} 
Broadcasters Assn. Other new of-} 
ficers elected were William Doern, | 
WEBR, Buffalo, 
Gray, WOR-TV, New York, 2nd 
vp; George Dunham, WNBF-TV, 
Binghamton, treasurer, and Elliott} 
Stewart, WIBX, Utica, secretary. 


in New South 


crease their prices tO cover the 
cost of the stamps. 


Publicker Elects Bonyun 
H. A. Bonyun Jr. has been elect- 
ed a vp of Publicker Alcohol & 


vp; George Korhumel, 


Other new officers are T. Russell 
Chick, Electric Auto-Lite Co., 
Supericr 
Typesetting Co., 2nd vp, and Har- 
old Nickerson, Toledo Chamber of 
Commerce, secretary-treasurer. 


Ist 


lst vp; Gordon 


No. 71 of a series 


The NEWS of the Rockies 


With 14,635,906 lines total for the 
first eight months, we have exceeded 
the same period last year (which was 
our biggest year) by 654.644 lines, 


untaimn- 


s 
z \ v 
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MARKET DATA BOOK CONTEST 


Imagine spending three glorious fun- 
filled weeks basking on the sun-drenched 
sands of Waikiki Beach . . . enjoying the 
plush comforts of the Royal Hawaiian 
Hotel and visiting other nearby tropical 
islands with all expenses paid! 


You can—if you enter Industrial Market- 
ing’s Market Data Book contest and your 
entry is selected as the winner. 


There are no complicated contest rules— 
not even a formal entry blank. Simply 
write us a letter on “How I Use the Market 
Data Book.” Make it as short or as long 
as you choose. 

Each year we receive hundreds of letters 
from enthusiastic users of the Market Data 
& Directory Number. But there are prob- 
ably many new uses for this unique refer- 
ence book, as well as unusual applications 
of the information it contains. So we would 
like you to write and tell us how you use 
it—for example, how does it serve you in 
sizing up fields for new product promo- 
tion? For getting basic statistics on market 
potentials—for selecting publications for 
advertising campaigns? Where does it fit 
into your — for expanding your 
product promotion 


Any advertiser or agency man who uses 


the Market Data Book is eligible. If the 
judges select your letter as the winnin 
entry, youll be awarded the 3-wee 
$1500.00 Hawaiian trip for two, including 
ee choice of travelling across the Pacific 
y sea or by air. IM will pay your trans- 
i costs to the west coast, where 
appiness Tours will take over, arranging 
all travel details and your three weeks of 
fun and entertainment. 
And, even if don’t win the trip to Hawaii, 
you may win one of the twenty handsome 
Eastman Kodak 8mm Browie movie cam- 
eras that will be awarded to the next best 
twenty entries. 
With a total of twenty-one prizes to be 
awarded—including the fabulous 3-week 
all-expense Hawaiian trip for two—your 
entry has an excellent chance of being a 
winner. 
So don’t put it off—write your letter telling 
“How I Use The Market Data Book” to- 
day. The contest closes December 1, 1956. 


Send your letter to . . . 


The Editor 
INDUSTRIAL MARKETING 


200 EAST ILLINOIS 
CHICAGO 11, ILLINOIS 


...OR ONE OF TWENTY OTHER VALUABLE 
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On the International Scene... 


Sweden Alftacks 15% Agency Pay 


StTockHouM, Sept. 25—The Swed- 
ish Trade Commission, a govern- 
ment erfency, has lowered the 
boom on the 15% advertising agen- 
cy commission and the entire agen- 
cy recognition system. 

Following a lengthy investiga- 
tion, the commission has ruled 
that these practices are monopo- 


listic and should be abolished. This 


finding parallels the anti-trust ac- 
tion initiated by the U.S. govern- 
ment last year and settled by con- 
sent decree. 

In Sweden, the 15% commission 
is granted by newspapers to agen- 
cies recognized by the publishers’ 
association. Unrecognized agencies 
have to bill their clients for serv- 
ices, with the result that advertis- 
ing placed through the recognized 
agencies is cheaper to the advertis- 
er. 


® Rebating to clients is strictly 
prohibited, as is any tampering 
with card rates. 
The government now threatens 
to overturn the entire system. The 
_ trade commission, in presenting its 
long-awaited decision, stated: 


e 1. Granting of commissions to 
recognized agencies only limits 
competition in the agency field, 
freezing out the unrecognized 
agencies and the numerous adver- 
tising consultants who operate in 
this country. 

e 2. Advertisers who operate 
house agencies or who don’t re- 
quire all of the services covered by 
the 15% commission should get re- 
bates. 

e 3. Advertising agencies should 
compete on price as well as serv- 
ice. 


|@ 4. The present system tends to 
inflate the prices of products, since 
it forces large advertisers with ad 
departments of their own to go 
through an agency instead of 


earning a rebate from media. 


had argued previously that the 
|recognition system was necessary 
to qualify agencies and assure ad- 
vertisers that they are dealing with 
responsible intermediaries. The 
commission, however, said that 
other means could be found to 
guarantee the credit standing of 
agencies. 

Criticism has been voiced in the 
past that it is difficult for a new 
agency to get started in Sweden. 
This was one of the factors behind 
the current action of the govern- 
ment. For many years, the Publish- 
ers Assn. extended recognition to 
only 15 agencies. It has loosened up 
in the past few years and there 
are now about 30 recognized agen- 
cies. 


= Swedish agencies are required to 
have working capital of $25,000 to 
gain recognition. 

On one point, the trade commis- 
sion retreated. At the start of the 
investigation, it was widely be- 
lieved that the government would 
move to have media ad rates set 
freely, in the open marketplace. 
However, the commission now 
states that it is all right for card 
rates to be followed, with one ex- 
ception: Advertisers who prepare 
their own advertising should be 
allowed the discount granted to 
agencies in the form of a commis- 
sion. 


Tatham-Laird Gives 


Employes Lie Test 
in Petty Cash Theft 


(Continued from Page 3) 

The theft apparently occurred 
Sept. 4. On Sept. 6, a memoran- 
dum was sent to everyone in the 
agency stating that the bonding 
company had determined that 
everyone sitting within six feet 
of the accounts receivable desk or 
any one having dealings with the 
petty cash department were sus- 
pects, AA was informed. 

Some construction workers on 
the premises were not asked to 
take the tests, AA was told. 


@ The tests were given in the 
agency’s office by the John E. 
Reid Co., a local lie detector com- 
pany, and were completed Sept. 
17. Sandwiched in with such in- 
nocuous questions as “Do you live 
in Illinois?” and “Do you work for 
Tatham-Laird” were questions like 
the following: 

“Did you on Sept. 4 take some 
cash and an envelope from Ta- 
tham-Laird?” 

“Have you ever stolen any- 
thing?” (AA was informed that 
Fred Winter, agency treasurer, 
made it clear that this question in- 
cluded anything which might have 
been stolen as a child.) 

“Have you ever taken anything 
fr Tatham-Laird?” 

“Have you ever taken any petty 
cash? People’s purses?” 

“If you were a member of man- 


agement, whom would you aad 


pect?” 
“Do you know anything about 
this?” 


= J. Kenneth Laird Jr., agency 
president, told AA that there had 
been a number of thefts of small 


said the agency was anxious to 
clear up the situation, and at the 
urging of the bonding company, he 
authorized Fred Winter to hold the 
tests. 

Before the tests were given, Mr. 
Laird said, several meetings were 
held with employes to inform 
them about test questions and 
what to expect during the test. 
Employes were told that taking the 
test would be voluntary, and that 
they would be asked to sign waiver 
releases, a standard procedure in 
such cases, he said. 


s Mr. Laird emphasized that em- 
ployes were told that they did not 
have to take the test and would 
not be dismissed if they didn’t, but 
| were asked to cooperate with the 
| agency by taking it. All who were 
asked to be tested complied, he 
said. Some employes, however, in- 
sisted that even though the tests 
were officially designated as vol- 
untary, it was made plain that re- 
fusal to take them would probably 
result in dismissal. 

AA was informed that 60 per- 
sons took the test, but Mr. Laird 
said no more than 32 persons were 
tested. None of the people who 
took the test have left the agency 
or plan to leave because of being 
questioned, he added. 

The tests showed that no one in 
| the agency was responsible for the 
| thefts, Mr. Laird told AA, implying 


| that this alone was worth all the) : 
‘fuss. Lie detector tests currently | Vory bypaths of commercial broad- 


cost about $35 a person. If 32 took 


the test this would make the cost! 


$1,120. 
| Dan River Mills Boosts Two 


Charles C. Bassett, salesman for 
|Dan River Mills, New York, has 
| been named merchandise manager 
jot the company’s new department 


for the design, manufacture and 
| sale of confined styles for the shirt 


trade. Gilbert E. Newton, Dan 
|River salesman since 1952, has 


amounts of money over a period of | been named assistant merchandise 
time prior to the latest theft. He! manager. 


doing the work themselves and} 


@ The advertising industry here} 


ROBERT B. McWILLIAMS has been 
| named exec vp of Galen E. Broyles 
Co., Denver. A vp of the agency 
10 years, Mr. McWilliams will also 
serve on a new executive board 
consisting of Mr. Broyles, presi- 
dent, and C. E. Davis, vp. 


Agency Men Get 
Short End of Stick 
(Again) in New Novel 


(Continued from Page 3) 

“Pitchman” mirrors this world 
through the eyes of the independ- 
ent radio-tv program packager. 
Benton March, partner in Brooke 
& March Productions, is our hero. 
He has good intentions—wants 
to bring significant, worth while 
shows to tv—but these are quick- 
ly submerged in the ferocious, be- 
low-the-belt infighting that is the 
order of the day on Madison Ave. 


® It doesn’t take Ben long to dis- 
cover that he is being squeezed on 
the one hand by the big networks, 
which prefer to package their own 
shows, and on the other hand by 
Metropoltian Artists Corp., the 
“biggest talent agency in the 
world.” The big ad agencies also 
make it tough for him. To peddle 
a show to an agency means cutting 
someone in on the profits. 

Ben learns the ropes. He goes 
over the heads of the agencies and 
networks to the clients themselves. 
His father happens to own a chain 
of groceries and Ben shrewdly ex- 
ploits this advantage. He sells pro- 
grams to clients by promising them 
better displays in his father’s 
stores. This tactic really infuriates 
the agencies but Ben comes to 
realize the wisdom of his partner’s 
favorite piece of advice, “Screw 
‘em first.” 

Hart Brooke, Ben’s partner, also 
complicates life. He is a vicious 
anti-Semite, who believes the Jews 
control the television industry, and 
is one of the masterminds of The 
Warning, a private dopesheet pub- 
lished “to spotlight anti-American 
liberals and actual communists 
and rid the country of subver- 
sives.” At one point, Hart con- 
fesses to Ben that he is really a 
“fascist.” 


® Ben perseveres, working toward 
his big goal in life, a Rockefeller 
Plaza office. He attains this goal 
after outwitting some carnivorous 
agency men and breaking with his 
partner to set up his own business. 

Mr. Moore does not develop his 
characters very much and ends his 
story with nothing resolved. The 
problems raised are treated super- 
ficially. The author seems mainly 
interested in exploring the unsa- 


| casting. 
| A prologue, however, contains 
the thin suggestion that Ben March 
may be turning over a new leaf. 
Readers who have come to ex- 
/pect a fair amount of sex play in 
ad novels will not be disappointed 
by “Pitchman.” 


Texas Radio & TV Girls Meet 
The fourth annual convention of 

the Deep in the Heart of Texas 

chapter of American Women in 


Radio & Television will be held! 


{in Beaumont Oct. 6-7. 


(Continued from Page 3) 
decade. It emerged from the war, 
as it had entered it, first in both 
circulation and advertising, but 
since that time has lost its lead on 
both counts. 

In 1946, the first postwar year, 
Printers’ Ink carried 5,180 pages of 
advertising, and led its nearest 
competitor—Tide, then a weekly 
and now published bi-weekly—by 
more than 2,000 pages. By 1955, 
PI’s' advertising volume had 
dropped to 3,307 pages and Tide’s 
had fallen to 635 pages. In pages, 
(although not in dollars) PI’s 1955 
volume was still the largest in the 
field, ADVERTISING AGE being sec- 
ond with 3,231 pages. During the 
first eight months of 1956, AA 
moved into first position in pages 
as well as dollars. 

In_ circulation, Printers’ Ink 
showed average net paid for the 
last six months of 1955 of some- 
what over 30,000—a high point for 
the publication, but in second 
place in its field. 


= Most of Printers’ Ink’s linage 
drop was traceable to its failure to 
hold position with consumer media, 
although its business paper linage 
continued strong. The importance 
of this classification increased 
sharply during the decade. Where 
it had amounted to 21% of the 
magazine’s total 1946 linage, it 
amounted to 32% of its 1955 total. 

Linage was bolstered somewhat 
in recent years by the launching of 
an “Advertiser’s Annual” in 1952, 
a reference book covering avail- 
able advertising data. 


s During the ten years of the post- 
war period, the magazine moved a 
new management team into place. 
Early in the war years, Carroll B. 
Larrabee, a longtime PI hand who 
joined the magazine in 1920, and 
was its managing editor from 1932 
to 1942, was installed as president 
and publisher. He headed the mag- 
azine until 1954, when he was 
named chairman of the board, with 
Robert Kenyon Jr., formerly ad- 
vertising director, taking over as 
publisher, and Richard W. Law- 
rence Jr., formerly vp and treas- 
urer, becoming president. 

Mr. Larrabee joined the Amer- 
ican Chemical Society, Washing- 
ton, in October, 1955, as director of 
publications, a new post. He is still 
a Printers’ Ink stockholder. 

The advertising department, in 
the postwar decade, was headed by 
the late Henry W. Marks, who had 
joined PI as an office boy in 1917, 
rose to head its reader service de- 
partment, and who became adver- 
tising manager in 1941. In 1950 he 
was named assistant publisher, a 
post he held until his death in May 
of this year. Mr. Marks’ successor 
as\ head of the advertising depart- 
ment was Mr. Kenyon, and since 
Mr. Kenyon became publisher, 
Gove Compton, longtime head of 
PI’s Chicago office, has been listed 
as advertising director. 


® During the decade, Printers’ Ink 
—long famous as a source of how- 
to articles—began to emphasize 
news; it later subordinated news to 
trend and background articles, and 
at one time—nearly a decade ago— 
it experimented with publishing an 
advertising novel. In recent years 
it has devoted occasional issues 
completely to the marketing activ- 
ities of a single company, and its 
reports on Chrysler and Campbell 
Soup won for it a Jesse. Neal 
award from the Associated Busi- 
ness Publications. 

In addition to the “Advertisers’ 
Annual,” Printers’ Ink sought to 
diversify with the addition of a 
new magazine. In July, 1946, it an- 
| nounced the forthcoming publica- 
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Printers’ Ink’ to Go 
to Non-Profit Setup 


tion of Agenda, a magazine for 
planners of club programs. Agenda 
appeared in May of 1947, but 
folded after a year. 

It was the company’s first flier 
into sister publications since Print- 
ers’ Ink Monthly was discontinued 
in the early ’40s. The monthly, a 
magazine largely slanted at the 
graphic arts, was started in 1919, 
as the property of the Romer Pub- 
lishing Co., an offshoot of Printers’ 
Ink Publishing Co., of which John 
Irving Romer was then president. 
At that point Printers’ Ink was a 
pocket-size magazine; after the 
demise of the monthly, it assumed 
its present size. 


® The romance of Printers’ Ink 
actually stems to the tinkling 
rhythms of the Aeolian Piano Co. 
PI was started in 1888 by the ad- 
vertising agency pioneer, George 
P. Rowell. When Rowell hired 
Romer as its editor, in 1890, he 
bought one of business journalism’s 
sharpest talents. Mr. Romer left 
Rowell and Printers’ Ink in 1893, 
and he became advertising man- 
ager of Royal Baking Powder Co. 
in 1895, a job he held until 1902, 
when he moved to Aeolian Piano 
as advertising manager. 

Rowell left the agency busine.:s 
in 1905, and in 1908 sold Printers’ 
Ink to Romer. The purchase price 
was small, and Romer had a part- 
ner in Richard W. Lawrence, 30- 
year-old vp of Aeolian. Mr. Law- 
rence, who died in October, 1948, 
eventually was an officer of many 
corporations—president of Bank- 
ers-Commercial Corp., president of 
American Piano Co., chairman of 
Midland Acceptance Corp., direc- 
tor and executive committee mem- 
ber of Hanover Fire Insurance Co. 
and Fulton Fire Insurance Co., a 
director of other companies, presi- 
dent of Printers’ Ink and onetime 
president of the New York State 
Chamber of Commerce. 


# Shortly after Romer took over 
PI it began its pioneering of decent 
advertising, and in 1911 espoused 
the truth-in-advertising laws which 
are still known as “Printers’ Ink 
model statutes,” which eventually 
became almost nationwide in ef- 
fect, and which made false and de- 
ceptive advertising claims a mis- 
demeanor. These statutes were and 
are the basic tool for the work of 
the Better Business Bureaus across 
the country. 

Mr. Romer was a shy man, 
avoided advertising conclaves and 
once—when tendered a testimonial 
dinner at the New York Advertis- 
ing Club—prevailed upon his as- 
sociate, Mr. Lawrence, to read his 
address to the meeting. 

He trained outstanding men, in- 
cluding Frederick C. Kendall, who 
edited Advertising & Selling (now 
Advertising Agency), and John C. 
Aspley, who founded Sales Man- 
agement. 

He died in 1933, at 65, and Mr. 
Lawrence, who had been secretary 
of Printers’ Ink Publishing Co., 
became its head. 


‘PI’ TO BE ‘INDUSTRY 
SOCIAL CONSCIENCE’ 

New York, Sept. 27—Richard 
W. Lawrence Jr., president of 
Printers’ Ink Publishing Co., told 
AA that the proposed foundation 
is a big concept and a natural cul- 
mination of the history and activ- 
ities of PI since its founding. 

The purpose of the foundation, 
Mr. Lawrence said, will be to pro- 
mote advertising as an art, to act 
as the social conscience of the 
industry, to further advertising 
education by providing scholar- 
ships, to carry on essential re- 
search for the betterment of ad- 
vertising and to publish books and 
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monographs that will tend to im- 
prove the knowledge and skill of 
advertisers. 

The foundation, Mr. Lawrence 
said, will be adequately financed 
at its start by the publishing com- 
pany. It is also contemplated, he 
said, that the foundation will ob- 
tain a loan from a banking syndi- 
cate, the loan to be amortized from 
PI earnings. Moreover, as soon as 


Last Minute News Flashes | 


Doherty, Clifford to Handle Zonite Antiseptic 

New York, Sept. 28—The Zonite division of Chemway Corp. has 
appointed Doherty, Clifford, Steers & Shenfield to handle advertising 
for Zonite antiseptic. Erwin, Wasey & Co. is the previous agency. 


Lily-Tulip Drive Uses Business Magazines 


New York, Sept. 28—Lily-Tulip Cup Corp. will embark on its first | 
campaign next month in other than the trade publications. A testi-| 


it is functioning, the foundation | monial campaign for Chinacote cups is slated for Business Week, Na- 
will be an industry establishment, | tion’s Business, Newsweek, U.S. News & World Report and the Wall 


and presumably will obtain indus-| Street Journal, starting in the Oct. 6 U.S. News. Another campaign | 
will go to 31 business papers in the paper, dairy, feeding, vending, | Sete ter re 
restaurant, hospital, ice cream and allied fields. Grey Advertising 


try support. 


® Establishment of the foundation 
is not a tax device in any way, 
Mr. Lawrence said, “It is a natural 
development of the traditions, 
philosophy and outlook that have 
governed the activities of Printers’ 
Ink since it started,” he said. “I 
doubt whether there is any other 
publication that lends itself so 
completely to a foundation setup. 
It has always been identified 
with the best in the industry, and 
as a foundation publication it 
should be even more effective as 
an industry clarion.” 


Paper Will Be 
in Short Supply, 
MPA Is Warned 


(Continued from Page 1) 
cramping and undesirable,” the 
report added that the same condi- 
tion would continue through the 
next two years “unless capacity 
is increased at a faster rate than 
has been indicated by announced 
plans.” In 1958, the forecast shows 
a capacity of 4,340,000 tons of 
magazine paper stock and an ex- 
pected consumption of 4,341,000 
tons. 


e The meeting heard Robert E. 
Kenyon Jr., publisher of Printers’ 
Ink, who earlier this week was 
named MPA president, effective 
next Jan. 1. Mr. Kenyon said his 
aim for the MPA would be to 
provide “more service for mem- 
bers, more readers for more mag- 
azines and more advertising in 
magazines.” 

He said he hoped MPA would 
become the source of all facts and 
figures about magazines, and he 
added that promotion would be 
one of the most important parts 
of his program. Mr. Kenyon has 
a five-year contract with the MPA. 


e The MPA’s advertising com- 
mittee, it was said, plans to bring 
greater emphasis to bear on the 
advertising problems of members. 
This group is headed by Otto 
Schaefer, vp in charge of advertis- 
ing, Better Homes & Gardens. Mr. 
Schaefer will be assisted by Reg 
Clough, of Reader’s Digest, who 
last year handled public relations 
for the MPA. The pr committee 
this year is headed by Phil Ewald 
of The New Yorker. 


e Three new members of the 
board of directors were named 
today. They are: G. D. Crain Jr., 
president and publisher of ApvER- 
TISING AGE; Kent Rhodes, Reader’s | 
Digest, and Edgar T. Rigg, presi-| 
dent of Field & Stream. 


Cleveland Offers Ad Awards 
The Cleveland Advertising Club 
is holding its eighth annual Cleve- 
land-Prepared Advertising Per- 
formance Awards contest. Winners | 
of the contest are decided solely 
on advertising’s performance. De- 
cisions are based on how well each 
campaign met its stated objectives | 
and each entry is measured only | 
against its own objectives. General | 
chairman of this year’s contest is 
H. T. S. Heckman, advertising 
manager of Harris-Seybold Co. 


| Clarke, 


Award entries will be accepted 
through Nov. 9. 


Agency has the account. 


Pepsi Begins Second Phase of Muncie Test 
New York, Sept. 28—The second phase of the “Pepsi, Please” pilot 


test in Muncie, Ind., begins Monday with a novel approach to the! 


“Why I Like Pepsi” contest. The answer will be given by telephone, 
any time of day or night, and will be recorded by a central agency. On 
Oct. 8 the best 10 entries will be announced by a simulcast over 
WLBEC and WLBC-TV. Ballots, obtained by any purchase of the prod- 
uct, will be cast at drugstores and supermarkets throughout the city. 
Plans are to run the contest at least 13 weeks. Kenyon & Eckhardt is 


handling (AA, Aug. 20). 


Foley Joins Bristol-Myers as Sales Promotion Head 
New York, Sept. 28—Robert J. Foley, formerly with Everywoman’s 


pacities. 


Magazine as eastern advertising manager, has joined Bristol-Myers as 
| director of sales promotion for the Bristol-Myers product division. He 
| was previously with Tide and Harper’s Bazaar in sales promotion ca- 


Simmons Names Buchen for Export Ads 

New York, Sept. 28—Simmons Co., maker of the Beautyrest mat- 
tress and Hide-a-Bed sofas, has appointed Buchen Co., Chicago, to 
handle its export advertising. J. Roland Kay Inc., Chicago, is the pre- 
vious agency. (The bulk of Simmons’ foreign business, however, comes 
from the six overseas plants; their advertising is handled by offices 
of McCann-Erickson in their respective localities.) 


Patrick Gorman Joins Bryan Houston Inc. 


New York, Sept. 28—Patrick H. 


Gorman, formerly assistant to the 


president of Vick Chemical Co. and chairman of its Alfred D. McKelvy 
Co. division, has joined Bryan Houston Inc. as vp and director of mar- 
keting. Formerly Pall Mall advertising manager with American To- 
bacco Co., Mr. Gorman was ad manager for Philip Morris before join- 


ing Vick in 1952. 


Hawaiian Confers With Agencies on Frozen Juices 
San Jose, Cautr., Sept. 28—Hawaiian Pineapple Co. Ltd. (Dole) is 

planning to introduce a couple of frozen fruit juice concentrates short- 

ly. Hal Chase, marketing director of Hawaiian, and Hal Griswold, ad- 


vertising manager, were in New 


York and Philadelphia this week, 


conferring with several agencies. Hawaiian is handled by N. W. Ayer 


& Son, Philadelphia. 


FC&B Inaugurates 
Full-Blown Detroit 
Operation for Ford 


(Continued from Page 1) 
agement representative on the ac- 
count, and Fred Ludekens, asso- 
ciate creative head of the agency. 

About 50 persons in the Chi- 
cago office will be assigned to the 
account, making a total of 120. 
The Chicago creative group also 
will include A. J. Bremner, copy 
chief; Curtis Berrien, former copy 
chief at Needham, Louis & Bror- 
by, and Marvin Potts, executive 
art director. 

Members of the local staff are 
Robert F. Hussey, media account 
supervisor who is moving from 
Chicago; Robert Freeman, art di- 
rector who formerly headed the 
agency’s Los Angeles art depart- 
ment; John O. Cook, copy chief 
who also shifted from Chicago; 
Robert G. Andrus and Richard A. 
art directors from this 
city, and John Harvey, account 
executive who came here from 
FC&B’s San Francisco office. 


# Albert F. Remington, former ad 
manager of Packard-Clipper di- 
vision of Studebaker-Packard 
Corp., and Bruce E. Miller, former 
director of advertising and mer- 
chandising for Plymouth division 
of Chrysler Corp., are account ex- 
ecutives who will work from this 
office. 

Robert J. Hakken, formerly of 
Benton & Bowles, and David Jen- 
kins, formerly with Ross Roy Inc., 
will work on the Detroit copy 
staff. 

The agency also will set up a 


|staff of 11 field offices to work 
closely with various dealer groups 
in their local advertising pro- 


in Philadelphia, Dallas, Atlanta, 
New Orleans, Washington and 
Boston. Already established, the 
agency’s present offices in New 
York, Los Angeles, San Francisco 
and Kansas City likewise will be 
used. 


Edward Tate to 
Succeed Mason as 


FTC Commissioner 


(Continued from Page 1) 
doctrine. He crusaded for friend- 
lier relations between FTC and 
business, and advocated the use of 
trade practice conferences to deal 
with questionable practices which 
are widespread throughout an in- 
dustry. 


® Despite his unrelenting criticism 
of FTC operations, he was reap- 
pointed by former President Tru- 
man when his initial term expired 
in 1949. President Truman re- 
garded him as a healthy influence. 

As a Republican he hoped for 
the FTC chairmanship when the 
Eisenhower Administration took 
office. But the White House was 
not interested in a Republican who 
was appointed and reappointed by 
Democrats. 

Although he had strong support 
from Illinois Republicans in his ef- 
forts to get another reappointment, 
word spread here several weeks 
age that the White House intended 
to name a replacement. There were 
some reports the action would not 
be taken until after the election. 


| 


grams. New offices will be opened |-_- 


| CHARMIN taDY—Charmin Paper 
| Mills used this ad in the Chicago 
Tribune Sept. 27 to open a drive 
for its two-ply tissue. The product 
has been repackaged and its name 
has been changed from Super- 
Charmin to Lady Charmin. 


No Ad Shifts ‘at 
Present’ Seen in 
P&G-Charmin Deal 


CINCINNATI, Sept. 25—Procter & 
Gamble Co., manufacturer of 
soaps, detergents, toothpaste and 
shortening, has made another 
move to broaden its product line. 

P&G is completing negotiations 
for the purchase of Charmin Pa- 
per Mills, Green Bay, Wis., pro- 
ducer of facial tissues, paper 
towels, bathroom tissues and paper 
napkins. Contracts now are being 
signed, and sale will become final 
upon approval of stockholders of 
both companies within the next 
few months, AA was told. 

For the present, Campbell-Mi- 
thun, Minneapolis, will continue 
as Charmin’s agency, a Charmin 
official told AA. 


s Through Campbel!l-Mithun, 
Charmin this week launched a 
campaign in Chicago to introduce 
its renamed and repackaged Lady 
Charmin two-ply tissues. De- 
scribed as “softer than moonbeams 
. more gentle then dew,” Lady 
Charmin is now being promoted 
with a decidedly femine appeal. 

If the Chicago drive—commer- 
cials on WGN and pages in the 
Chicago Tribune—is successful, it 
“may be expanded to other mar- 
kets later.” 


® In August, 1955, P&G moved to 
widen its product lines by acquir- 
ing W. T. Young Foods, Lexington, 
Ky., producer of peanut butter 
and salted nuts. Last month it en- 
tered the baking mix field with 
the acquisition of .the Duncan 
Hines operations of Nebraska Con- 
solidated Mills Co., Omaha, Hines 
Park Foods Inc. and the Duncan 
Hines Institute (AA, Aug. 20). 


Arthur Burdge Named 
President of DMAA 

Arthur E. Burdge, formerly as- 
sistant to the sales vp for Coca- 
Cola Co., Atlanta, has been named 
president of the Direct Mail Ad- 
vertising Assn. 
He will assume 
the duties of 
George V. Rum- 
age, managing 
director, who has 
retired. 

Under the as- 
sociation’s new 
constitution, the 
Successor to 
DMAA’s current 
Arthur E. Burdge president, Joseph 

J. McGee, will 
have the title of chairman of the 
board. The new chairman will be 
chosen Oct. 1 at the group’s 39th 
annual convention in New York. 


Join in ‘Crash’ 
UHF Effort, Lee 
Urges NARTB 


(Continued from Page 1) 


tered in Washington “to provide 
close liaison with FCC and inter- 
ested parties.” 


@ Whether it follows Mr. Lee’s 
suggestions or not,.a new research 
organization to try to solve the 
problem of conversion to uhf now 
is being drafted by a steering 
committee representing five major 
broadcaster and set maker trade 
associations (AA, Sept. 24). 
Meanwhile, Mr. Lee called for a 
continuation of the FCC’s policy 
of “making haste slowly” in any 
total conversion to uhf operation. 


He warned against “any premature . 


attempt to force the viewing pub- 
lic to accept inferior service at 
substantialiy increased cost, or to 
deprive large areas of any service 
a6 Oi. 3” 

(Within the past week, telecast- 
ers in the Rocky Mountain and Pa- 
cific Coast states have gone on 
record as flatly opposing total con- 
version to uhf in their regions.) 


es Mr. Lee also took an anxious 
look at the advertising side of 
radio-tv. He specifically argued 
against any rate increases in these 
media without a corresponding in- 
crease in other media, on the 
ground that it would immediately 
be reflected in a loss of advertis- 
ing. Mr. Lee noted that tv “still 
enjoys only 12% of the nation’s 
advertising dollar.” 

Since, under the U. S. system, 
both radio and tv are “entirely 
dependent” on advertising, “we 
must be careful not to kill the 
goose that lays the goiden egg,” he 
warned, 


Hyde Warns NARTB 
of ‘Concentration of 
Wealth’ in Medium 


San Francisco, Sept. 25—Against 
a background of investigations of 
network television by Congress 
and the Justice Department, Rosel 
M. Hyde, member of the Fed- 
eral Communications Commission, 
made a vigorous, if guarded, argu- 
ment against “concentrations of 
wealth” in the broadcast media to- 


day. 


“I believe we have a reasonably 


competitive system in am radio,” 


he told a regional conference of the 
National Assn. of Radio & Televi- 


sion Broadcasters, noting that the 
medium is “owned and operated 


for the most part by local citizens 
who, as a part of community life, 
are closely identified with its op- 
portunities, challenges and inter- 
ests.” 

In television, however, Mr. Hyde 
took several swipes at those who 
have proposed allowing one corpo- 
ration to own more than the pres- 
ent limit of five vhf and two uhf 
stations. Furthermore, he observed, 
“we are engaged in reviewing the 
network structure in television to 
determine whether it is reasonably 
competitive.” 


s “I can think of no more serious 
blunder the commission could 
make than to permit large finan- 
cial aggregates toe acquire a dom- 
inant role in the television me- 
dium,” Mr. Hyde declared. 

He acknowledged the “alloca- 
tions problem”’—the need to de- 
velop more operating stations. But, 
Mr. Hyde noted, “typically, the 
multiple owner does not add to the 
number of tv stations; rather, he 
acquires an existing station.” 


Foundation, would be headquar-_ 
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Improve Color 
Scheduling,JWT's 


Ensrud Urges Dailies 


(Continued from Page 2) 
lations, said Mr. Ensrud, percent- 
age figures show it is theoretical- 
ly more difficult to get a page in 
black and one color on a definite 
day than it is to get black and, 
three colors on a specified day. 

“In practice,” he said, “I believe | 
we will all agree that the opposite 
is true. This again indicates that 
listings of requirements do not re- 
flect the true situation, probably | 
because the publisher wants to’ 
protect himself for the unusual 
case, when ordinarily 90% or more 
of the time he can deliver as per 
order.” 

Commenting on the cost of r.o.p. 
color equipment and the profits 
to be made from their use, Mr. 
Ensrud said, “Publishers have 
been known to cut out certain 
printing services because of ex- 
pense, but how many have elimi- 
nated r.o.p. color once they have 
started? I can recall only two such | 
instances and both of these were 
only temporary.” 


= Again speaking as a buyer, Mr. 
Ensrud declared, “The idea that 
b&w will be used where color | 
is not available is virtually an il- 
lusion. When we want color, we| 
want it.” 

Two problems of dies | 
said Mr. Ensrud, are concerned | 
with tearsheets. The first, said 
he, deals with the practice of 
sending tearsheets to the —) 
er and the agency. 

“Very frequently,” he said, “the 
tearsheets received are from the 
first part of the run. It’s not only, 
expensive to get several sets of 
tearsheets from every edition but 
there is always the possibility 
that tearsheets from the begin- 
ning of the run will not be ac- 
cepted as representative.” 


= The second problem is quite 
rare (it occurs with fewer than 
5% of daily newspapers), accord- | 
ing to Mr. Ensrud, but needs cor- | 
recting. “In multiple newspaper 
cities where more than one news- 
paper carries color and where on- 
iy one newspaper is customarily 
used, there are a few newspapers 
that follow a practice I’m sure 
none of you would condone,” said 
Mr. Ensrud. 

“Paper ‘A’ gets the schedule. 
Paper ‘B’ does not get it but it! 
does a thorough job of delivering | 
the poorest paper ‘A’ tearsheets it 
can find to the advertiser and to 


his agency, and to the local ad-| 
vertiser’s representative. If by) 
chance paper ‘B’ should pick up 
an ad because of such tactics, pa- 
per ‘A’ retaliates.” 

Turning to the question of im- 
provement of standards of infor- 


ae 


Advertising Age, October 1, 1956 


How Advertisers Kanked in R.0.P. Color Linage July, ‘55, and July, ‘56 


Reported by Lake Shore Electrotype Co., Based on Figures by Media Records 
For All Cities Reported by Media Records in Which R.O.P. Color Is Used 


July, 1955 July, 1956 
Ten largest national Ten dassificetions in How do RETAIL outlets rank Ten largest national Ten dassifications in How do RETAIL outlets rank 
ROP Color advertisers national ROP Color linoge in ROP Color {i ? ROP Color advertisers national ROP Color linage in ROP Color linoge? 
Advertiser ot Product Linage Type of Retailers Linage Advertiser Linage Type of Product Type of Retailers _Linage 
1. Ford 339,316 1. Passenger Cars 798,891 1. Department Stores 493,778 1. Winston Cigarettes 382,406 31. Gas & Oi! 686,312 1. Department Stores 541,141 
2. Dodge 240,244 2. Beer 491,412 2. Chain Grocers 401,135 2. S& H Green Stamps 181,093 2. Beer 663,037 2. Furniture & Household 403,268 
3. Toni Preps 135,140 3. Gas & Oil 453.337 3. Furniture& Household 337,596 3. Firestone Tires & Tubes 177,060 3. Tobacco 544,629 3. Chain Grocers 310,811 
4. Plymouth 111,611 4. Dairy Products 226,800 4. Drug Stores 195,958 4. Salem Cigarettes 153,565 4. Liquors 281,593 4. Electrical Supplies 87,946 
5. Coca-Cola 105,489 5. Soft Drinks 221,518 5. Independent Grocers 90,440 5. Ocean Spray Cranberry 108,105 5. Soft Drinks 244,285 5. Jewelers 86,000 
6. Kellogg's Corn Flakes 99,712 6. Baking Products 192,521 6. Real Estate 87,284 6. Phillips Petroleum 89,976 6. Mise. Groceries 211,018 = «6. Clothing 72.699 
7. Standard Oil of Calif. 94,939 7. Toilet Requisites 146,025 7. Electrical Appliances 81.938 7. Coca-Cola 88,774 7. Passenger Cars 208,159 7. Independent Grocers 53.924 
8. Standard Oil of Ind. 85,529 8. Meat, Fish & Poultry 139.021 _—8. Jewelers 55.214 8. Standard Oil of Indiana 985,582 —-&. Tires & Tubes 182,100 8. Builders & Suppliers ‘53,577 
9. Duncan Hines Cake Mix 81,068 ~ 9. Cereals 118,305 9. General Stores 47,335 S. Shed O8 Co 85,402 9. Dairy Products 173,735 9. Real Estate 51,140 
10. Standard Oil of Ohio 79,868 10. Misc. Groceries 104,250 10. Clothing 42.421 10. Ford Cars 71,478 10. Baking Products 169,432 10. Drug Stores 39,596 
How leading national ROP Color advertisers ranked in major product classifications How national ROP Color advertisers ranked in dassifications 
. BAKING PRODUCTS Linage 
= PRODUCTS HOUSING EQUIPMENT Linage 1. Duncan Hines Cake Mix 82,839 4. Gilbey’s Vodka 15,157 
1. Duncan Hines Cake Mix 81,068 1.G. E. Refrigerator 18,898 2. Bisquick 31,704 5. Four Roses 12,278 
2. Wonder Bread 16,197 G. E. Wesher & Dryer 16,190 3. Pillsbury Products 20,405 
MEAT. FISH & POULTRY 
ae ee oe 10,082 INDUSTRIAL &. Waews ip Tep Bees aaaee 1. Oscar Mayer Meat Products 32.209 
-— . 1. Kaiser Aluminum & Chem 72,736 2. aromee Meat Products = 
. Wiedemann's 64.41 INSURANCE 1. Stroh’s 67,161 3. Cudahy Meat Products / 
2 Strob’s 60,617 1. Blue Cross 21,260 2 Wiedemann's 55,276 4. Rath Meat Products 11,444 
he aR ;' 3. Sterling {2302 MISC. AUTOMOTIVE—AUTO SUPPLY STORES. 
\ CLEANSERS . Burger 41, 
‘om zi Quon, -" este 423 sac. cnocenma 
A . LIQUOR . Schlitz : - 
i Paecie se 412 = Old. Sunnybrook 19.770 COFFEE & TEA ie. 
2 mi Vv 22.636 2. ~ & a ae 13,570 3 Marylend ¢ Club Coffee 16,036 3 Heinz Baby Products 12.278 
ac 15,141 MEAT. FISH & POUL ‘ain's ee 9,856 4. Instant Spry 10, 
COFFEE + Gone 26,776 CONFECTIONS PASSENGER CARS 
2. Wilson Meat Products 2 
1. Maxwell House Instant 16.945 4,104 : 1. Ford 71,478 
2. Maryland Club 13.088 3. Osear Mayer Meat Products 17,095 1. Coaster Sack 19,680 2. Reatina 37,478 
3. Maryland Club Instant 13,056 MISC. BEVERAGES DAIRY PRODUCTS 3. Chrysler-Plymouth 18,088 
CONDIMENTS 1. Snow Crop Frozen Fruit Juices 32,940 1. Borden's Products 36,524 4. Mercury 15,018 
1 Godeha: 2. Hic 22070 2. Sealtest Products 20 949 5. Plymouth 11,131 
b ux Sugar» 15,990 . 3. Tillamook Cheese 14.165 6 Oldsmobile 11,090 
& BREAKFAST FOODS —. | dey (x ~ 7. Buick 11,029 
p Frozen Vegetables $2,000 DOG & CAT FOOD 
yl a 99.712 2. Gerber's Baby Food 16.056 Red Heart Dow Food 59.703 Sapo eyae ae 
DAIRY GAS & OL 1. Coca-Cola 88,774 
1. Kraft Swiss Cheese 58,192 1. Ford $39,316 1. Phillips Petroleum 89,976 2. Pepsi-Cola 55,871 
2 Products 33.670 Dodge 240,244 2. Standard Oil of Indiana 85,582 3. Royal Crown 19,888 
3. Sealtest Products 27650 : pS ee 111,611 3. Shell Oil Company 85,402 4. Canada Dry 17,075 
4. Knudsen Cottage Cheese 832 5 — bay $ pa yh VE wy 65,380 5. Pize-Ade 14,216 
6. F E um i Refining Company 61.693 
pron ae oe neal © Mevesey 16-740 6 Standard Oil of Ohio an = —_ 
. 11, A Sunray Oil Company 52,964 a . 
1 aoe of Calif 94.939 pa 8. Lion Oil Company 48.042 TOBACCO 
2 Standard Oil of Indians am To Rences 1. Winston Cigarettes 382.406 
3. Standard Oil of Ohio 79,268 2. Pepsi-Cola 72'500 ‘ 2. Salem Ciga 153.565 
4. Richfield Oil Company 52.256 y 1. G. E. Refrigerators 34.069 3. Philip M Cis tes 7,168 
6. Socony Mobile Oil Company 25 456 3. Dr. Pepper 19,983 2 G E. Washers 26.993 ilip Morris Cigaret a 
6. Phillips Petroleum Company 24.240 TOMET Ri 3.G. E. Ranges 11,908 «TOILET REQUISITES 
7. Pure Oil pany 18,480 1. Toni Preps 135,140 4-G. E. Products 11.894 1. Cutex Preparations 37,490 
: TRADING STAMPS 
1. Belmont 45.231 1.8 & H Green Stamps 181,093 
2. Seagram 7 Crown 29,850 TRUCES & TRACTORS 
3. Schenley Reserve 28,808 1. Ford 38,117 
mation, Mr. Ensrud remarked |the value of magazines as an ad-! MAB gathered its data were orig- 


that “gratifying progress” has been 
made in that direction. However, 
33% of the newspapers that print 
color still don’t use the standard- 
ized format developed by the 
Newspaper Advertising Executives 
Assn., the American Assn. of Ad- 
vertising Agencies, Standard Rate 
& Data Service and many others, 


for the listing of rates and other) 
“;out: °.. 


color data. 


s “The benefit to the newspaper 


industry by supplying an instantly | 
system of 


usable, standardized 
data, when competitive media are 
considered, 
to make every newspaper want to 
adopt the 12-point format,” he 
said. 

Mr. Ensrud complimented the, 
newspaper industry for the strides 
made in perfecting r.o.p. color and 
added that the skill, time, effort 
and money spent have been well 
invested. 

“R.o.p. color is newspapers’ 
most important new develop- 
ment,” he said. 


Run of Paper Daily Color 


Analysis of the Availability of 


R.O.P. Color, 1954 Compared 


with 1956, Prepared by ]. Walter Thompson Co., Chicago. 


1954 Os eee 
B&1/C B&2/C B&3/C B&l/C B&2/C Ba3/C 
No. % No. % No. % No. % No. % No. % 
Availability not specified: 
411.72.1 175 65.3 122 62.9 141 22.7 57 17.8 37 15.2 
Available any day during week: 
112 19.6 64 23.9 49 25.3 324 52.1 180 563 147 60.5 
Not available on specified days: 
47 83 29 10.8 2311.8 157 25.2 83 25.9 59 24.3 


Total 


R.O.P. color not available on: 


570 100% 268 100% 194 100% 622 100% 320 100% 243 100% 


Monday cies. (ees: 1 ROM RR ee 
Tuesday 2 27 5 8.1 i -ee > 2S 
Wednesdoxy 811.0 6 97 4 85 32134 18127 16 15.0 
Thursday 31425 2235.5 20426 67280 35247 27 252 
Friday 15206 14225 13277 273 19134 1413.1 
Soturday 1317.8 1117.7 817.0 90377 52366 33308 
Totol * 73 100% 62 100% 47 100% 239 100% 142 100% 107 100% 


* Equals more than total number of papers specifying days on which R.O.P. color is not 


available, since some popers specified more 


than one day. 


57% of Leaders 


Advertise Only in 
Magazines: MAB 


should be sufficient | 


(Continued from Page 2) 
-The major postwar trends 
in consumption had already shown 
up by 1950. Dr. Irwin Friend [of 
the Wharton school of finance and 
commerce, University of Pennsyl- 
vania] checked the material against 
total consumption expenditure for 
the past few years and found only 
small changes.’ ” 

'@ The report published by MAB 
highlights the relationship of mag- | 
azine purchasing to commodity | 
consumption, its major point being | 
that magazine readership parallels | 
consumer buying power more | 
closely than does any other major | 
medium—newspapers, radio or tv. 

Specifically, MAB points out 
that 50% of the U.S. urban families 
(totaling 31,539,000 families, ac- 
cording to BLS’s projections) | 
make 71.5% of the urban family | 
income after taxes. The top in-| 
come 25% of the urban families | 
make 45% of the money, the next | 
25% of families make 26.5%, the | 
third 25% makes only 19% of the) 
money while the bottom 25% make 
only 9.5%. 

This distribution of income, 
MAB says, parallels almost exactly 
the distribution of magazines— 
43.5% of circulation goes to the 
high income quarter, 28% goes to 
the second highest income quarter, 
19% of all magazines go to the 
third quarter and only 9.5% goes 
'to the lowest income quarter, ac- 
cording to the bureau’s calcula- 
tions. 

By comparison, MAB says, news- 
papers, radio and tv “tend to be 
non-selective: the distribution pat- 
tern. ..matches population rather 
than buying power.” 


'@ Using BLS statistics, MAB 


‘and 76.4% 


| vertising medium: That magazine-| 


reading families are larger than 


/non-magazine families by a ratio 


of 3.07 individuals to 2.75—a size 
advantage of nearly 12%—and 
that the 66% of American families 
who buy magazines do 74% of the 
spending of all consumer dollars. 
MAB’s breakdown of this 74% 
shows that the 66% who read mag- | 
azines are responsible for 76% of 
dollar volume in home repairs and 
improvements, for 75.5% of the 
furniture and floor covering buy- 
ing, 73.2% of buying of major ap-. 
pliances, 70.6% of food store items, 
76.7% of cosmetics and perfumes, 
71.9% of beer and ale, 79.7% of 


‘cars, 76.3% of clothing, 79.3% of 


travel, 85.5% of cameras and films 
of personal insurance. 
The BLS statistics from which 


» DB 


45.0% 435 


ie 
a on 


oe By 


snecnive—The distribution of magazines coincides almost perm 


inally developed by BLS for a 
government price index revision. 
Having made the revision, the 
government turned the survey data 
over to the Wharton school for 
further tabulation and reporting. 
The school, with the aid of a $500,- 


'000 grant from the Ford Founda- 
, tion, 


is currently publishing this 
information in a series of 18 vol- 
umes, including more than 8,000 
pages in all. 


s MAB publicized its data with a 
21-minute slide film presentation 
in Cleveland Sept. 17 and again in 
Chicago Sept. 24. The next presen- 
tation is slated for St. Louis Oct. 
3 in the Hotel Statler, and subse- 
quent presentations are tentatively 
scheduled for Minneapolis and 
other large cities. 


@o 2 


27.0% 


te = ie si 9 4 


with the distribution of income in urban families, says the Maga- 

zine Advertising Bureau, whereas by comparison the other major 

media-—newspapers, radio and tu—are non-selective and focus more 
on people than on dollars. 


|makes these additional claims for 
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+8 e ore the Yond os 
And of all women, 


MOTHERS 


buy the most! 


Family needs increase sharply while the children are growing. 
And this is why the mothers in families with children buy 
73% of all homes; 59% of all furniture; 72% of all washing 
machines; 6O% of all automobiles; 61% of all food products. 


Only PARENTS’ MAGAZINE gives you a market 100% in 
biggest-buying families with children...families with 

the highest percent of mothers and fathers in the years 
of greatest product accumulation (18 to 35). 


PARENTS’ macazine 


Guide to living and buying 


for 1,675,000 families with over 3% million children 
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PLAYBOY _ goes tothe top of the class at 


4 THE COLLEGES: 


AUBURN, ALABAMA, STANFORD, INDIANA 
U., PURDUE, WICHITA, L.S.U.. TULANE, 
NAVY, U. OF MICHIGAN, MICHIGAN STATE, 
U. OF MINNESOTA, U. OF MISSISSIPPI, 
U. OF NEBRASKA, PRINCETON, CORNELL, 
OKLAHOMA U., OKLAHOMA A&M, U. OF 
TEXAS, TEXAS TECH, BAYLOR, DUKE, 
WAKE FOREST, U. OF NORTH CAROLINA, 
NORTH CAROLINA STATE. 


PLAYBOY 

ADVERTISING DEPARTMENT 
11 E. Superior St. 

Chicago 11, Illinois 


I am an agency executive (or adver- 
tiser) and I’m interested in further 
details on PLAYBOY and your mer- 
chandising program. Send a copy of 
the new PLAYBOY, too. 


position 


colleges from coast-to-coast 


PLAYBOY’s appeal to the young men of America is well 
demonstrated by the tremendous popularity of the magazine 
on the campus. Almost 25% of PLAYBOY ’s total circulation 
is among men currently enrolled in college. 


For the first time of A Continuing Study of College Newsstand 
Magazine Sales (available on request), figures have already 
been taken from ‘magazine wholesalers’ records in 25 ran- 
domly selected university and college towns. These figures 
represent the total sales of the magazines listed for all news- 
stands on or near campus which cater primarily to student 
traffic. 


Here is a summary of the actual figures in A Continuing Study of College * Newsstand Magazine Sales: 


PLAYBOY backs up the tremendous impact of PLAYB 0 . en 
its leading college circulation with on-the-campus . - ¥ a 


gt 
(ENTERTAINMENT FOR 


merchandising. There is a student representative 
of THE PLAYBOY COLLEGE BUREAU at over 
250 campuses ready to follow through for you— 
to carry your story to important college town re- 
tail outlets. 


the college market is 


yours with: 
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